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NATIONALLY ADVERTISED IN VOGUE 



















Here is a strap designed for summer wear! 
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IT’S ROUGH ON 
WATCH STRAPS 








1—Tubular design is cool and comfortable. 
2—Die-polished tubing is smooth all around.* . 
3—Patented Split-Proof Tips can’t come apart. 
4—Plastic buckles and keepers never tarnish or rust. 

5— Molded lug ends won't gum up or corrode spring bars. 


*Kon-ite patented tubing has no ragged 
edges or exposed stitching. It’s more 
comfortable to wear, lasts longer. Only 
Kon-ite gives you Kon-ite's finer quality! 


’ KON-ITE 


8-E TUBULARS 
this summer— 
you ll make friends! 


A. SAUER & CO. 
Kon-ite Bldg. 
CINCINNATI 2, OHIO 
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The Ultimate in Classic Design...In Masterful Craftsmanship 
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Just one more evidence of the breathtakingly beautiful 
results achieved by merging extraordinary talents—the 
masterful design-origination of Marce, the consummate 
skill of WBO craftsmen... Expect great things in fine 
jewelry and watch cases from this grand collaboration— 
made even more productive by newly enlarged facilities 


and advanced factory techniques. 


WILLIAM B. OGUSH, INC. 


CREATORS OF FINE JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET W() NEW YORK 23, N. Y. 
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113 Astor St., Newark 5, N. J. 
NEW YORK + SAN FRANCISCO + CHICAGO 
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heavy prongs above a reflector shaped to represent a four- 
petaled flower. The increase in the apparent size of the 
diamond is noticeably greater than in other styles of illusion 
settings and its brilliance is enhanced to a greater degree 
as. well. 


There are three sizes for mens rings with bases of 8mm, 
9mm:-and 10mm. These take stones from 5 points to 244 
carats. Series 594 has cross piercing and Series 595 a round 
piercing through its centre. The 8mm size is for diamonds 
of 5 points to 34 carat, the 9mm from 14 to 1\% carats and 
the 10mm from 34 to 2% carats. 


Series 596 is a setting of exceptional beauty for womens 
jewelry. There are four base sizes — 5mm for stones from 
3 to 8 points, 544mm to take stones from 5 to 15 points, 
6mm for stones from 10.to 25 points and 614mm from 15 
to 35 points. 


Citha ECB Lie. 


113 Astor St., Newark 5, N. J. 
NEW YORK + SAN FRANCISCO + CHICAGO 


FOR AUGUST, 1948 
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You sell watches... bright, shiny, sparkling new watches. 


But did you ever stop to think that within six months after you made those 
watch sales, your merchandise begins to look dog-eared. 


That’s the truth... for no watch looks better than its strap. No watch can look 
smart with a frayed and worn-out attachment. 






_ Wise are the jewelers who keep their customers’ watches spic and span 
“with frequent replacements of watch straps. 





And wise are Simmons craftsmen to include in their 75th Anniversary line 
a top-notch strap deal... twenty-four choice quality straps in a new, 
smart, sales producing set-up... to help jewelers keep their 

good customers continuously happy. 


R. F. SIMMONS COMPANY - ATTLEBORO, MASS. 
MAKERS OF SIMMONS CHAINS 
Sold through Authorized Wholesale Jewelry Distributors 
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: watch band line 


_Bretton’s one 





that isn’t stymied 
_ by the lack of | 


consumer interest 








and acceptance! 


CONSULT YOUR WHOLESALER 


Nationally Advertised 


Bretton 


FIRST AMONG FINE WATCH BANDS 








BRUNER-RITTER, Inc. 630 Fifth Avenue, New York 20 » Factories: Bridgeport and Montreal 






Heres Your Lucky 7 { 


MANNING BOWMAN ANNOUNCES A COMPLETE 























Manning Bowman now offers you the fin- 
est line of heating pads—one you'll warm 
up to fast! And so will your customers. 
Yes, and these quality heating pads offer 
seven big advantages: 


f. Now there’s a Manning-Bowman quality 
heating pad—priced right—for every use, for 
every customer. 


2. You can assure customers that only the 
best materials and finest workmanship go into 
these heating pads. Manning Bowman qual- 
ity craftsmanship has been known since 1857. 


3. All Manning-Bowman heating pad covers 





LINE OF HANDSOME, QUALITY HEATING PADS 


are handsomely designed and are easily re- 
movable for cleaning. 


4, Manning-Bowman heating pads range 
from 3-speed heats to 3 specific heats, from 
moistureproof to waterproof. All are thermo- 
statically controlled; all carry the Under- 
writers’ Laboratories approval. 


5. On the long, 8-foot cord of Manning- 
Bowman heating pads there’s a handy thumb 
switch that can easily be clicked to lew, me- 
dium, high or off positions even in the dark. 


6. Manning-Bowman heating pads are flex- 
ible—easy to wrap around arms and legs. 
They’re perfect bed warmers, too—and swell 
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for taking chilly dampness from bedding. 


7. Packages are attractive, eye-catching, 
Covers are colorful and in good taste. There’s 
a Manning-Bowman heating pad to fit every 
pocketbook, every purpose, every decorative 
plan. 


In heating pads as in other things, 
“Manning Bowman Means Best.” In fact, 
during all our years of making heating 
pads, we’ve never had a single complaint 
about them! Better phone your distribu- 
tor and stock up on this new Manning- 
Bowman heating pad line. You’ll have the 
highest quality line in town! 


Manning Bowman Means Best 


Master Craftsmanship in Quality Home Conveniences Since 1857 


Manning, Bowman & Co., Meriden, Connecticut ¢ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 




















SOLD THROUGH 


“WHOLESALERS 
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SEAMLESS RING CO 





NEW YORK 7,N.Y. 
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“\ Old World craftsmanship and 
New World styling are combined in 
the fine watch bands for which GEMEX is noted. 
The newest creations of GEMEX artisans 
are pictured here ... No. 11070 for ladies $6.00 
No. 11507 for men $14.25. 
Get them from your wholesaler. . . 
Prepare for the demand from full pages in Vogue, 
Harper’s Bazaar, The New Yorker, 


and The New York Times Magazine. 


Prices include Federal Tax 


GEMEX COMPANY - UNION, N. J. 
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PY unmistakably distinctive are 


UR diamond wedding rings that no 

















SOE ES ie | OI Bea RII er 


jeweler’s stock is quite complete 
without a cenerous assortment 
of them. They supply the prestige 
of UR craftsmanship—now so 


universally recognized by people who 





buy and jewelers who sell fine 


diamond wedding rings ... 


4 


UNTERMEYER, ROBBINS and COMPANY 
136 West 52nd Street, New York 19, N. Y. 


RINGLEADERS lURf SINCE 1865 





DIAMONDS IN THE 
BACK YARD 
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JEWELRY RETAILERS ARE “DIGGING UP” extra profits this summer in their 2.—Kreisler’s program for more aggressive selling of watch bands at 
“back yards’—their watch repair departments. Reasons: 1.—Kreisler’s repair counters. This is giving retailers the selling tools they need to 
summer campaign is stimulating watch repairs and watch band sales; find “Diamonds in the back yard.” 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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KREISLER'S SUMMER 
SUCCESS STORY 


Jewelry retailers dig up new business through 


Jacques Kreisler's summer ad campaign 


Summer’s hottest news: increased retail sales are being 
stimulated by Kreisler’s unusual week-after-week sum- 
mer ad campaign. Hundreds of Kreisler retailers are sell- 
ing more watch bands to repair customers than ever 
before...are finding “diamonds in their backyards.” 

Typical jewelry retailer comments received at Kreisler 
sales office: “Kreisler’s right!”...“OQur watch makers are 
selling more watch bands to 4 out of 5 customers”... 
“Thanks to Kreisler for the reminder! We're still in busi- 
ness during summer months!” 

With watch repair trafhc reaching its peak, coming 
weeks should be even movxe profitable for retailers who 
tie-in with Kreisler’s unprecedented summer ad campaign 


in 93 cities—128 big metropolitan newspapers, 


SHOWN HERE is example of how one jewelry retailer made repair 
department cash-in on Kreisler’s summer program. Hard-hitting 
display keyed to Kreisler ad slogan—“check-up and dress-up 
your watch,” is boosting watch repair and watch band sales. 


Now that your watch 
RUNS like new... 
why not make it 
LOOK like new 

with a smart 

new Kreisler band? 


PROFIT-MAKING SENTENCE OF THE SUMMER. This kind of aggressive sales- 
manship is helping many retailers to make watch band sales to as 
many as 4 out of 5 watch repair customers. Remaining summer months 
will mean profitable add-on volume to retailers who make it a rule to 
suggest a watch attachment to every repair customer. 


EYE-OPENER FOR RETAILERS is success being achieved by Kreisler’s sum- 
mer ad campaign. Consensus is: Kreisler’s campaign is responsible 
for high percentage of profitable watch band sales to repair customers. 
Also agreed: summer business can be stimulated. 


JACQUES KREISLER MANUFACTURING CORP. . 9015 Bergenline Ave., North Bergen, N. J. « New York Showroom at 630 Fifth Ave, 


FOR AuGusT, 1948 
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Mrs. Anne Kremer Post 


dining at The Claridge 


Here, as at other famous hotels, smartly attired women 
complement their costumes with magnificent 
Lucina Creations . . . such as this superb necklace set 


at The Claridge in Atlantic City with radiant white stones . . . ask to see it, 


and other Lucina Creations, at your wholesaler. 
THE ISKIN MANUFACTURING COMPANY, INC e ESTABLISHED 1913 @ 12TH AND CHERRY STREETS @ PHILADELPHIA, PENNA. 
NEW YORK CHICAGO LOS ANGELES 


You are cordially invited to visit us at the A.N.R.J.A. trade show at the Waldorf Astoria, August 9, 10, 11 and 12. 
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Because they’re so popularly priced in a large 
array of elegant styles . . . exotic in color with | ? 
each stone meticulously cut to look even larger . | 





DIAMOND RINGS OF MASTERPIECE QUALITY 


are the first and final choice of newly engaged 
couples who are attracted by such incomparable 
quality—backed up by the Lovebright Certificate 
of Guarantee and Registration. 





Jewelers interested in prestige and profits 








make a wise choice when they select the nationally 





advertised Lovebright Line. And available without 


cost to each Lovebright Dealer are powerful 
newspaper mats, beautiful radio transcriptions, 


. > 
Se Re, 





wedding photo albums, ring display boxes... 





and many other sales-boosters. 








WELCOME TO THE » 
ANRJA CONVENTION 


We shall be happy to 
greet you personally j 
in our suite at the ti 
Waldorf-Astoria. You 5 
ere invited to make 
our offices your head 
Querters during your 


New York stay: z — . s i. ; 


“A EDWARD FISHER & CO. INC. crracom 


isa feld aneleeiel=S 






Importers of Diamonds . . . Over 35 years of Service to the Trade fad'4 ther chia 
aoe FIFTa AYE. NEW YORK 18 


FOR AuGcustT, 1948 
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A MAT SERVICE 
DESIGNED TO SELL 


Big and smallads... for gift seasons 


and year-round ... illustrations and 


headlines for ads you prepare your- 
self. A mat service you Il use and use! 


HANDSOME DISPLAYS FOR 


All eye-catching . 


pro 


i 7 Ff 
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est-selling Line 


ENVELOPE STUFFERS TO 
BRING IN BUSINESS 


They're richly colored . . . feature 
JB's fastest-moving numbers! 
Your store name imprinted front 
ol slo mm ole lo. 4imy (oMRel ilo] ce |- Wane) Melo a 1-5 


EVERY PURPOSE 


mre} |Mite)loMisrelalelo] come | - Ml alelsleMeel del: 


a h,rrr— 
Wood display unit disp 


information. 
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Please 
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accept this 


Personalized 
Double-duty 
display as 
Gift from | iN 
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‘i Available Without Cost 


is a Traffic-Stopping UGHTED DISPLAY || with your own selection of 


that Makes Sales — 2 JB Bracelets 
CONTACT YOUR WHOLESALER 


lt Doubles as a Glowing Night Light TODAY FOR COMPLETE DETAILS 


Your store name etched at top 
in red, without any cost to you! 














AAA A OOD 





Other ]B displays available on 

request. Write for information. 
Takes just a few inches of window, wallcase, or counter | _ | 

space. But what an eye-catcher! 4m@® ...NATIONALLY = 





The handsome, clear lucite frame holds a shadow box 
covered in maroon velvet-like material that matches the 
watch band tray. Tray designed to hold any 6 JB watch 
band cards, so that display is easily changed by opening 
_ back of box. An 8-watt flourescent bulb, hidden in the 


streamlined, crackle-finished base, lights the frame. 


Back the watch band that backs the jeweler 


On Display at Authorized JB Distributors’ Booths JB... your guide to the finest in watch bands 


at the ANRJA — JACOBY-BENDER, INC. 
at the Waldorf in New York 16] Avenue of the Americas, New York 13, N. Y. 
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LOOK FOR THIS 
STAMP OF QUALITY 




















No, 190—10% No. 189—10% No, 7/156 
Iridium Plati- Iridium Plati- 10% Iridium 
num Circle num Circle Platinum 
set with 20 set with 34 Bead set 

Baguette Round 7 Diamonds 
Diamonds Diamonds 





No. 5/180 


2 No. 5/181 No. 

10% Iridium 10% Iridium 10% 
Platinum Platinum set Platinum 
set with 5 ith 3 Fishtail Style 
Baguettes . set with 7 


Round 
Diamonds . Diamonds 





The introduction of these new designs in 
wedding rings marks a further expansion 
in Stone’s wonderfully varied line. 





You can order with the full confidence 
that Stone rings not only command a ready 
sale but represent incomparable values. 


Samples on request to established jewelers. 
State price range and style. 


Our mountings are of exquisite styling and 
are produced by expert craftsmen in 14 and 
18 Kt. yellow and white gold, as well as 10% 
iridium-platinum. 
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Crawford Watch Corp. : 550 Fifth Ave. 
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115 The SQUIRE” 


End links of rippling beauty and striking ele- 








gance. Expansion center of sleek masculine de- _— oT 
sigr. 1/20 I2Kt. G.F. all colors. Retails $12.50 T.1. st ee 


meee 
\VV ee an wees er 
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\n ans The QUARTET” 


Four strands of graceful gleaming snake chain 










with streamlined, ultra-smart expansion center. 
1/20 12 Kt. G.F. all colors. Retails $12.95 T. |. 


“Registered Trade Mork 


MERCHANDISE THAT’S ALWAYS FIRST AND FOREMOST IN STYLING 
MERCHANDISE THAT YOU CAN DEPEND ON FOR BIG PROFITS 
MERCHANDISE THAT FEATURES EXCLUSIVE ‘TRU-RIVET CONSTRUCTION’ 
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eae one eee ae emcee ee” Inventory Control 
Tray Sets 





tach set consists of two units of trays, one unit for men’s bands, one for 
ladies’ bands. Each unit comprises three trays, a tray for each band color. 


Permits instant display to customers of bands in any color, and that 
color only. Warns immediately of out-of-stock numbers. 


Simplifies and speeds your band sales! Assures accurate inventory control! 








All Flex-let gold- 
Yo PRACTICAL MERCHANDISING IDEAS TO INCREASE YOUR SALES filled products-are on 


pure Nickel base, and 


5. NATIONAL ADVERTISING THAT HELPS YOU IN YOUR LOCALITY are plainly stamped 


1/20 12K. G.F. 
6,FREE POWERFUL MAT SERVICE AND FREE DISPLAY CARDS 


















































































































































a-CROSS More Counters for More Gift Occasions! 


NATIONALLY ADVERTISED — ALWAYS NATIONALLY RECOGNIZED 
as the Quality Gift Poneils 


CROSS COUNTER ATTACK! CROSS Century Gift Pencils come handsomely fin- 
ished in 1/10, 12 ke. gold filled case (Suitable for 
engraving name or initials). Retail for $5.00 plus 


Cross attacks point-of-sale merchandising with a vim that brings 
results! CROSS Gift Pencils for men and women are backed by 
everyday and special occasion counter material, newspaper mats, 
etc., and are perfectly gift packaged. A new Cross pencil display 
case that really stops shoppers is available without charge. LADY CROSS Gift Pencils 


for women come with handy 


tax. 


CROSS Gift Pencils Nationally Advertised in | vionenet . | 
SATURDAY EVENING POST ~- COLLIER’S - LIFE ca eee 
rolled gold plate or in sterling 
ESQUIRE - CHRISTIAN SCIENCE MONITOR silver, and retail for $1.00 


(Lady Cross national ads begin with Christmas Promotion) and $1.50 plus tax. 


A.T.CROSS /fzec€ 


























Syctont wees 7 a ERIC A'S O LDEST- = | ) > PENCIL MANUFACTURER —— SSeS 


— sitiees aa ee 














ALL LIFETIME ENGAGEMENT 


RINGS ARE TAGGED WITH 


SIZE AND QUALITY OF 


THE SOLITAIRE DIAMONDS 









AMERICA’S REALLY Y4AB WATCH, With I 
CONVENIENT DISTRIBUTION SETUP, OFFERS 





A REAL OPPORTUNITY TO INCREASE BoTH 


luv AND Prof 
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the active turnover of their Hamilton watch 

stocks. They are well aware that the sustained demand for 
this proven watch leader really pays off. That is why 
Hamilton is the most profitable watch line in many leading 
jewelry stores today. 

Many of your customers expect to find a representative 
stock of Hamiltons in your store. An adequate showing of 
Hamilton styles and prices is an effective way to stimulate 
sales and make new customers. 

Hamilton’s national network of 30 strategic distribution 
points permits you to keep your Hamilton watch stock 
constant. Replacements to fill voids created by day-to-day 
sales may be obtained anywhere in the United States 
within a day’s time... thanks to the rapid delivery service 
offered by your Hamilton supplier. 

To protect your customer’s best interests, Hamilton 
strives continuously to improve quality, accuracy and 
value. For 56 years Hamilton has been esteemed for its 
achievements in fine watchmaking. 

Strong consumer demand has kept some Hamilton 
models in short supply. 
But this situation is improv- 


} perma from coast to coast are profiting from 




























BE SURE TO SEE THE 
HAMILTON EXHIBIT 
AT THE A.N. R. J. A. 
SHOW IN NEW YORK 


August 9, 10, 11 and 12 
Waldorf-Astoria Hotel 
Booths 44, 45, 46, 47 











ing month after month... 
due to an increased flow of 
watches from the factory to 
all distribution points. 
Consult your Hamilton 
wholesaler. You will find 
him eager to cooperate in 
helping you plan and main- 
tain a balanced stock of 
Hamilton watches. 


HAMILTON WATCH COMPANY «+ LANCASTER, PA. 



















. 40 HAMILTON WHOLESALERS 


_ GIVE RAPID DELIVERY SERVICE 





- FROM THESE 30 CITIES : 





Los Angeles, Calif. a 
Milwaukee, Wis. 4 
Minneapolis, Minn. a 
New Orleans, La. 
New York, N. Y. . 
Omaha, Nebr. io 4 
Philadelphia, Pa. : | 
Pittsburgh, Pa. 

Portland, Oregon 
Providence, R. I. 


Atlanta, Georgia 
Baltimore, Md. 
Boston, Mass. 

i Buffalo, N. Y. 


ae Chicago, Ill. 


- Cincinnati, Ohio 

i Cleveland, Ohio 
Dallas, Texas 

Ce Denver, Colo. 


S Des Moines, lowa 








Detroit, Mich. St. Louis, Mo. S 
indianapolis, Ind. San Francisco, Calif. ] 
2 Kansas City, Mo. Seattle, Wash. . 
. Lancaster, Pa. Spokane, Wash. 

Lincoln, Nebr. Toledo, Ohio 
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7 AMERICA’S FINE WATCH SINCE 1892 
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Beautiful....Simple.... Effective 


Joc lhe: 


The Rings That ..& 
With The Key 
To Your Heart 
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Jewelers everywhere, now find ‘“‘Two-Gether’’ 


ensembles the truly perfect locked set. No parts 


to swing out or break off. Nothing to interfere 


with the active beauty of the rings. 


And only ‘“‘Two-Gether”’ has the exciting Key* Me 


that lends itself to an advertising campaign thgf 


stimulates sales... the key that women lofe te | . wail 


Las eR ha 


wear as a bracelet or locket charm for perrganent 


attachment to the significance of the nfoment 


The individual styling of these exqu 


makes it equally simple to w 


lishiner’& Piles; ne 


21 WEST 46th STREET 
NEW YORK 19, N. Y. 


‘“‘Two-Gether’”’ or separately, withc 












MEMBER 


of any locking 





*Sterling keys free with each **Two-Cether’’ ensemble. 
14 K Gold Keys available at extra charge. 
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LISTEN TO THESE FACTS—Gruen merchan- 
dising leadership will be powerfully demon- 





strated this season with a dramatic advertising 
campaign reaching millions of watch-buying 
prospects. From September right through the 
peak Christmas rush, 100 full-page ads (many in 
color) will appear in Life, Saturday Evening Post, 
Collier's, Look, This Week, Esquire and others. 
Life alone, will carry THREE double-spreads in 
eye-catching colors. Supplementing this sched- 
ule are thousands of radio announcements. 


WHAT DOES IT MEAN TO YOU? It means 


extra sales, bigger volume, more profits. Each 
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7 Gruen 
to make this your 


ad presents Gruen watches against a beautiful 
fashion background. The copy and art work 
have been expertly planned to make readers 
want NEW watches. The powerful influence of 
style is skilfully utilized to convince prospects 
that it’s time to discard an old watch and buy 
a new, smart, accurate Gruen! Value appeal, too, 
is strongly emphasized in Gruen’s exclusive 


Veri-Thin, Curvex and Autowind movements. 


HOW ABOUT IN-STORE HELP? Yes, Gruen 


goes all the way to assist you in making sales 





more often and more easily. Backing the big 


magazine and radio schedule is a host of news: 


PLAN YOUR GRUEN TIE-IN SCHEDULE NOW FOR SEPTEMBER + OCTOBER »° 


THE GRUEN WATCH COMPANY - TIME HILL - CINCINNATI 6, OHIO. 
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Advertising takes over the Calendar 
biggest FALL-CHRISTMAS WATCH SEASON 


paper mats, window cards, display fixtures, bill- 
board posters, car cards, electric signs, clocks 
with your own ad-copy, and best of all, LOCAL 
advertising cooperation under the terms of the 


highly successful Gruen 50/50 plan. 
HOW CAN I TIE-IN? Give your Gruen sales- 


man ample time when he calls on you. Listen to 





his complete story. In addition to showing you 
the most extensive line. of watches in Gruen’'s 
history, he has a wealth of ideas to help you 
SELL these watches quickly and profitably. Get 
the full story when he calls and watch your 


sales curve go up, up, up! 


NOVEMBER - DECEMBER 


Remember — Gruen magazine and radio advertising sell your 
prospects —but your windows and newspaper ads tell where to 
buy Gruen watches. Send for free mat proofs and details 

of the Gruen 50/50 cooperative advertising plan today. 


IN CANADA: TORONTO, ONTARIO 
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GRUEN REPRESENTATIVE ABOUT THE FOLLOWING: 


The distinguished Curvex series (with the new 
dramatic Curvametric feature). 


. The ever-popular Veri-Thin series. 

. The new men’s diamond-dial prestige series. 

. The scintillating ladies’ diamond watch series. 
. The Autowind (self-winding) series. 


. The famous “Bride and Groom”’ series. Featured 


on 265 radio stations. 


. The glamorous fourteen karat “Gold”’ series. 


. The cooperative 50/50 plan for local ads. 
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THE Wrectttor WATCH 
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FOR DEPENDABLE QUALITY 
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FOR MEN: Evening Jewelry * Collar Holders * Tie Holders °* Cuff Links 


FOR LADIES: Flexible Bracelets * Bangle Bracelets ° Earrings * Brooches 


KREMENTZ & CO., NEWARK 5, N. J. 


























MT ERR i RR sem Im pe np Sy 


























What a feeling! miles from shore, 
not.a breeze or ripple in sight - - 


BECALMEDS 


Do you have that feeling in business? 


there’s a lull, prospects seem dull? . 


and you’d been thinking for a long time 


of retiring anyway? : 
_ 4s BE CALM! 
There’s a quick, safe way to port. 
Gordon Brothers - - ready to buy your store, 
pay you what it’s worth, and - 
pay quick cash! so you can really 
get on with your sailing for pleasure, 
or what hobby have you? 
WRITE, WIRE, OR PHONE 
GORDON BROTHERS! 
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MK Lamond Gr, 


For the 19th consecutive season, Keepsake 
leads the field by far in NATIONAL ADVERTISING 


as well as in SALES and consumer prestige. 


4 


Large Space Keepsake Advertisements 


featuring . . 4 FULL P AGES in Full Color 
8 FULL PAGES in Black and White 
7 HALF PAGES in Black and White 


rn LIFE, LOOK 
Saturday Evening “ O S T 


and 36 full-page or dominant size adver- 
tisements in 13 other leading magazines 
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A. H. POND CO., INC. SYRACUSE 2, N. Y. 











PES, 


SUR RAPE MRE 


Rr 





ate 


LP EAS ACN ORR Meetings 
shat EF BaT 


a ned 


FT Oe Sr 














j 
. 
' 
3 
© 
‘ 


“ OLE TT A IS Mh 2 Ha 





This dramatic, full page is one of 
6 Keepsake full-page advertisements 





appearing in LIFE during Fall 1948. 
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RING S$ 








Anywhere in the US.A&. for the 
name of your floral Keepsake 

Jeweler, call Western Union by j 
rumber and osk far Gperator 2S 








HOLLISTER Ring 750.00 


Alxa $450 te 1206 
Wedding Ring 180.00 


HEATHER Ring 30.00 
Alse $100 ta 2475 and in 
Matinum $300 to 34456 
Wediding fing 12.9 


PARADIS Ring 
$975 to SOK 


JOMQUIL Ring 375.06 


Wedding Ring 42.55 


, BRIDE and GROOM 





am ‘ 


Keep ‘ake — Craditionally through Six Decades 





E. COPLEY Ring 300.00 
Wedding Ring 125.00 
hiso availoble in Goi 

$200, 303 and 400 


F, TREMONT Ring 150.00 
aise $200 and 300 
Wording Ring 108.00 
® Mon's Diamaund 
Ring 123.06 
Availatle ot $75 to 750 
ts natch off engagement 
FSStEDS 


Keepsake Certificate 


Look for the mame “Keepsake” in the ring, ond require the 
at Queranter ard Registration. 
A} sings Hlustreted in actural gold evoilable in white guid 
Rings estarged te show details Prices include Federal tox 
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Darling. ‘fan Keepsake! 


There are many ways to show your love in the things you do ond the things you say, 
but none is more lasting, or brings more joy, than love's most treasured symbol. . . a genuine 
registered Keepsake Diamond Ring. Ofly one diamond in hundreds meets the exacting 
standards of excellence in color, cut and clarity which distinguish every Keepsake 

Diamond Ring. identify Keepsake by the name in the ring, and the words “guaranteed registered 
perfect gem” on the tog .. . as illustrated, Let comparison prove that a Keepsake gives 
you higher quality and greater value than on ordinary ring of the same price. Better 


jewelers ore Keepsake Jewelers, Prices from $100 to $5000. 
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the Choice of America’s Loveliest Brides 

















Budget Rings 
with that 
lusive Touch 


W 201 $80.00 
O°, irid. kya toon 10% ag | ogous 
10% if! 
: on 4 io <aid 
"er Both ae ailable o Ngo y 
+ i“ eg hite gold Ne i 
w 
ak He gol 1 yee 
& dias. 
yellow gold. 


Both available also in 


EYSTONE 


ALL PRICES K 


M ‘sae Besos p pe $45.00 W 281 _ $55.00 M 647 — $120.00 D671 $60.00 
ae 7. pete gold 10% Irid. Platinum 14K yellow gold 14K yellow gold 
: r 4 dias. 7 dias. 8 dias. & center 10 lage 


M 655 
4K Yellow goiet 
Center 


We also manufacture a complete line 
of engraved wedding rings, men’s 
and ladies’ stone rings, etc. 


{ID SARKIN, INC. “*Si%sAstai'ots tw Von ne 
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You'll sell plenty of them! Or, to be more specific, you'll sell 
as many Deltah TALISMAN necklaces as your jobber 
can supply you. For TALISMAN is by far the greatest gift 
necklace ever created at a popular price. And it will 
be supported by the most extensive: national advertising campaign 
ever launched for a single necklace. Wait ’till you see the colorful TALISMAN ads 
— but don’t wait until later to phone your order for this famous-to-be necklace. 
Remember — only jewelers will handle and feature TALISMAN 


— and the same goes for all Deltah creations! 


AT BETTER JEWELERS 


Dp * CONSULT YOUR WHOLESAEER 


SIMULATED PEARLS 


L.. HELLER & SON, Inc., 411 Fifth Avenue, New York 16, N. Y. 
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To be advertised for you in... 
VOGUE - GOOD HOUSEKEEPING - GLAMOUR « ESQUIRE 


And the business to be directed to you with the Barbara Bates slogan: 


“AT YOUR JEWELER’S— 
FIRST CALL ON YOUR GIFT SHOPPING LIST” 


Midas Mesh Manicure Kit in fabulous golden mesh covering with 
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Steady sales with this Registered quality product, Increased Sales with the first new idea in wedding 


sets in years. Locks the rings together forever, 


Guaranteed by the integrity of a 91 year old 
yet unlocks in an instant. 


jewelry firm. 


RINGS °° — TO SHOW DETAIL *Pats. No. U.S. 2029464 2127766 


/ 
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NATIONALLY ADVERTISED ; a im wil @ FREE COUNTER DISPLAYS @ FREE RING TRAYS 
FREE RING GIFT BOXES e FREE AUTHORIZED DEALER SIGNS e@ TRAVELING WINDOW . 


Z pWate! ‘ae 5 : ical ralés saint tn the ieiiianaie ‘sie 
price. Rhapsody can increase your ae | ring sales. 
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 - IFKt. RINGS set with Zircon: 


Lh 


A £-mola-Mel-silalli-Ihaolale-Muliilel-te 


but at no sacrifice of quality. 
Mellel Sa ailile MEoliloMmagehictite lit 


ship are offered in this group 


either blue or white zircons and cultured _ 


pearls . . . Each zircon about % carat. 


PNiteMmeohceliiole)(-MmliMmelil-sish si emmmeloletl-1 mame) f 


topaz, at the same price. ANRJA CONVE! hile 


of rings at an excellent pric 


Well made 14kt gold mountings set 


Each cultured pearl approximately 5 mm. 
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Fed - sent these outstanding 14kt gold ring: 
BOOTHS 85-86-87 
in West Foyer 6 Fhe 


Vole s 


pnt 
D lter Lampl INC. 608 Fifth Avenue, New York 2¢ 


*Reg. No. 1328 


PROMPT DELIVERY 
MATS FURNISHED 
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Gol? F illed J ewe! A ae 


20-12 Kt : 


are definitely price-minded 










. gt no sacrifice of quality. Aggie Pa a as 
nol styling and craftsman- | | oe _ | 
5 are offered in this neck- 
. and bracelet, reflecting | 
outstanding values in the | 
‘ire Lampl line. | 





The simplicity of this double-link 


h . ° es See 

chain will enhance any costume.... in keeping with the quality and value 
whether for sport, afternoon, or offered in the extensive Lamp! line, we 
present this 1/20 12kt gold necklace 


felalemmoldela-ii-18 
42398 Bracelet °37° 


evening wear... 
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Walter Lampl inc. 608 Fifth Avenue, New York 20 
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SESSIONS 77’ CATNAPPER 9/4 















\\ A RECENT POLL HAS shown that most 
folks prefer to wake up in the morning 
es to the tones of a bell, rather than the 
harsh, buz-zzy drone of a buzzer. ee 
That simplifies sales for you, for now you 
can offer customers the Sessions “Catnapper” 
—an alarm clock with the pleasantest bell an 
electric clock ever had! You'll find “Catnapper”, operated directly from the motor without extra 
too, offers sales-tempting features that are found complicating gears. 
in no ordinary alarm clock today. Add to these features, the benefits you get from 
Sessions national advertising in such magazines as 
the Saturday Evening Post, Life, Look, Collier’s, 
Good Housekeeping, American Magazine, Path- 
finder, Country Gentleman and the Christian Science 
IT WAKES YOU PLEASANTER because the “Cat- Monitor Magazine... and you'll understand why it’s 


napper’” alarm is a slow, sonorous and pleasing bell, good business to push Sessions! 


IT SLEEPS YOU BETTER because “Catnapper”, like 
all Sessions clocks, is quieter, with far fewer moving 


parts than other clocks. 





ROUND KITCHEN 

WALL (462W) 
High visibility wall clock 
with white enomel 
metal case. (Available 
in gleaming chromium, 
slightly higher.) 

Retails $4.50*. 


PILOT WHEEL (456W) 
Very effective for man- 
tel or desk, in mahog- 
any color with brass 
trim. Retails $10.00*, 


BANJO WALL (463W) 
Mahogany colored 
wood case with con- 
trasting panel, brass 
side brackets and eagle. 
Retails $15.75*. 















*PRICES PROTECTED UNDER THE FAIR TRADE ACT 


um |  Vessions Clocks | 


front on mahogony col- 


ored base, desk type. SELF-STARTING - ELECTRIC 
Retails $7.75*. 








The Sessions Clock Company, Forestville, Con- 
necticut. The Merchandise Mart, Chicago ° 
The Western Merchandise Mart, San Francisco 


(Dee ¢ Northern Electric Company, Montreal, P. Q., 


Canada. 
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Ring No. 2Y31 with faceted side 
stones is an example. Baguettes set .- 
flush with shank to make an unusually 
neat setting and color blend. 


Shown here with synthetic Peridot 
and Rubies. Available in many other 
pleasing color combinations. 


One of many “Style and Quality” 
Star Rings at your wholesaler. 






















Two reasons why you get high powered 
action at YOUR watch counter! 


MEDANA g Gives you powerful 


Sales Action for 
Men and Women 
7 JEWEL 
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Distributors also of 


MIDO 
HEUER 
EMPIRE 
HALLMARK 
¥ Styled to look much more ¥& Attractively gift 
than their price. packaged. 


¥& Complete repair facilities 
and parts available. 


¥%& Mats—Counter Cards— 
Mailing Folders—Radio 
Announcements and 
other selling helps for 
your use. 


FEATURED BY STORES FROM COAST TO COAST 
LOUIS AISENSTEIN & BROS., INC. ¢ 630 FIFTH AVENUE, NEW YORK 20, N. Y. 


29 EAST MADISON STREET, CHICAGO 2, ILt. ERNST SCHULER STRASSE 6, BIENNE, SWITZERLAND 


og _ ; s ¥%& Made and guaranteed by 
a TORETAL AT #2 ee i 
manufacturers of watches 


a 2:22 in the world. 
PLUS TAX 








¥% Priced to be phenomenal 
values. 
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to jewelers anxious to maintain their volume! 





Vemes 2t $125 retail 1. i. 
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available in the 


two fastest-selling styles! 


Now, more than ever, you need unique, exclusive, time-tested products 
to intrigue every gift-purchaser...every watch buyer. 


Self-Winding MIDO is the outstandingly different watch that helps you 
compete for consumer dollars. Automatic; Shock-Resistant; Anti-magnetic; 
Constructed 100% Waterproof*—MIDO gives Multiple Protection to assure 
long lasting satisfaction. | 


And MIDO is now available in the 2 most popular styles. For WOMEN— 
the only practical, self-winding watch dainty enough for women to wear, 


Venus at $125 retail f. t. i. 


For MEN—the handsome, time-tested value, Rumsey at $125 retail f. t. i. 
Both with luxurious 14K tops, stainless steel backs. 


tang 


“Suir 


Backed by the largest, most powerful advertising campaign in MIDO’S 
history...you can add this powerful line to give you promotional strength 
for every gift occasion—every watch selling opportunity. 


*Naturally, if the case is opened or crystal needs replacement, 
continued waterproof quality cannot be assured unless work is 
done by a competent watchmaker using genuine MIDO parts. 


Sold and serviced in 65 countries 


Rumsey at $125 retail f. ti. 


Write or wire today: 


Louis Aisenstein & Bros., Inc. - 630 Fifth Ave., New York 20 
29 East Madison Street, Chicago 2 « 315 West 5th Street, Los Angeles 13 + Ernst Schuler Strasse 6, Bienne, Switzerland 








: jing into every type of home, every aigt 
interest .. . every income. All telling Order your stock from your whole- 
the story ot Marvella quality— saler and be ready! _ 


6 BIG AD 


in the Home Market ~ ~ § a : A ; hy in the Fashion Market — 


0) HOLSEREEPING 


a readership of: ss : a readership of 
98,307,000* women a en 13,484,200* women 
of various ages and | - . & ~~ who follow the fashions 
incomes. = oe ee S with a keen eye, 


ont 9 BIG ADS ’ 
“sss re in the New York Times op ar oe 2 BIG ADS 


Magazine 
in the Bridal Market 


29,485,458* men and — i. a readership of 
women of all ages and , | 2,000,000* women in- 
Lnenn terested in bridal fash-. 


- fons and etiquette. 


in the Young Mark 





- gre today's multi-million dollar purchase 


*Based on figures supplied by 
STANDARD RATE & DATA SEF 
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Accent your new muted tone 
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SG arpealoes Aviles \ 
is in the meelial Laelf 


At the right you see a sheet of Sterling emerging from 
its final rolling at the Handy & Harman plant. Below is 
a circle cut from that sheet, and at the bottom a tray 
made by hand from the circle. 

The luster in the sheet comes from a surface that is 
smooth and free from imperfections. This surface and 
the working qualities under it are built into the metal 
in the process of alloying and rolling the Sterling Silver. 

These qualities are assured in all Handy & Harman 
Sterling by highly developed metallurgical techniques 
and special equipment, plus infinite care, exacting con- 4 rerio 
trols and critical inspections at every step in the Sterling Jim 
manufacturing process. 

Silversmiths know that these qualities in the metal 
mean smooth-flowing production and lower working and _ 
polishing costs. That’s why so many use Handy & Harman Lhe 
Sterling regularly. 


See 


HANDY & HARMAN 





82 FULTON STREET @” NEW YORK 7, N. Y. 


Bridgeport, Conn. « Chicago, Ill. « Los Angeles, Cal. « Providence, R. 1. « Toronto, Canada 
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INTERNATIONALLY AND 
NATIONALLY ADVERTISED © 





: the fine, precision watch that 
ideal multi purpose is a calendar on your wrist... 
Watch for— 


tells the second 


SPORTSMEN tells the hour 


tells the date 


® PROFESSIONAL and pool 
e BUSINESSMEN— 


a chronograph with 12 hour recorder 


Chronographs from $44.75 to $275.00 Keystone (tax included) 


Write for complete catalogue. 








BIG WATCH PROFITS FOR You 





Here’s a contest in which you can’t | | 

40 wonderful prizes — and bigger and be ‘ 

watch profits for everyone! Tie in with Wakmann, the! 
watch nationally advertised and nationally known} 

as “The Watch with the One Year Repair Policy, 

| 


' 


ip Pry? = You CAN WIN: 


-FREE, all-expense-paid trip to Switzerland for two whok 
weeks. Traveling by huge airliner, you will have the 
opportunity to see and enjoy the important and inter: 
esting places of this world center of watchmaking antl 


ny, wal, er 
: 7 oe, year ’round resort activities. 
McA ? « 


~ MILES Bose. yen, os Pris | 
Boe -FREE, all-expense-paid trip to Switzerland of ten a 
Sesutien: The same wonderful prize as above! 


wa 


a $500.00 U.S. Treasury Savings Bond! 


PLUS all of these prizes! 
Two $100.00 U.S. Treasury Savings Bonds 


Ten $50.00 U.S. Treasury Savings Bonds 
Twenty-five $25.00 U.S. Treasury Savings Bonds 














AND BIG VALUABLE PRIZES! 


Starting Soph tur 1948 


OWNERS OR MANAGERS OF SMALL, MEDIUM OR LARGE RETAIL 


STORES —ALL HAVE AN EQUAL OPPORTUNITY TO WIN! 


], FIRST PRIZE awarded to store 


having the highest ratio of sales 
to population, i.e., the number of 
Wakmann and Breitling watches 
sold by a retail store during the 
contest will be run against the 
population of the community in 
which the store is located for 
comparison with other store’s 
performances. 


_SECOND PRIZE awarded to 
store making most effective use 
of newspaper space; and/or 
direct mail; window and interior 
display; radio and unusual pro- 
motional stunts. Entries will be 
judged on scope of efforts, promi- 
nence given Wakmann and 
Breitling names, originality of 


THESE ARE THE SIMPLE RULES 


promotional stunts and over-all 
appeal. 


8. THIRD PRIZE and All Other 37 


Prizes will be awarded on the 
same basis as the rules laid down 
for the Second Prize. 


_ Submit tear sheets, copies of ad- 


vertising, photographs of dis- 
plays, and a written description 
of promotional stunts. Be sure to 
attach your name, name of store, 
full address and date promo- 
tional material was used. In com- 
peting for First Prize, please list 
Wakmann and Breitling sales 
figures for period beginning 
Sept. lst, to Nov. 30th, 1948. 


5 All material submitted by entries 


becomes the property of The 
Wakmann Watch Company. None 
returned. Entries will be judged 
by the sponsor’s agency, the 
Sterling Advertising Agency, in 
conjunction with executives of 
outstanding jewelry trade 
papers. Their decision is final. 
In event of ties, duplicate prizes 
will be awarded but only one 
prize will be awarded to any one 
retail store. 


The contest will start September 


* 1st and end November 30th, 1948. 


Entries must be postmarked not 
later than November 30th. 

















Wakmann Watch Company, Inc., 
452 Fifth Avenue, New York, N. Y. 


Dear Mr. Wakmann: 


Please enter my name as an entry in your contest and send me further 
information on how I can win one of the 40 wonderful prizes. 


ee ee 

Name of your Firm 

Street Address__— 
wee 
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Leading jewelers from coast to coast have featured this Sterling set and report that it is 
a smash-hit in every promotion! The reasons for this sweeping success are apparent at 
first sight of this elegant set, resplendent in the most attractive package in all jewelrydom! 
The three sterling pieces are exquisitely designed, perfectly balanced, of substantial 
weight. The twin-heart box is fashioned of plastic with rich satin linings—blue and ivory 


for boys; pink and ivory for girls. Suggested Retail Price $6.95. 
your cost. . $395 


Minimum order 6 sets 


Mail your orders on your order form or firm letterhead 


A. S@OWEN § SONS CORP. 


\ a 


Z23r@ Street 


New York 10, N. 




















Since 1886 over 1,000,000 brides have worn White Rose rings. 
And since the first jewelry store opened, the jeweler has never 
experienced such a magnificently planned sales campaign to 
give him a sound profit formula for diamond ring sales. 

First, there is the Curio Case, pictured above; the most ex- 
quisite package ever designed. A JADE GREEN case with teak- 
wood stand which sits majestically on your customer’s mantle 
or dresser as a lasting reminder of your store. 












HEATURES WHITE ROSE! 


oti em » = : es 


To properly exploit your store along with White Rose’s renowned 
merchandise is the hardest-hitting advertising and promotional cam- 
paign ever offered to the retail jeweler. Pictured around the Curio Case 
are just a few of the many stars who appear in the FREE mat ads 
White Rose gives you. In addition, we pay one-half of your advertising 
costs under this grand new advertising plan. Combine this with our | 
individual store promotions, mechanical displays and contests, and’ 
you'll see why .. . “The Dealer Who Knows, Grows with White Rose.” 








Mechanical window displays Interior displays boost 


are traffic attracters. your sales. 


Contests and movie promotions Movie stars on billboards 





bring traffic to your store. direct traffic your way. 





Pictured below are a few samples of the White Rose Perfect Line: 
Perfectly priced to retail from $39.50 to $5,000. 
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DURING THE 
A.N.R. J. A, 
CONVENTION 


For a profitable preview of the 

complete Fall merchandise picture, step 

into Room 4 E at the Waldorf-Astoria 

or stop in at our comfortable, air-conditioned 
offices conveniently located at 

630 Fifth Ave., Rockefeller Center. 


BEAUTYCREST DIAMOND RINGS « TERRENE WATCHES » DIAMOND MOUNTED JEWELRY 
A COMPLETE RANGE OF WATCHES & DIAMOND PLATINUM WATCHES © SILVERWARE TUDOR 
1847 ROGERS BROS. * WM. ROGERS & SON * COMMUNITY « 2 ROGERS $ STERLING » CLOCKS 
DISTRIBUTORS OF: WESTCLOX « G. E. » NEW HAVEN « WATERBURY INGERSOLL « SETH THOMAS » JEWELRY 3/B 
FORSINER * RONSON « SPEIDEL « KESTENMADE « LAGUNA « BRETTON « HELLER-DELTAH 
LUSTERN * CARL-ART « KIDDIE-KRAFT * MARVELLA » SIMMONS « BRIGGS » WATERMAN 
PENS AND PENCILS * SUNGLASSES AMER. OPTICAL + APPLIANCES G.E. » TOASTSWELL 
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Matched | rupuuar 
BRACELET 
WATCH CASES 








a new creation by 


| 











Newest |.D. achievement in market-wise styling.. .‘‘Match-Mates’’ 





are endowed with dual sales appeal. The two bracelet watch cases are 
perfectly matched ...each suggests the additional purchase of 


the other. Both combine smart slimness with great strength. Bracelets 


“lf { 99 (1/20 12K gold filled) are easily adjusted to any size wrist. 
Natch-Mates 


Cases are HYLAP-finished and fitted with NANCA crystals. | 
Kor Men Bie 
° Sold to Watch Importers Only 
Kor Ladies 


1D. WATCH CASE COMPANY, inc. 


137-11 90th AVENUE, JAMAICA, N.Y. 


Renataca anf Ulatah DRananr af Crsmarlatien Ctiula Raariity and Onvnsalitw 
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104C- 104D-104H U.S. Pat. Design #148125 _ - : } ' Construction Pat. Pen: E 


You've never seen expansion watch waiting la. 
attachments like these. Only one surface 
shows because of Acco's exclusive invisible ..._.._ 
back. The edges of this new watch attach- BASIC DESIGN 
ment are feather-thin—giving.a new concep- 
tion of trim beauty — a new conception of 
comfort. Here is radically different designing 
— giving basic improvements brought to you 
exclusively by Acco. 





Available in 1/20 12 kt gold filled in yellow, pink or 
white — stainless steel back... | 


‘WEST COAST MID-WEST ‘EAST COAST 
urray Silverman William Weintraub, A. Reitzig 


Ken Hanson 
707 S. Broadway, Los Angeles 13, Cal. 495 Littleton St., West Lafayette, Ind. 92 Liberty St., New York City, N.Y. 


SEE OUR LINE AT THE A.N.R.J.A. CONVENTION — WALDORF-ASTORIA HOTEL 





America’s Best Dressed 
Watches Wear 


ELITE CASES 
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Cases pictured are 10K rolled gold plate with 
stainless steel or yellow back. 


#860 takes 634 rectangular and tonneaux, 4AH, 
8x10AK, 6!/> oval, 734/11-7AP and 7AH, 15/0 E, 
14/0 H, 7/4 W, 834, 18/0 E, 750W, 6!/2-3436 
Dome, diamond or 3 way crystal. 

# 898/85 takes 834 ligne. Square. Diamond and 
dome crystal. 


#1065 takes 10!/2 ligne. Flat top and dome crystal. 
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Visit the RENSIE booth No. 402 
at the 1948 Annual Convention of the 
American National Retail Jewelers Assoc. 
Waldorf Astoria—New York City 
August 9, 10, 11, 12 
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Lilo LAAROLINT-Lamiilole(-1Moh Zell lolol (= 
in 14K gold as well as white and 
yeliow rolled gold plate 


FOR STYLE, QUALITY AND VALUE, 
NOTHING CAN EQUAL NATIONALLY ADVERTISED 


RENSITE 


WATCHES 


“Exquisite as America’s Beauties’’ * Engineered for Accuracy 


Paul V. Eisner & Co. 580 Fifth Avenue, New York 19 
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AVENUE Sweep 
#0362-20 

same as Avenue 
plus red sweep 
second hand. 


Retail $7.95 
Dealer $5.57 








ha : dus J 
ge os ° 
> AVENUE Sweep with 
De el Riviclite 2 0555-20 
* ™ same as other Avenue 
' models—black dial, 
radiolite hands and 
numerals. Retail $8.95 
Dealer $6.27 


AVENUE Plain 
#0352-20 

chrome case, clear 
dial, leather strap. 


Retail $6.95 
Dealer $4.87 



























MICKEY w 
#5315-20 OUSE 
inyc 
washable red “ae, 
Vinylite strap, 
Retail $6.95 
Dealer $4.87 


THE UNITED STATES: TIME CORPORATION 


presents the new 


POCKET Plain 

# 3800-10 

bright chrome 
second hand, ~ 
Silvered dial, 


Retail $2.50 
Dealer $1.75 





iy 
IZb 


Watches and Clocks 


POCKET Radiolite 
# 3810-10 © bright 
chrome top, satin finish 
back, radiolite hands 
and hour markers. 
Retail 3330 

Dealer $2.45 


Re By + Ks “4 
oA ht * 


ARGUS 
ee - #0252-20 « 10K rolled 

Lin itt 0 goldplate case, gilt hour 

— wa markers, sweep second, 
PgR: leather strap. 


Retail $8.95 
Dealer $6.27 
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ASCOT Gold 
#0312-20 
10K rolled gold- 
plate case, gold 
etched numerals, 
pigskin strap. 
Retail $7.95 
Dealer $5.57 













ASCOT Chrome 
#0302-20 
as pen 
clear dial wi 
12 numerals, AMI 
leather strap. 40 hr. all-metal 
Retail $6.95 movement, one winding 
Dealer $4.87 key, clear bell alarm. 
Retail $2.95, radiolite $3.95 
Dealer $2.07, radiolite $2.77 


| | Color Plain Radiolite 
MAROON #0251-30 #0261-30 

BLUE #0252-30 #0262-30 

GREEN #0253-30 #0263-30 
IVORY #0254-30 #0264-30 
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ORDER FROM YOUR WHOLESALER 




















Meet: Professor Zanee- 


he's 
invented 
an 

interlock 
ring | 






es 






PSS sR ee ae 


the Professor’s.an inventor in his own right. 

Maybe you‘ve heard about his guaranteed telescopic, 
collapsible crank for Model T’s. Now see what 

he’s got cooked up for the jewelry trade. 


confidentially, Professor Zanee doesn’t really 
expect to sell his super-colossal interlock ring on 
account of he lost the key and forgot the combination. 
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LIFE-LOK is the first practical, sensible, 
foolproof interlocking ring. No high 
falutin’ gadgets, no impractical screws, 


Now you see it . . . and now you 
keys, bolts or what have you. 


don’t! Greatly enlarged you see the 
secret of LIFE-LOK. Worn separately 
it swings out of sight into the 

head of the ring. Together it 

locks with amazing tension into 
the solitaire cing, 


LIFE-LOK is so simple you'll ask, “How 
come nobody ever thought of this before?’’ 
And here’s how LIFE-LOK works: 


This is no optical illusion or “make 
believe’ picture. LIFE-LOK rings 
are virtually bonded to each other— 
not even a tolerance of 1/1000 

of an inch separates them. Perfect 
alignment assured at all times. 





3 
on NO SWING »® NO SWAY e NO PLAY 


PATENT PENDING 
COPYRIGHT 1948 


M anne & Son: ic. 


74 WEST 46th STREET, NEW YORK !9 


LIFE-LOK is guaranteed for LIFE! 
Nothing to wear out, nothing to get 
broken, no threads to be stripped. 
Dozens of styles to choose from. 
Available in several price ranges. 
Sold exclusively ome wholesalers 
everywhere. 
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celets illustrated in gold are also ava ' 
‘in Sterling Silyer-Rhodium Finish. 


e Not e: The two men’s identification bracelet 
‘ illustrated at lower left are available | 


fe Sterling Silver-Rhodium Finish only. 





INTRODUCING 


Simulated 
Pearls 

at their 
Loveliest 






It’s the best-selling, 
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mn Beautifully matched satin- 
Jal -t-a Mole [Slalom Tiinltiloli-tem el-tel ais 
with 10 kt. ola aaliatsticelal= 
clasps, in a non-tarnishable 

kid-tex case. Remove the 
pearl tray... and it's a hand- 


some fitted carry-all! trim 





RARE RORRDRRADPE RRL OPS 


RARDIN OU Owe EERE Ee 


RO ON oeewwur sane 


ol sim ol-1o] 4mm ide) Aum dl olammelelleriselal— 
metal frame. 
3h 
> (Necklace with ol @)0):104 Mlsilela @nicllli-meelt-me malta © 
10 kt. gold or rhinestone afer ye}) lace with sterling clasp) 
RETAIL Taen 
Single — about.......$17.50 Single — about.......$12.50 
Double — about...... 25.00 Double — about...... 17.50 
Triple a, nee 35.00 Triple — about....... 22.50 


“DOUBLER formerly known as DUETTE. Also available in black faille with 


new gold frame, same as shown above. Order through your wholesaler. 
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Thro the harmony of exquisite design 
—and a Guality that is instantly obvious 
... both as to craftsmanship and the 
superior excellence of diamonds...a 
constant demand for Seidman creations 


has been achieved. 


SEICO 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N. Y. 




















In the distinguished creations that 
bear the Seidman name, no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 17, N.Y. ¥/ 


















































IFIEILGIEIR 
RINGS 


SINCE 1880 





Ladies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst, Garnet. 


IFFFD 


Reg. Trade Mark 


IF. & IF. FIELGER, INC. 


Manufacturing Jewelers 


480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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New for Fall, too, is the MARVEL 

“Miss 33°’, companion bracelet to the 

men’s MARVEL '33” ... 1/20 12K 

Gold Filled top, stainless steel back. ; 
$8.50, tax included. 





PROVIDENCE 3, R. 





MARVEL JEWELRY MFG. COMPANY 





eee 


es Sera . : 
= NL Anat harman, 














OO romeo 


core owe 


Ye ony 





u* Ge, " 


Since u 4900 
HARRY & BEN FRACKMAN 


; es € 8 828 Pf? 8 @B 2&2 FF SB FP 


20 WEST 47TH STREET 
NEW YORK 19, N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O’Neal 
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___ MARVEL “44__» 
sas greatest watch bracelet 
ever! Combines basketweave 
design with expansion links for 
the first time. 1/20 12K Gold 
Filled top, stainless steel back 

$10.95 

























THIS BIG MARVEL AD’ 
IN THE SEPTEMBER “a 


qunc. 


IS THE OPENING GUN 


MARVEL “33"___4 


= Slim, sleek, masculine compan- 
ion to the “44”; smooth-as-silk 
expansion actions, as only 
MARVEL makes it, 1/20 12K 
Gold Filled top, stainless steel 
back... $10.95 





Zs \ 
A * "Wess 44 +2 Kk 
Basketweave design to grace 
her wrist, too! Style and beauty, 
F A L [ p R re M re T re iN re IN combined with trouble-free ex- 

pansion. 1/20 12K Gold Filled 
top, stainless steel back 


. - $8.50 
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IN MARVEL’S BIG 


“THE MOST COMPLETE 


“Wi, e 33 2 , te 
The newest styling among smart 
L | » E O F EBB ladies’ expansion Saemsiets 


Slender polished links, for sport 
or dress. 1/20 12K Gold Filled 


EXPANSION BRACELETS” ee neers + 








__VELLURE__ 


Exquisite costume bracelets for 
ladies, with open locket centers 
for photos. With or without 


tchi lockets and chains. 
ASK YOUR WHOLESALER a 





TO SHOW YOU THE FULL LINE 


AND WRITE US FOR OUR 


FREE 


MERCHANDISING HELPS 





_ 
Ss WRISTEEN___ 





The only expansion costume 
bracelets styled exclusively for 
teen-age girls; center opens for 
photos. With or without match- 
ing lockets and chains. 20 
styles .. . from $9.75 





a 
<< TOOTSIE. 
J ceili 
As adorable as the little girls 
who wear them! With or with- 
out matching lockets and 


chains, 11 styles... from $8.25 















*shown here reduced because of space limitations EXQUISITELY STYLED 


pill 


MARVEL JEWELRY MEG. COMPANY 
PROVIDENCE 3, RHODE ISLAND 


AVEL 




















No. 2115TD/11.. Shrine 
14K and plat. emblem set 
with 11 fine diamonds. 
Hard enameling. 























No. 2165 .. 32nd de- 
gree masonic 10K or 14K 
hard enameling. Take 
diamond % ct. to 2 ¢ 





























: No. 2128A. .Elk 10K or 
No. 2 la : PF ee: 4 : 14K, hard enameling. 
ee gil ogg ee | Yo. ey a — Aa Available for 5 to 15 pt. 
eR Bae Mead | oe ee yor hos ee x ee diamond instead of clock. 


























No. 2086P .. Knight ${)) 0 Paar at pecs 
Templar 10K or 14K,hard jj a Re. ti No. 2086K..4th degree 
enameling. Take diamond a. a : Knights of Columbus 10K 
% ct. to % ct. Also plain. fF F 3 e E or 14K, hard enameling 
— } 94 No. 2128H..3rd degree 
Knights of Columbus 10K 
or 14K, hard enameling. 





























A.N.R.J.A. convention, Waldorf-Astoria, N.Y.C., August 9th-12 


Visit our Booth 401 Basildon room 
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k 
to the left with LIFETIME 
thumb nail. 
GUARANTEE 


At 


. Arrow shows “4 Never a repair charge for 
slot opened 


halfway. service on mechanical defects. 


Everfine leads the way with its “Dorothea” glamour 


end watch bracelet. It makes any watch a glamorous 
style piece. It is mechanically fool-proof. A flick of your 


. Arrow shows thumb nail and your watch is safely attached. Actual 
slot fully open- 


ed. Attach to tests have proven that you can attach your watch to 
watch and re- 


lease knob. this newest sensation from 5 to 7 seconds. History has 
been made with this new glamour end. 


Distributed through the wholesaler only. 


George Roufberg Fredric E. Warnecke Max J. Newman 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison St. 57 Post St. 
oT. Sx Pee Chicago, Illinois San Francisco, Cal. 

















Here are 2 of many exciting new Zircon rings 
from the new R & § line — rings that fairly sparkle 
with originality, interest and sales appeal. 


Rich gold mountings, skillfully designed, display the stones to full advantage. 


Promote R & § rings today! Your customers will prize them 
. .. and you will profit from them. 


Newspaper mats furnished free on request. 


Sold through wholesalers only 


ROTHMAN & SCHNEIDER, Inc. 


: - Manufacturing Jewelers | 
‘2 West 47th Street, New York 19, N. Y. 
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NEET’S NEW NO-BUCKLE 
ZIPPER WATCH STRAP 


e Completely Adjustable! 


© Fits Smooth ly, Locks Automatically! 





5 © Slides on and off ii na if fy! 








a OR em 


You've never seen a smoother, more comfortable 
watch strap — or one that fits better regardless of 
wrist size. “Slidette’’ shuns the usual watch strap 
buckle and holes, expands easily, zip-locks auto- 
matically ... Created in fine pigskin and calfskin 
leathers in various colors — and already booked 
for volume sales and speedy profits this fall. 














CONSULT YOUR WHOLESALER 





ARISTOCRAI OF LASKO STRAP COMPANY 


—— sa | > —Y. 
———r WATCH STRAPS 200 Hudson Street + New York 13, N 
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AT L 
AST! RINGS THAT TRULY Loc 
K! 


THE NEW Dovetailelock 


DIAMOND ENSEMBLES 
- NO PINS! 


¢ NO CLASPS! 
¢ NO KEYS! 









WILL N 
TURN ON 
THE FINGER 





e with your order. 
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SALES OFF 
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745 FIFTH AVENUE * NEW Y 
ORK © PLA 
ZA 9-3479 
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To irreproachable quali:y, we add the 
gracious styling that outlives the years. 
It’s been that way since 1910. 


R , lee ieee” < — 2 ere 


Manufacturers of Gold and Platinum Watch Cases 


h . ~ Bb .W ¥ 22-3 





Not a “maverick in 


the Lonville line 


The unbranded calf on the open range belonged to anyone 
who roped him and branded him. In the watch market, there 
are watches which cannot be traced to their makers. They are 
the “mavericks” of the trade. Nobody can place responsibil- 


ity for quality on the maker for he is unknown. 


How different with Lonville! Every watch is branded on 
the dial, branded on the plate, branded in and on the pack- 
age, proudly bears the mark of its heritage and accepts for 
itself—and for us—all responsibility for reliability and con- 


sistency. 


We never sell a single movement that was not made in the 


Lonville factory at Soleure, Switzerland. ' 


So you may buy and sell Lonville watches with complete 
confidence in their pedigree and the permanence of the 


Lonville line. 


wt HARRY RODMAN tne 


580 FIFTH AVE. Sole U.S. Agent 


NEW YORK 19, N.Y. 


LANGENDOREF WATCH Cy 


As advertised in leading 
National Publications 


Riiiics 


Rolled gold case, y 
stainless steel back, : La 
7 jewels y 


Fee 4 ” 
& Loukalt, 
14K gold, 17 jewels, 
extra quality 


$62.50" 


Switzerland, famous for scenic 
beauty —and fine watches 


The mechanisms are made under 
one roof—a rare accomplishment 
even in Switzerland where most 
watches are assembled from parts 
made by various factories. 

One undivided control and re- 
sponsibility governs the rigid, high 
standard of quality in all Lonville 
watches. 

All the parts are standardized and 
interchangeable so that in any civ- 
ilized country a Lonville watch may 
be repaired at low cost and in quick 
time. 

Lonville watches are noted for re- 
liability and consistency. You may 
sell them with assurance that at the 
prices there are no better watches— 
and no finer service at any price. 


*Fed. Tax Incl. 
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WATCHES 


Through Your Wholesaler 
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LENGRAVING 


1s Now MADE 





UE 


WITH THE WORLD’S FINEST ENGRAVING MACHINE 


we NEW HERMES PORTABLE 


“ASK ONE WHO HAS ONE” 
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DON’T MISS A DEMONSTRATION! 
CHICAGO «© Stevens Hotel, Booth 310 
NEW YORK © Waldorf-Astoria, Booth 6 


13-19 
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coping the Country! 


Orders are being received in ever-increasing volume. Anticipation of this 





volume, long in advance, made the low price possible. 














This year and next, at least 20,000,000 
customers expect to buy watches —and 


more than half are planned as gifts! 


” rena NATIONWIDE SURVEY shows 
that a huge number of Americans 
expect to buy a watch in the next year 
or two—and more than half of them 
expect to buy that watch for someone 
else—as a gift. 

That expectation to buy, as expressed 
by your customers, is given a strong 
urge to action by the advertising cam- 
paign now being sponsored by The 
Watchmakers of Switzerland, a campaign 
aimed not only at helping you sell more 


watches but at selling the jewelry store 
as the logical place to shop for gifts of 
prestige and long remembrance. 

The watch business is a gift business. The 
nationwide survey shows that 70% of all 
watches now in use were received as gifts. 

All jewelers stand to profit by a cam- 
paign that helps them capture a higher 
percentage of the year-round gift buying 
for birthdays, anniversaries, graduations, 
weddings, Mother’s Day and Father’s 
Day—as well as Christmas. 


You'll be seeing this slogan week after week in every ad of the campaign: 





The WATCHMAKERS OF 


FREE -Countercards of Back-to-School ad! Write to The Watchmakers 


For the gifts you'll give with pride — 
let your jeweler be your guide 
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of Switzerland, Care Dept. A., 25 West 45 St., New York 19, N. Y. 








SWITZERLAND 
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The time ahead is precious wo 


TAKE WITH YOU back to school this gift— 

your first important watch, symbol of our love for you 
and our pride in you and our hopes for you. 

Time means so much when you’re young. 

May you crowd every moment with happiness 

and with fulfillment. For there is - more 


precious gift than the gift of time. 


FOR A GIFT to cherish—none is more perfect than 

a watch. Your jeweler has a wide choice to show you, 
achievements of free craftsmen—of America and 
Switzerland—oldest democracies on two continents. 
No matter what the make of your watch, 

it can be repaired economically and promptly, 


thanks to the efficiency of the modern jeweler. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF SWITZERLAND 








Another 
important Announcement 





by THE WATCHMAKERS OF SWITZERLAND 


The New 
Swiss Watch Repair Parts Program 


Here’s good news for jewelers and 


EVERY WORD 
OF THIS IS 


watchmakers—good news for 
wholesalers—good news for cus- 
IMPORTANT tomers of retail watch repair de- 
partments. For the new OFFI- 
10 YOU CIAL CATALOGUE OF SWISS 
WATCH REPAIR PARTS 
(Part I), soon off the presses, sets into operation a com- 
pletely new program designed to standardize and fa- 
cilitate the ordering of Swiss Watch Repair Parts. 
Compiled after careful consultation with importers, 
wholesalers, and retailers, the Official Catalogue of Swiss 
Watch Repair Parts has only one purpose—to help make 


watch repairing more efficient — and more profitable. 


There’s also to be a new Official Parts Package. Each 
Swiss watch part, for currently manufactured Ebauches 
movements, will be separately wrapped in a foil pack- 
age bearing identifying numbers. It will be several 
months before the new package is gradually intro- 
duced. But before long it will doubly assure your get- 
ting a genuine fresh factory part. 

This new watch repair program goes hand in hand 
with the current advertising campaign sponsored by 
The Watchmakers of Switzerland. It lends new meaning 
to the last three lines of every consumer advertisement 
saying ‘No matter what the make of your watch, it can 


be repaired economically and promptly, thanks to the 


efficiency of the modern jeweler.” 























OFFICIAL CATALOGUE 
of 


SWISS WATCH 
REPAIR PARTS 





This Catalogue 
contains: 


7 PART ONE 


1. List of parts for Ebauches 


movements identified by ofhcial 


The WATCHMAKERS SJ OF SWITZERLAND 


numbers 


2. Dictionary of principal 


watch parts 





3B. Illustrated list of move- 





ments grouped according to type 


and size 


For the gifts you'll give with pride—let your jeweler be your guide 
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The WATCHMAKERS OF 
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| MAIL IN THIS COUPON TODAY 
| ee | 
lo: The Watchmakers of Switzerland | 
| c/o Swiss Watch Repair Parts Information Bureau 
| 489 Fifth Avenue, New York 17, N. Y. 
! operate a watch repair department. Please reserve for me a FREE copy of the | 
| OFFICIAL CATALOGUE OF SWISS WATCH REPAIR PARTS (Part I). 
| 
! Name of Store (print ) adeidleaiiia cteiieieatipneiiaaiaal ansinipvlgraiin | 

| 
7 es City 2 eee NO eee 
Name of watchmaker __| or store owner [ ] SFE ee i EOE . sala 





NATIONALLY ADVERTISED 


HYDE PARK WATCHES 


The Watch that Times America's Test Pilots f 













Because HYDE PARK watches are highly 
dependable, fine quality watches, very \ 
reasonably priced, you get more when \ 


you buy them, give more when you 





sell them! Judge them by any and » 





every standard—and you'll under- ek 
stand why America’s leading test 


pilots prefer them! ... 


Top Row 


10903RS (8°/,”) 17 jewel, 10K gold top, steel 
back, heavy dome crystal and flashing rhine- 
stone-set dial (also available with regular 


numeral dial) 


10901 (8°/,”) 17 jewel, 10K gold top steel back, 
heavy dome crystal (also available with rhine- 


stone dial) 


11010 (17”) 17 jewel, 10K gold filled pocket 
watch, streamlined banker's model 


10904 (83/,”) 17 jewel, 10K gold filled watch 
of graceful design 


Middle Row 


10885RD (8°/,”) 17 jewel, rolled gold plate top, 
steel back, high dome crystal with round and 
baguette rhinestone-set dial (also available 
with regular numeral dial] 


863 (8°/,”) 17 jewel, rolled gold plate top, 
steel back, heavy dome crystal (also available 


with rhinestone dial) 
2090FH (13°/,”) 17 jewel, chrome steel back, 
sweep second chronograph 


2048FH 17 jewel, chrome steel back, sweep 
second service (also available in all steel) 


Bottom Row 


10818 (83/,”) 17 jewel, 14K gold, curved dome 
crystal (also available with rhinestone dial) . 


10826 (8°/,”) 17 jewel, 14K gold, fancy pyra- 
mid dome crystal (also available with rhine- 
stone dial) 


10841 (8°/,”) 17 jewel, 14K gold, curved dome 
crystal 


EMIL LEICHTER WATCH CO., Inc. 
551 FIFTH AVENUE, NEW YORK 17, N. Y. 


CONSULT YOUR WHOLESALER 














NATIONALLY ADVERTISED 


HYDE PARK WATCHES 


The Watch that Times America's Test Pilots 












No wonder America’s most active 

women—women to whom utmost 
dependability, accuracy and beauty 
in a watch are all important— 


prefer HYDE PARK watches... And 





no wonder America’s value-minded 
jewelry stores prefer to sell them. 


HYDE PARK watches sell, and stay sold! 


Top Row 


10524 (6x8”) 17 jewel, 10K gold filled, curved 
dome crystal 
371 (6x8”) 17 jewel, rolled gold plate top, 


steel back, rounded dome crystal 


368w (6x8) 17 jewel, white rolled gold plate 
top, steel back, curved dome crystal (also 


available in yellow) 


362 (6x8") 17 jewel, rolled gold plate top, 


steel back, curved dome crystal 


376 (6x8) 17 jewel, rolled gold plate top, 


steel back 


Middle Row 


302 (6x8”} 17 jewel, 14K gold, high square 
crystal 


10218 (5°) 17 jewel, 14K gold, dome crystal 


10216 (5") 17 jewel, 14K gold, dome crystal 


10338 (6x8") 17 jewel, 14K gold, dome crystal 


2068FH (8°/,”) 17 jewel, chrome steel back, 
sweep second service watch for sportswear, 


nurses, etc. 


Bottom Row 


10330 (6x8") 17 jewel, 14K gold, graceful case 


10217 (5”") 17 jewel, 14K gold, curved dome 
crystal 


10056 (5") 17 jewel, 14K gold, high, curved 
dome crystal set with 2 genuine diamonds 


(also available in white} 


10239 (5”) 17 jewel, 14K gold, high crystal 


{also available in white} 


EMIL LEICHTER WATCH CO., Inc. 
551 FIFTH AVENUE, NEW YORK 17, N. Y. 


CONSULT YOUR WHOLESALER 





*? JEWELS 
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Manufacturers of 
Watch Dials Of Every Description 
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“the perfect 
Shock-resistan} device” 


una 


| President of INVICTA. incase Watche 








is really complete unless it is. protec 
the fool “proo ar po er 


STTTUICT: 


CUSHION THE SHOCK WITH INGABLOS 





‘CHAU (-DE-FONDS, | SWITZERLAND 




















Men’s Rings—Like These 


re Savarites 
Fan Salk lig 











Costume 

Retailers “swear by” these popular- 
Jewelr y | price rings by Uncas. And no wonder. Each 
one has sturdy, masculine good looks that 
mean extra value at low cost. They display 
well — make an instant sales appeal both 
in the tray and on the finger. Time and 
again, we’ve been called upon for re-orders 
to meet the growing demand all over the 
country. 


Novelties 


You’ll find it profitable to look for the 
U-Arrow trade mark on rings for men and 
women, costume jewelry, novelties, and 
plastics. Every item by Uncas is designed 
to build traffic and speed selling for you. 
And — in this day and age of competition 
— can you afford not to stock merchandise 
that moves? 


Plastics 


|/20-12K Gold Filled 
Sterling Silver 


THROUGH YOUR WHOLESALER ONLY 


MANUFACTURING COMPANY 


**America’s Largest Ring House”’ 


PROVIDENCE, R. I., U. S.A. 


TRADE MARK 


Established 1913 
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istriputed thru selected 
holesale Jewelers 





Excellent quality and accurate 
timekeeping are distinguishing a eC a | 
features of Normandie Watches. The : \\ i i, ! 
fine 17 jewel movements are fitted into 
smartly styled and beautifully finished 
cases ... and when you offer your 
clientele Normandie Watches, you are 
assured of complete customer satisfaction. 


OD 





Write for illustrated booklet and 
name of nearest wholesale distributor 





a 


bai a 


; NORMANDIE WATCH COMPANY ¢ 71 Nassau Street © New York 7, N. Y. 














Gl00/11 


Stonewall Works Wrist Magic 
with Adjusto-matic 


TO OPEN: 


Press button. 


catch releases. | 
_.. the only automatic fold-over 


buckle bracelet of its kind. 
“Magic you say, and magic it is .. . another 
Stonewall triumph. Adjusto-matic* expands 
and contracts with the movement of the wrist— 


yet stays securely locked on the wrist. 


Adjusto-matic* is available with all styles of 
links ... made of non-corrosive materials. Illus- 
trated is the IONIC, style G100/11 for men. 


TO CLOSE: 


meolko mm oltlel 4(-Samm -1dekel-11-3 melt for 


matically adjusts to fit the wrist. 
“Construction Patent Pending 


TRACE matu WM 


COMPANY—INCORPORATED 
79 SEVENTH AVENUE at 15th STREET, NEW YORK 11, N. Y., WAtkins 9-4874 


S. GELLER, 29 East Madison St., Chicago, Ill. © M. DIAMOND, 220 West Sth St., Los Angeles, Calif. 





DUU-LITE... 


THE “LIGHT” OF THE STARS 


the first 


RtALLY New 


AUTOMATIC COMBINATION 
CIGARETTE CASE & LIGHTER 


A handsomely finished case in gleaming jeweler’s 
Bronze, featuring a dependable precision-built 
THORENS automatic lighter. HOLDS REGULAR 
OR KING SIZED CIGARETTES. 


Luxuriously gift boxed. $12.95 No Fed. Tax 








T LIGHTS TWO WAYS 


| 
| 
; 
| 
| 
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Open case... take cigarette. 


<— | 


Close case... it lights auto- / || | 


matically! /éA 


TO USE LIGHTER ONLY... 
lift up and pull lever... it | 


lights automatically! 





122 FIFTH AVENUE, NEW YORK 11, N. Y. 
Distributors of THORENS Automatic Pocket 
and Table Lighters made in Switzerland. 








SOLI D GOLD ‘ C handsomest — the EA SS 
. y (> . outstanding auto- cA — = s : 





TABLE LIGHTER 


We're proud to an- Wa Wa 
nounce the world’s 277 Raa 


ji 


matic table lighter 


[ i G MH T rt R fy i / yet designed—our 
: fy masterpiece and 


Styled by CARTER Fifth Ave. /” Kf | a triumph for 


Acclaimed by those who 
have seen it the most 
beautiful lighter in the 
history of the jewelry 
business. 


ers 
Retails at $7.50. No Fed. Tax 


A°S°R 


NN, 
Say 


SN : 








A.S.R. Lighters in Alligator, Cobra, Morocco A.S.R. Sterling Silver Lighters 


Retails at $8.50. No Fed. Tax Retails at $20.00, Plus Fed. Tax 


AS ADVERTISED IN LIFE MAGAZINE 
Available Through Leading Jewelry Jobbers 


AMERICAN SAFETY RAZOR CORP. 
Lighter Division, Brooklyn, N.Y. 











More than ever—THE LINE OF LEAST that make mounted diamonds loom lustrously 
RESISTANCE lives up to its reputation of larger than life... for five-point to carat-size 
quality and craftsmanship with this exciting gems...priced to make lovers on budgets 
ee es mB, Eb ia ee ) endlessly to your doors. The shortest 


Neil D. Sofman Chas. Weithas William G. Frizzell Morry Goldstein 


32 Liberty Street : “eae 8639 W. Olympic Blvd. 
New York 7,N. Y. * New England * Chicago, Illinois * Los Angeles, Calif. 








Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry and 
fine watchmaking — sure to appeal to your most 
discriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 





66 4? 
a Volume for Volume... 


the new 


| “KAR” Book Compact 
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: Once upon every decade a jeweler’s 

- gem is created that overshadows all others in 
its rare perfection. Such a gem is the new 
K & K BOOK COMPACT. The cover, spell- 
bound in jeweler’s bronze, opens to a beveled 
mirror and an unusually deep powder well. 
Its beauty and gift appeal will recount to you 

one of the greatest sales stories ever told. 





Available in various designs and 
companion cigarette case. 





Nationally Advertised 


KOTLER & KOPIT, INC., 303 FIFTH AVE., NEW YORK 16, N. Y. factory: PAWTUCKET, R. 1. 





STERLING SILVER 


a ~ ~ Rhodium Finish 


illustrated 


Priced for Quick Turnover 


@® Heavily made for extra-long wear @ Individually and handsomely boxed; 
mounted on rich, colorful velvet 


@® Hand tooled, brilliantly polished, 
UNCONDITIONALLY GUARANTEED @ In stock now for immediate delivery 


@ Sold exclusively through wholesalers 


CHICAGO REPRESENTATIVE: HAROLD CHARMACK, 36 SOUTH STATE ST., CHICAGO, ILL. 




















THE FIRST MESSAGE TO THE TRADE 
FROM JAMES A. HEITZMANN 


New President of 
The New Haven Clock & Watch 
Company 











Expect great things from New Haven!...The designers, the craftsmen, the sales and office 
personnel are joining together with the new management to carry on the heritage that has 


made New Haven the standard of beauty and quality for 131 years!...Watch New Haven. 


Great things are happening ~ The New Haven Clock & Watch Company, New Haven , Conn. 
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Exclusively Vow 


The only Silver Chest 


in harmony with 
modern furniture 
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SILVER CHEST 


Fashion's favored silver chest is sales-styled for 


modern tastes in solid cabinet wood. 


ci oh, § / Fine grained, golden hued hardwood is 
he 1948 Sales Sensation. expertly cut, fitted and finished to mirror 
Priced to sell under $10, this quality 


chest offers 1948 merchandisers a 


most attractive sales promotion op- . . 
portunity. Silver =r lh gapmapigg a aie Crystal clear lacquer finish emphasizes the 


demand. Every starter set sold isa cue »atural wood to harmonize with better home 
for a silver chest sale. Silver chest 


promotion is more than timely now furnishings. 
and an ideal way to increase traffic 


and profits. Futura's artful design enhances the beauty of 


LINED EXCLUSIVELY WITH all flatware patterns. 


Pati tte Promptly available. Chests are packed one dozen 
to carton, individually boxed. Write today for 


prices. Attractive quantity schedules provide 
— anv’? excellent profits. 


NUSSBAUM 


a a a ’ P oe 





smoothness. No veneer is used. | 
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4 ‘harming compacts by Elgin American ably meet the public 
A eye in custom-designed Farrington display boxes. 

No ordinary compact, the Elgin American .. . and the 

distinctive showmanship of Farrington Packaging insures that 

it will not be displayed in an “ordinary — way. 

Whether your product be a pen or a pyrometer, a gem or a 

gauge ... it deserves a package designed and built for IT 


exclusively. 


Thanks to adequate tooling, large capacity — and over 30 years 


rid Coke 
 sestne py nasa beemae sea eesasec eee 


experience in putting America's fine products on dress 
parade - the cost to you for Farrington Packaging will be a 


pleasant surprise. 


5 khaled SEII SELES aE 


ee 


FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-) Atherton St., Boston 30, Mass., Canadian Plant: Farrington Mfg. Co., Ltd.. 1191 Bathurst St., Toronto 4 








; 
; 
3 
: 
: 
; 
: 
/ 
- 


Cal for GI - ’ 
I FT y vas ° 3 
MATE Tie Chains 


*1/20 12K Gold Filled 
Retail, $4 each 


NEW SALES OPPORTUNITIES WITH THE LARGEST SELLING TIE CHAIN LINE... 


Now, for Fall and Christmas gift selling, 12 new emblems have been added to the EMBLEMATIC Tie Chain line. 
Order from your wholesaler, and ask for FREE NEWSPAPER AD MATS. 


RUSSELL COMPANY 


EMBLEMS SINC 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 





CAROUSEL 
$49.50* 


~ SEPTEMBER 20th Issue 
- OCTOBER TI th Issue 


0° ANNIVERSARY “= a ——aeaiealig 


Gotham 


Fine Watches Since 1868 


SEPTEMBER 25th Issue 
OCTOBER 16th Issue 
NOVEMBER 13th Issue 
DECEMBER 4th Issue 


COU LGA 


Product of 





DATE-0-MATIC 
$71.50* 





~ OCTOBER 30th Issue 
NOVEMBER 27th Issue 
DECEMBER I Ith Issue 


Ollendortt Watch Go INC. 20 W 47th STREET 


TIME 


mon. 


yee Oe i oe ae ee, NEW YORK, N.Y. 
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KINGSTON HAS THEM 
From $22.50 to $71.50 


rated below is one of our newest crea- 
tions, “Ballerina’,a timepiece certain to be pop- 
ie with dealers and customers alike. 
: We take pride in being the first to 
present this striking brace- 
let watch to the trade. 


Natural 10K 
R.G.P. Domed crystal. 1/20 12K gold 
filled open link bracelet, easily adjust- 
able to fit wrist. 17 jewels. $71.50 





suggested retail prices including tax. 


NEW YORK 
48 W. 48th ST. 


P9718. 10% iridium platinum. oi 


diamonds. 17 jewels. $960.00 


. 
REESE RE a RE. 


‘Giamonds.. 14K ‘gold dosble strand r 


bracelet. 17 jewels. $395.00 


7805H. Natural 10K R.G.P. Steel | 
back. High concave crystal. Gable © 
expansion bracelet. 17 jewels. $49.50 


7608E. Natural 10K R.G.P. Steel 
back. High rock crystal. 17 jewels. 


WRITE IN FOR YOUR COPY OF OUR 
4-COLOR CATALOG AND PRICE LIST. 


FREE MAT SERVICE AND OTHER SALES | 


AIDS AVAILABLE TO DEALERS. 


LOS ANGELES 
315 W. 5th ST. 


Visit us at the ANRJA Trade Show at the Waldorf-Astoria, August 9, 10, 11, 12. 








BOHLINGER. pecsens « 


idea in Costume Jewelry 


. . - a pin that can be shaped to the wearer’s taste 


This lovely brooch can be arranged in a variety of 


shapes to fit milady’s mood. Hand-set stones in seven 
P y 


colors, rhodium finish. 


THE SAME 
PIN IN 
SEVEN 
DIFFERENT 
MOODS 
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BOHLINGER COMPANY 48 West 48th Street New York 18 
er ERT oe TT LL LL TT 
@ ESTABLISHED 1928 





& oO e. i in Ss . NW ew | NANASI watchbands are 
ri & ng : be | outstanding in Styling 
a : beauty and craftsmanship, 
available in 
1/20-12K Gold Filled 


ALL NANASI 
BANDS 
NOW AVAILABLE 
WITH EITHER 
RATCHET 
OR 
CENTER CATCH 











x 


TO OPEN RATCHET: TO CLOSE RATCHET: 
Press top of ratchet with finger Press down hinged catch against 
and pull back. wrist and push ratchet in to any 

adjustment. 














O'N REQUEST 


esee your jobber or wholesaler 


@&. 2 ei ee ee ee ee 
6219 Madison Street, West New York, N. J. 
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Your customers can test 
the flexibility of the 
ineaflex balance wheel... 
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This display is available to 
authorized Wyler dealers. 





... with this exciting new 


ineaflex counter 


demonstrator 


Come and see the incaflex display 
at the New York Jewelers’ conven- 
tion. WwW 


Write for illustrated Wyler Watch 
folder explaining the exclusive 
incaflex feature. 


inceceaftte x 





630 Fifth Avenue, New York 20, N.Y. ¢ 29 East Madison Street, Chicago 2, Ill. 








Be sure to visit our Showroom 
ANRJA Convention 


Watchword of Time and Beauty 
580 Fifth Avenue e New York 19,N.Y. 
when you are in New York for the 
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making des 
Bracelet Watches and 


is Wrist Watches make this 


is 
a profitable line for you to sell. 


illed and 14 kt. gold 
sales- 


f 


Write or wire us today 


these Lou 


For men and women 
Lou 


NATIONALLY ADVERTISED 
Newspaper Mats and Display Easel 


Gold 
The new, 
in 


in 
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Cte Capa fog! 


...AND DONT MISS A FINE OPPORTUNITY TO VISIT US— 
JUST AROUND THE CORNER FROM THE WALDORF-ASTORIA 





TO SEE OUR NEW BRACELET EXQUISITE, A SUPERB EXAMPLE 
OF COHAN CRAFTSMANSHIP IN FINEST DIAMOND AND 
PLATINUM JEWELRY...ALSO MANY OTHER PROFITABLE ITEMS 


THE COHAN COMPANY »* 16 EAST FIFTY-SECOND STREET * NEW YORK * PHONE PLaza 3-3240 
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EXQUISITE PLATINUM AND DIAMOND WATCHES * RINGS + BRACELETS * ATTACHMENTS 



































As a practical aid to loc 
promotion Ballou offers thes 
and other mats of populc 
items free to retailers cai 
rying Ballou merchandis 














hey will aid in linking your name to — 
the national prestige of these publications — 
... identify your store as the place to buy © 
fine Ballou jewelry as advertised repeat- 
edly in VOGUE and THE NEW YORKER. 


Simply mail a post card indicating the 
mats you desire, or send for our catalog - 
and proof sheet. 





Masiaaniowsive s/* 


{ 

SA DIL\ 
HALL UL DIRECT TO RETAILERS 
B. A 


BALLOU & CO. INC. © ESTABLISHED 1868 © PROVIDENCE 2, R. I. 
NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES NEW ORLEANS 
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w PLATINUM 








Individualism is the essence of 
style... and Platinum Watch 
Cases and Attachments 

vag-Yoli-\o il oy adel) a AS aii: 

are distinguished for their 

superb “style-flair. and exquisite. 


é 


agelitturelikiill os 


For the Man of Distinction 
our Diamond Dial watches are 


a prized possession. 


Gnank Levine & Co. Inc. 


Manufacturing Jewelers 


48 West 48th Street 
BRyant 9-3911 New York 19,N. Y. 
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@ Handsome Appearance @ Dependable Accuracy © Moderate Price 





The BOULEVARD Watch success story is as simple as that 


—plus the solid backing of continuous national advertising 


be in Sunday rotogravure supplements blanketing concen- 





trated retail markets across the country. 


. There’s a BOULEVARD representative near you. Call 


him in and start profiting now with BOULEVAR D— Ameni- 


ca’s best watch buy in the $22.50 to $49.75 price range! 









Oo watch.-- 
ne to SELL.->" 








mane =6The one | 
The © 





M. A. MEAD AND COMPANY ec FINE WATCHES 
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Offices 


607 Fifth Ave. 
New York 17, N. Y. 


717 Liberty Ave. 
Pittsburgh 22, Pa. 


220 Bagley Ave. 
Detroit 26, Mich. 





15 E. Washington St. 


Indianapolis 4, Ind. 


58 E. Washington St. 


Chicago 2, Ill. 


Milwaukee 3, Wis. 








SINCE 


231 W. Wisconsin Ave. 


SERVICE! 


Distributors 


The Non-Retailing Co. 
Lancaster, Pa. 


Gleeson Jewelry Co. 
604 W. Main St. 
Louisville 2, Ky. 


Ross-Beck Co. 
1006 Grand Ave. 
Kansas City 6, Mo. 


Oklahoma Ross-Beck Co. 
15 N. Robinson 
Oklahoma City 2, Okla. 


Decker Jewelry Co. 
107 W. Second St. S. 
Salt Lake City, Utah 


North Coast Jewelers 
1511 Third Ave. 
Seattle 1, Wash. 


BY MEAD 


1883 e CHICAGO 


FOR Aucust, 1948 
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punch that makes — 
warcHes SELL! 


COAST TO COAST 
| DISTRIBUTION AND 
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NATIONALLY ADVERTISED! 







This ad will appear August 
29th in Sunday roto sections 
across America— another 
powerful punch in BOULEVARD's 
continuous campaign. 


YORK » ‘ 
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Es _ Che Atlanta Journal FINAL 


—_ ie 


ONE CARAT PERF 
ONLY *1690011 RECT _ 



























Doubt and confusion — that is the consumer's 
frame of mind when in the market for 
diamond rings .. . doubt caused by inconsistent 
pricing for similar rings, irregular quality, 


nondescript merchandise . ~ 


THE JEWELERS’ CIRCULAR-KEYSTONE 





7 Confidence? 


YOUR CUSTOMER BUYS BRAND NAME MERCHANDISE! 


Confidence to buy Columbia Diamond Rings is instilled through the use of proven brand name selling methods. 


NATIONALLY ADVERTISED HIGHEST CONSISTENT QUALITY 
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DIVISION OF AXEL BROS., INC. © 21-10 49th Avenue, Long Island City, N. Y. 
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IDENTIFICATION BRACELETS 
In STERLING SILVER—Rhodium Finish 


For thirty-two years, LeStage products 
have been bringing profits and prestige 
to dealers. This record is founded on qual- 
ity craftsmanship, good value. Ask your 
wholesaler ... he knows LeStage products. 


or 1/20 12Kt. GOLD FILLED 


Massive looking, long wearing 


High polish, anti-kink chain 
Hand tooled with soldered links 
Individually boxed 


yy \ a: 


MANUFACTURING COMPANY 


NORTH ATTLEBORO 


NEW YORK CHICAGO 


MASSACHUSETTS 


MONROVIA, CALIF. 


9 Maiden Lane 29 E. Madison St. 110 El Nido St. 


A. H. Betz A. B. Pinero 


James F. Loveridge 
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ANNOUNCING OUR FALL ADVERTISING CAMPAI6EN 













ON THE 


Sept. Oct. Nov. Dec. 
NATIONAL 
GEOGRAPHIC 


Sept. Oct. Nov. Dec. 
NEW YORKER 
( 8 Insertions ) 


Oct. Nov. Dec. a -— Oct. Nov. Dec. 
THIS WEEK Dn, en NEW YORK TIMES 
( 5 Insertions ) 2 . o MAGAZINE 
: (6 Insertions ) 





{ ps Starting next month, we’re launching a powerful new Advertising 
iv Campaign designed to develop additional business for stores han- 
| dling the ETERNA Automatic Watch. These advertisements will 


run during the period when watch sales are at their peak. There 












will be a total of 22 insertions (September-December inclusive ) 






in Magazines and Sunday Magazine Sections having a combined, 
nation-wide readership of over 30,000,000 for each issue. PRECISION FEATURES 


Be prepared to supply this demand — stock and display the  setr-winDING % NON-MAGNETIC 








e 5 bd © 
ETERNA Automatic—the world’s outstanding value in a self- kk WATERPROOF %& SHOCK PROTECTED 






winding watch. 











The ETERNA Automatic is available with DIRECT sweep second hand in a choice of five dis- 
tinctive dials, Made in waterproof models in stainless steel or 14 K. gold retailing from $71.50 to 
$230.00. A new 14 K. gold-filled, super-thin Dress Watch has been added to the line to retail at $71.50. 
Abeve prices include Federal Tax. 










ETERNA WATCH CO. OF AMERICA, INC. .580 FIFTH AVENUE, NBW YORK 19 
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BANDS COMPLETE THE PICTURE... 
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* the sensational 
new Helbros Vita-vision = 
isplays . . . 








/ & the sales- 
producing special 
Helbros promotions ... 


DONO 
: 














* the exciting values 

in the new Helbros 
line of watches. ) | 
oe .. be sure to visit 


| Booths 
x, ine. 11-72-81 - 82 
= | in Chicago 
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Other rings can constantly bother you by turning, separating 


and wearing against each other, as illustrated. Wed-Lok* 





rings are locked in position on your finger, always 


/ 
) 
J 


properly aligned... yet the Wed-Lok engagement 


~* \ » ™ ring may he worn separately at any time! 
; ) > 7, , : 
‘\ ; . a . 





Wy 








LG-L0' 


Patented Wed-Lok* rings by Granat are beautiful, 








practical, and of the finest quality. They lock and unlock 
instantly ... their diamonds are exactingly selected 
for uniform color and brilliance... their carefully- 
designed Granat Tempered* Mountings (not cast) are 
specially processed for enduring strength and protection 


of the diamonds all through the years. See Wed-Lok* 


at a fine jeweler near you or write Granat, 
Any and all infringements 
of Granat Bros patents, 
trademarks, or copyrights 
will be prosecuted to ‘the 
fullest extent of the law. 


San Francisco 10, California. 


TOP - Diamond solitaire and CENTER - Diamond solitaire BOTTOM - Diamond solj- 
matching wedding ring with 2 with 2 side diamonds. Match- taire with 4 side diamonds. 


diamonds. In White or Natu- mg wedding ring with 4 dia- Matching wedding ring with 5 
ral Gold. monds. In White or Natural diamonds. In White or Natural 
The Set, 150.00 Gold The Set, 250.00 Gold. The Set, 325.00 

Other Wed-Lok sets priced from 125.00 to 1000.00, taxes additional. 


*Trademark reg. U.S. Pat. Off Wed-Lok rings are protected by U.S. Patents Issued and Pending Illustrations enlarged to show detail 
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EVANS HAS 
ROLLER-BEARING 


—a feature found only in an Evans, typical 
of Evans finer construction. 


EVANS HAS 
TRIPLE-CUT WHEEL 


—of diamond hard steel, which assures a 
heavy shower of sparks and a light every 
Evans has all the features illustrated ae 
at the right, plus a factory tested, 
leakproof fuel tank that gives a 
surprising length of service per filling, —gives a smooth, positive performance 
and has no screws to get loose. All aati iii 
these features are essential to the EVANS HAS 
best lighter service. You offer them Mm EVERLASTING WICK 


all in the Evans, in smart, sales- 


EVANS HAS 
CANTILEVER ACTION 





° ° | ° — of spun glass — the miracle wick that lights 
making, jeweler crafted designs. but doesn’t burn down and doesn’t need 


Pocket lighters, table lighters, and replacing. a 
lighter and cigarette case combina- 
tions are available through your AUTOMATIC ACTION 


wholesale distributor, and —fully automatic—simply press the lever 


are fair traded, and there's your light. Release the lever and 
it’s out—safely out and sealed tight. 


EVANS CASE COMPANY North Attleboro, Massachusetts 
New York City Chicago los Angeles Dallas Cleveland Boston 


EVANS LIGHTERS Send for latest catalog of Evans Products 
are Nationally Advertised in... and name of nearest wholesaler 


“ 


ve SN 


POWDER BOXES AUTOMATIC LIGHTERS -° FITTED HANDBAGS CIGARETTE CASES 
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your collection 


of Omega Watches 









Inner mechanism of the Omega CENTENARY is matched 
by its superb presentation. The case, dial. lapped 
numerals, and hands are 18K gold—even the symbolic 
ornament that buckles the strap is 18K gold. Encased in 
a silver presentation box, purposely designed without 
inscription so that it may be kept as a lasting possession. 
Complete, $450, Federal Tax included. 


FOR AucustT, 1948 





with the 







$3338 


“the world’s first self-winding chronometer 





As part of the celebration marking its one hundredth anniversary, Omega is 
offering its American dealers a very limited number of the OMEGA CENTENARY 
... the new watch that sums up Omega’s first century of technical and artistic 
achievements. | 
(Because of the-tremendous demand for other regular Omega models, pro- 
duction of this fabulous master watch had to be limited. Frankly, there aren’t 
enough to go ’round.) 

Two famous Omega models inspired the creation of this super-watch... the 
Omega AUTOMATIC —acknowledged the thinnest, highly precise self-winder 
made today... and the Omega CHRONOMETER —the only watch ever to hold 
simultaneously the world’s accuracy record for wristwatches at both the 
British National and Geneva Observatories.” 


1848 1948 


100 years of distinguished watchmaking’ 


OMEGA 


NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, NEW YORK 
117 





































lewd, The 


PACKAGE 





FOR PEARLS OF 
PERFECTION 





MOTHER-OF-PEARL-EFFECT 




















The queenly beauty of these pastel tinted mother-of-pearl effect 
cases will give your displays a tremendous lift — and your pearl 
sales too. Priced to interest. 


















PACKAGED 
ROFIT 


PLASTIC JEWEL CASE 
WITH VELVET INLAY 


























ONEY-MAKERS — that’s the two-word story of these 

ultra-beautiful and exclusive Velva packages for 
Fall and Christmas . . . the above Jewel Case in 
ivory plastic and Cardinal red velvet and grosgrain, 
with ivory pad and top liner . . . and the out-of-this-world 
sea-shell case, a triumph of design, imagination and dollar 
magnetism. Let beautiful Velva *pearls in there gorgeous 
cases, at our very interesting prices, help boom your Christ- 
mas business. 


Coutact as and we will 
tend representative 


(THROUGH WHOLESALERS EXCLUSIVELY) 


AMERICAN PEARL CO. 
(8 FOUNTAIN STREET, PROVIDENCE 3. R. 1. 
NEW YORK PHILADELPHIA CHICAGO LOS ANGELES 
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-— -& For Pierced Ears 
— ‘/20-12K 10K wires with 1/20-12K gold filled hoops 
Availat yt very | 2S / 7 i ‘wires and hoops 


* 





5 + 2 


New York City — ive. =Ssi‘<i‘éWdcns No. le Angeles, Calif. — 448 So. Hill St 
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Ht Another cA2gewsoW \ 
Sell-On-Sight item » 5 Ingersoll Pens—chrome plated caps. 


Ingersoll now presents America’s outstanding 5 Ingersoll Pens—base metal gold color caps 


j ballpoint pen handsomely-styled— skillfully Assorted colors—FREE Colorful Display Pad 
m made for solid-line writing dependability. . i 
Backed by a name renowned for reliable Your Selling Prag@ -cccceccceece $10.00 


Te value— priced at a quick-selling $1.00. Your Cost eeeeeereereekee#e#e#ee#e#e#eee ®@ 6.00 





/ 


") Refills 49F. Your Profit eeee0e540e2ee eee @ @ @ 4.00 


i ORDER FROM YOUR WHOLESA 
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Whiting & Davis Creations go far beyond mere costume jewelry in 
their inspired designs ... their perfection of detail . . . their careful 
craftsmanship. Finely wrought after both traditional and contemporary 
motifs. Whiting & Davis Creations can be offered with pride by 


top-flight jewelers. WarTinc & Davis Company INc., PLAINVILLE, Mass. 


WHITING & DAVIS 


Off’ . ; )) : 
: a, tH hand wilh fashion 
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Quality. value, and style— these three are built into 
every offering of Whiting & Davis. Quality you can trust... 
value your customers appreciate ... the “sixth sense” in 
style that rings true to smart women everywhere. Once 
again, Whiting & Davis famous mesh evening bags are 
available in limited but increasing quantities. In the rich 
color of gold and the lustre of silver, they are more than ever 
the favorites of fashion ... add that supremely correct 


touch to every after-dark occasion. 
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SEE WHAT'S IN STORE FOR YOU 
WHEN YOUR STORE FEATURES 


the Gilt Clock 


FOR EVERY OCCASION 





HEAVY NATIONAL AD- 
VERTISING KEEPS THE 


. that takes the season out of clock selling! 
e Frequent, eye-stopping 5 
ads! 26 insertions this fall 
alone — reaching a paid 


circulation of 83,500,000! 


Right for any gift occasion on the calen- 
dar, it’s saleable all year round. 


8 Top prestige publications: 


EASIER SALES — CYMA’s the clock 


LIFE 

TIME that sells itself! Smart, simple design: 
THE NEW YORKER ; c 
HOLIDAY varied, handsome finishes. Appeals to 


HOUSE BEAUTIFUL both men and women. 


e FREE MERCHANDIS- 
ING AIDS—counter cards 
and displays for store and 
window; newspaper mats 
and statement inserts with 
your imprint. 


REPEAT SALES — CY MA’s the clock 
customers come back for! People buy it 


asa gift, then want it for themselves. And 


vice versa. of course. 






















CYMA WATCH COMPANY 
608 Fifth Ave., New York 20, N.Y. 











MANY TECHNICAL 
ADVANTAGES KEEP 
THE CUSTOMERS 
HAPPY — YOU TOO! 


® An alarm clock, with “fin- 
ger-tip control”. 


© One key winds both time 
and alarm. 


© Luminous dial. 
© 7-jewel watch movement 
for accuracy. 


@ By the master craftsmen 
who make the famous 
CYMA-TAVANNES 
watches. 


r) Interchangeable parts. 


© Easy to service. 





for $18.00 F.T.L. 





SHOW IT, SELL IT! Light, easy- 
to-handle display unit shows 5 
clocks at once! Glass-protected 
center space features current na- 
tional advertisement. Top clock 
shown in display (No. 301) re- 
tails for $25.00 F.T.I. and other 
model shown (No. 101) retails 





CIGARETTE CASES 


COMPACTS 






Providence, 


SUPERB CASS ee. c O.., 





Here's EVERYTHING you've waritéd 
in a popular-priced ALARM CLOCK 


Catalog No. No: 250 
Description: Slumber Minder 


Carton: Contains 36 Ivory or 
Gun Metal 


Price: Retail at $3.50 
West of Rockies $3.75 


New beauty... 
plus dependability 


Designed to meet customer preference 
Plenty of sell-ability 


Guaranteed Lux Precision Clock 
movement 


Handsome, durabie metal case 
Beautiful baked enamel finish 
Fast moving traffic item 

For use in any room 


Pays you a good profit. 


FUX SLUMBER MINDER 


The newest beauty in the Lux Alarm Clock line is making a “hit” 
with dealers and consumers alike. It is a smartly designed alarm 
clock that sells on sight ... pays you a good profit. 


The Slumber Minder has everything your customers want in a popular 
priced clock. Extra large dial . . . easy-to-read numerals ... bold 
hands for high visibility. A clock that will give years of accurate, 
dependable time . .. handsomely styled for use in any room. It 
measures 534” high, 514” wide. The Lux precision movement is 
mounted in a durable metal case, beautifully finished in ivory or gun 
metal baked enamel. 


National distribution now being made on an equitable basis... 
place your order now, giving your jobbers name and address. 


LUX CLOCK MANUFACTURING CO., Inc. 


DEPT. B -95 JOHNSON STREET © WATERBURY 91, CONNECTICUT 




















IS THE WORD FOR IT... 









There’s manliness in every line of this new . 





L’Aiglon Expansion Bracelet. It is leading the | 
field in style, quality of materials and efficient | 
design and because of its strength and durability, 


it is a favorite of active men everywhere. | 


In 1/20 —— 12K Gold Filled in yellow, pink or 


white gold with stainless steel back. The links — 


hain ict 


are newly styled, fittings scientifically designed, 


and the springs are non-corrosive stainless steel. . 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
: : 36 GARNET STREET © PROVIDENCE, RHODE ISLAND 


) REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 
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LEADING JEWELERS 
and DEPARTMENT STORES 
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TUCSON @ £1 PASO 7 ACTUALLY PREVENTS TARNISH! 





Everywhere we ask, it’s the same. Leading jewelers and department stores (38 out of 
the 42 interviewed in El Paso, Amarillo, Las Vegas, N. M.; Santa Fe, Albuquerque, 
Tucson, Phoenix, San Diego, Long Beach, and Los Angeles) are enthusiastically 
promoting Pacific Silver Cloth. There must be a reason! Here’s what retailers tell us: 
It prolongs the life of plated silver by reducing abrasive 
polishing. 
It gives the dealer an extra sales feature and talking point. 
It adds a profitable line to the store. 
It makes silver easier to sell by removing objection to 
polishing. 
It creates store traffic. 
It preserves the factory-bright quality appearance of silver, 
eliminating the repolishing job for busy dealers. 
It saves customers hours of silver polishing. 
It 1s the only cloth which actually prevents tarnish with 
lifetime effectiveness. 
Dealers who tie in with our national advertising are doing still bigger 
business! Women see this advertising regularly in nine of the leading 
magazines and are looking for Pacific Silver Cloth. Feature the name 
, He prominently. Send for our free brochure of selling helps. It shows new 
4 : [ mats, display cards and other promotion materials—yours on request. 
: ie Your distributor can give you complete information about Pacific 
Silver Cloth in chests, bags, rolls, wraps and packets. Call him today 
or send us the coupon below. 


*This is number 14 of a series covering major cities. 
Previous surveys showed similar results in 78 Eastern, Southern and Middle West cities. 


Tea! Saat SS an ee ee 


PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleaming new spoons in Silver Cloth, retained its original sparkle! The other 
a tarnish test* conducted by the United States Test- four spoons, though wrapped in various “‘anti-tarnish”’ 
ing Co., Inc. Only Spoon A, protected by Pacific and “‘tarnish-proot”’ cloths, did tarnish as shown. 


*Test #70448. Mar.6,'46 (photos absolutely unretouched ) 





* PACIFIC MILLS, Department JC 8 : 
s 214 Church Street, New York 13, N. Y. , 
- Gentlemen: I am interested in []) wraps, (chests, [| hollow ware bags, [] place-settingrolls,(jpack- # 
, ets made with Pacific Silver Cloth. Send me names of sources of supply and descriptive literature. - 
i] 
s NAME *eee0eeeee#eseeese#enee#ensee#ee3ee@e#eeeeeneeeeeeeee#eeesee7e#eee#ee#e#e *eeeee7neeneee*eeeeseeeeneeneeeeeee#e eeeeseeeeeees - 
Pacific Silver Cloth : POSITION eeeeveeeveeeeeeeeeeeeeeeeeeeeer eeeeeeeeneeee$ DEPT. eeeeeeeee ee ee8 eeeeeeaeeeee2e* &@ - 
° . s 
1S recommended by t STORE eeeeeese5us8seesee@*e7e#*ee#s8+ee*ee#eee##€e#8s#8e eeeee7#eee7#es @eeeoeeoeeseeeeeenerteeneeeeeeeeeneeeeeeeeeee e@®eeseeoeeeeeeenees se. - 
leading silvers ‘th - a STREET ADDRESS ....-.->. eeeeeee eeeeeee e@eeeoeeoeevoe eevee eeeeeeeeeeeeeereeeveeeeeeeeeeeeeaeeee ee ee a 
anes s and jewelers - CITY. e*eee*ees: SCOCOSCHEEOOESCEEOOSOESSS OME COC CECCeS e*eee#ees STATE e*eeeeseeeneeseesee#ee#*ee#seee#ee#e?es e*eeeoeeeeeees : 
. * 
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Your Refine is Triple Checked... 
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“DYNA-FLO”, the exclusive Williams process; 
squeezes out the very last grain of gold, silver, 
platinum ... and palladium ... from the scrap you 
send us. There is no chance for error... triple check- 
ing of each step assures you of that. Our detailed 
refining report, checked, doubled-checked, triple- 
checked, goes with every return we send you. 
Remember, the bigger we can make 

our check for your scrap the better 
we like it. Try our modern refin- 

ing service for best returns always. 


WILLIAINS soc Refninug Co. 


FORT ERIE N., ONTARIO © BUFFALO 14, N.Y. © HAVANA, CUBA 
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P™ GOUDEN CHORD 


SPEIDEL GOLDEN CHORD in 
Yellow, Pink or White, is luxuri- 
ously packaged in a lavish 
Empire Presentation Box ...a 
fitting case for a fashion first. 

*$9.95 






Here truly is a magnificent creation! A ladies’ watch bracelet so smartly and 
simply designed, so richly packaged, that it will sell itself. 





7 
SPEIDEL GOLDEN CHORD — a new concept in a woman’s ysiCc 
watchband ... gleaming strands ingeniously 1 red prIO® 
° ° epe? 
interwoven to simulate the beauty of tt $1 Q is reve” t 
. t , 
hand-woven cords. Even the end links aday on Fister cauin peor 
° 
carry out the smart cord theme and every our tions of rod! arnt PARKS cat yewet egdio SHON nn 
appear to continue right into the lug of the every me pHs 1 AND your 1. news excite gyndeY ©’ 
watch case. No tools needed to attach spel , publicit? - “ ELERS- ‘1 7 
GOLDEN CHORD. Just release the knob, nore ‘8 favlo¥ tor the LOCAt roost yo Coot " sHO 
slide cross bar into lug, and click into - ced PY — pyerwork oP ¥y 
ee ° . 0 r ell 
locked position . . . see illustration. ps time. > - t T carry ° 
415ind \ eroilind yr store 
CROSS BAR 8B the aver ot} ia omers colors 
pr ge 
we ; x \ pe olor> 
) most gvertisind c 
—— WY \\t me ech -” ve a 1 a color” 
\ss - * Nn pes” 
PULL rely ot ve 
KNOB yy = septe™™ h 1ss¥e ° ty eel 
TO LEFT ocrobe* 3th 1ssv© 












IS FIRST WITH THE 
FASHION-FIRSTS! 


SPEIDEL introduces another masterpiece in watchbands for men! 
GOLDEN TEMPLAR — a thrilling interpretation of the 
fabulous, hand-lapped, interwoven Curb Chain which 

was worn by gallant knights of old. Now styled 

with the modern convenience of expansion. 


Offered in an equally unusual pack- 
age ...an authentic replica 
of a medieval scabbard. 


SPEIDEL GOLDEN TEMPLAR 
is available in Yellow, Pink 
White, with *%” or 4" ends 


*¢ 


NOTE: The SPEIDEL GOLDEN 
TEMPLAR is also available in com- 
bination with mesh link ends. 
Order as item No. 361 — 
*$12.95 
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Here’s the fastest moving, most popular 
men’s watchhand in America! GOLDEN 
K NIGHT—design-inspired.by the armor 
worn by history’s fabulous knights. 
Magnificently gift-packaged. 
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SPEIDEL GOLDEN KNIGHT? 
available in Yellow, Pink @ 


, ° e -~ s,s ef 2 Seat 
White, with %” or %” % 





A new, bold venture in watch bracelet styling . 
. . . 7 . , 
universal wide ladies’ watch bracelet in gold-filled 
quality, that heretofore has been obtainable only 
in specially designed bracelet-watches. 


FIESTA by SPEIDEL combines the shimmering beauty of 
wide Golden Templar expansion links, with end links that 
will immediately harmonize with any ladies’ watch. And 
this end link construction, like that of the Speidel Golden Chord, 
isso simple that it takes a minute, and no tools, to attach watch 


bracelet to any watch case. 


A special gift box was made for this new wide 
SPEIDEL ladies’ watch bracelet, as illustrated at 
right. See how simple it is to use this same gift 
package for presentation of both the watch and 
the FIESTA by Speidel, after you have sold both 
to your customer. In yellow, pink or white. *$13.50 


Speidel has woven Oriental splendor 
into MING TAI! This exciting ladies’ 
watch bracelet features exclusive 
“Custom Ends” and is magnificently 
packaged in a jade-like curio box. 
In yellow, pink or white. 
With Custom Ends . . . . *$9.95 
With regular“D” ends . . . *$8.95 
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NEVER in the history of watch bracelet merchandising have 
you had such a unique method of displaying and presenting 
watch bracelets to your customers. In addition to the magnifi- 
cent Treasure Chest above, we offer a similar chest in black 
leather holding 12 men’s watchbands. Also available are smaller 
“6-In” men’s watchband and “8-In” ladies’ watch bracelet units 
covered with same rich gold embossed leather. Here are the 


available units: 


LADIES‘ WATCH BRACELET UNITS 


L/200 - RETAILER’S COST $29.35 —- SELLING PRICE *$71.60 
Includes 4 Speidel GOLDEN CHORD 
and 2 Snake Chain bracelets 


L/300 - RETAILER’S COST $30.30 -SELLING PRICE *$74.25 
Includes 2 Speidel FIESTA, 3 MING TAI, and 3 Snake Chain 


L/400 -RETAILER’S COST $30.50 —-SELLING PRICE *$73.15 
Includes 2 Speidel GOLDEN CHORD, 1 FIESTA, 3 MING TAIT. 
and 2 MIGNON 


Note: Each one of the various watch 
bracelets mentioned above is illus- 
trated in detail on the back cover of 


this folder. 


MEN’‘S WATCH BAND UNITS 
M/500-RETAILER’S COST $63.70-—SELLING PRICE *$156.50 
Similar to above L/100 unit but covered with rich black leather 
with 2 “lift-out” trays. Unit includes 5 Speidel GOLDEN TEMP. 
LAR, 3 GOLDEN KNIGHT, 2 GOLDEN KNIGHT Ident., 2 
GOLDEN TEMPLAR combination with links. 

M /600-RETAILER’S COST $31.50-SELLING PRICE *$77.70 
Includes all Speidel GOLDEN TEMPLAR, 2 of which are com- 
bination with links (Item No. 361). 

M/700-—-RETAILER’S COST $31.85—-SELLING PRICE *$78.25 
Includes 3 Speidel GOLDEN TEMPLAR, 1 GOLDEN KNIGHT, 
1 GOLDEN KNIGHT Ident., and 1 Item No. 361. 
M/800-RETAILER’S COST $31.85—-SELLING PRICE *$78.25 

Includes 5 Speidel GOLDEN KNIGHT 
and 1 GOLDEN KNIGHT Ident. 




















She sweetest gifts for little gitls.. 
cach beautifully gift packaged / 






BRACELET AND LOCKET SET 




































Item No. Description Retail 

$1570 Single Heart — Hand Engraved.................................. *$9.95 

$1571 Double Heart. Hand Engraved................ scnskienann * 9.95 

§ 1572 Shield — Hand Engraved........... Ree *12.50 

oro, $1573 Mother/Pearl — With Double Heart *12.50 

$1575 5 le $1574 Mother/Pearl — With Cross... ccc seen *12.50 
$1575 Stone Center -- Ruby, Aqua, Sapphire *12.50 























BRACELET ONLY 








Item No.: Description Retail 

A 1570 Single Heart — Hand Engraved.................... *$7.95 

A1571 Double Heart — Hand Engraved................. * 7.95 

A1572 Shield — Hand Engraved................................... * 8.95 

A 1573 Mother/Pearl — With Double Heart......... * 8.95 

A1574 Mother/Pearl — With Cross 000000000000... * 8.95 } 

A 1575 Stone Center — Ruby, Aqua, Sapphire... * 8.95 
MISS MIGNON BY SPEIDEL IS ALSO & “a , 
AVAILABLE IN BABY BANGLES, BABY 0 scchnlin. ‘a 
CROSSES. BIB HOLDERS AND BABY "7 Bara yo ‘et 
PINS...ALL IN THIS EXQUISITE GIFT —— Te \? 


PACKAGE. 





MAKES ANY 
TIMEPIECE A SHOW Piece 


In ladies’ watch bracelets, in men’s watchbands 
y] 


SPEIDEL Is First with Fashion Firsts . . . 


Illustrated below are the newest and most popular SPEIDEL watch bracelets — 

all available in Yellow, Pink or White. The ladies’ watch bracelets are available 
in a variety of ends as indicated, and the men’s watch bands come in 54” and 34" end | 
sizes. Be sure to specify end size and color when ordering. ] 


All prices indicated by “*” are FEDERAL TAX INCLUSIVE. SPEIDEL Golden Knight, 
Golden Templar, Golden Chord, Ming Tai, Fiesta watch bracelets and Miss Mignon j 


children’s jewelry are FAIR TRADED. 4 


SPEIDEL CORPORATION + 70 SHIP STREET * PROVIDENCE 2, Rg, 


TITEMS are available in 10 KARAT GOLD Top Shells, Stainless Steel backs. Speidel 10 KT 
Golden Templar and Golden Knight to retail at $32.50*. Speidel 10 KT Golden Chord and 
Ming Tai to retail at $25.00*. All attractively gift-boxed. 
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-canctively styled . - . precision-made 
for accurate time-keeping. 
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our new line displayed at the A. N. R. J. A. Convention, Booth No. 305. 





CREATORS OF THE 
EWEST DESIGN IDEAS 
Cv 


230 0 ee a ee CO eo 
GOLD FILLED JEWELRY 


| STOCK COM 


, RHODE ISLAND 











21 Maiden Lane E. Madison St. 
NEW YORK CHICAGO 
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Vhat “U.S.” Has 
Is Worth @ 
ce Showing! | 




























What “U.S.” Shows 











THE JEWELERS’ CIRCULAR-KEYSTONE 


» 
Is Worth 








U.S. JEWELRY CO... 





H. E. BAUMOHL., Pres. 
BALTIMORE -1, MD. 


WHOLESALERS 
























Rings enlarged 
to show detail 








8 diamond 
combination set 
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Diamond Engagement and Wedding 
rings so ingeniously designed that they can be 
bought separately or together... and worn 
separately or together. 


oe - \\\) oe 
Whether coupled or not, there is absolu ) 

no visible trace of the lock device . . . no 
hinge, no catch, no stud or concavity to mar 
the beauty and symmetry of the Miracle 
rings. 

The Miracle* Twin clasp keeps the matched 
bridal ensemble perpetually aligned. . . 
prevents awkward ring twisting and shift- 
ing, saving rings from costly wear! 











For the full beauty in rings and diamonds, your customers 
will want the patented Miracle Twin. Besides, the dia- 
mond looks at least 25% larger in the registered 
Miracle* Diamond Ring. For your own diamond merchan- 
dising success story, get these revolutionary new rings! 
Consult your jobber; if he cannot supply you, write us. 


WARNING: 


Any and all infringements of Shiman Bros. patents, 
trademarks, or copyrights will be prosecuted to the 
fullest extent of the law. 
























Se ee FREE 
ee Mats and Dealer Helps on Request 





. . . _ *Patented and Reg. U. S. Pat. Off. & Patents Pending 
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Dainty in style and 
design. 7 ruby 
jewel movement, 
chrome steel-back 
case, unbreakable 
crystal. Suggested 
retail price . 


$12.95" 


alelaletteliil See a 
iceable and de- 
pendable. 7 ruby 
iewel movement. 
Chrome steel -back 
case, unbreakable 
crystal. Suggested 
retail price . 


$12.95* 


Exceptionally thin. 

ruby jewels, 
chrome steel-back, 
unbreakable crys- 
tal. Suggested re- 
tail price $13.95° 


DISTINCTIVE 


in appearance 


DISTINGUISHED 


in performance 


eh 


These are the famous ORIS Timepieces sold 
and serviced in practically every country in 
the world. High-styled, precision made and 
priced to sell on sight. Every way you figure 
it, ORIS spells PROFITS! 


DIRECT CONSUMER GUARANTEE 
WITH EVERY ORIS TIMEPIECE 


ORIS 7-point Craftsmanship 


@ 7 ruby jewels for all principal bearings. 

@ All parts interchangeable. 

@ Separate mainspring balance and lever bridges. 
@ Pin pallet lever precision movement. 

@ Mainspring power for 40 hours running. 

@ Automatic mainspring over tension guard. 

@® Unbreakable non-discoloring crystals. 


‘Also available in rolled gold. 


Traveling Alarm Clock in fine genuine leather 
case. Assorted colors. 7 jewel movement in 


role) be -\on mm A°l0] mele) :1:1 34.3 dust-protected chromium case. Radium figures 
and hands, unbreakable crystal. Automatic 


Ask for free colorful illustrated literature. Pelloldii Mm eithaielah 


WRITE FOR FREE MAT SERVICE ¢ L. HARRIS COMPANY, INC. ¢ U. S. DISTRIBUTORS © 665 FIFTH AVE. « NEW YORK 22, N. Y. 
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exclusively 
designed by 
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OLYMPIC LADY 


There’s the classic grace 
and the precision performance 
of a champion 

in the strikingly beautiful Olympic Lady. 
The famous 17 Jewel Olympic movement 

assures years of unfailing 

time keeping service. 
R. GSELL & CO., INC., 15 WEST 37th STREET, NEW YORK 


L Y M - “ < 
& T € Hi E S 


TREASURED EVERYWHERE FOR ALL TIME 
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CHAS. GOLD presents... 
MASTERPIECES in 14k GOLD 


Practical gifts of beauty . . . exquisitely designed and fashioned 


with that heirloom look to satisfy the most discriminating tastes. 





FOR HER e e e Engine 


turned vanity of 14K gold, with dis- 
tinctive diamond, ruby or sapphire 
ornaments. 

Cigarette boxes to match, perfectly 
sized to hold king size or regular cig- 


arettes. Matching lipsticks. 





See ee | 











F O R H I M e « e Hand- : : oS 


somely wrought 14K gold cuff links : 


and matching tie clip. Links clasp A oS Se 
around cuff for easy one hand opera- 
tion. < 


Manufacturers of: 


¢ Bracelets ¢ Cuff Links 
¢ Watches ¢ Rings : 

; menainnge ¢ Belt Buckles os — a 
* Clips . a a ae 
“ee ¢ Garters tt om yg OF 

* Vanities : -~ AS 


* Cigarette Cases ~ Money Clips 


¢ Lighters © Tie Clips 
¢ Lipsticks ¢ Knives 
¢ Key Chains ° Barrettes 


* Photo Lockets ° Suspenders 


(Ce ALWAYS SOMETHING NEW IN GOLD 


CHAS. GOLD & CO. 


36 WEST 47th STREET. NEW YORK >. We = 
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Do You Carry These 
Protitable Lines? 


1847 ROGERS BROS. 
COMMUNITY PLATE 
WM. ROGERS & SON 
TUDOR PLATE 
RONSON 
WESTCLOX 
TELECHRON 
SETH THOMAS 
REVERE 
HERSCHEDE 
U. S. TIME CORP. 
CANTERBURY WATCHES 
MANNING-BOW MAN 
REMINGTON-RAND 
ELECTRIC SHAVERS 
HELLER SIMULATED PEARLS 
SPEIDEL 
GEMEX 
ANSON 
JACOBY-BENDER 
CHEEVER-TWEEDY 
MARATHON 
SILVER CITY GLASS 
TIFFIN GLASS 
SINACO STEMWARE 
CRAWFORD WATCHES 
GOLDEN WHEEL 
DRESSWARE 
POOLE PLATED 
HOLLOW WARE 
WEBSTER BABY GOODS 
ROLLS RAZORS 
CORY COFFEE MAKERS 
ALVIN STERLING 
FLATWARE 
ANCHOR ROGERS ANCHOR 
STERLING FLATWARE 
PROVIDENCE STOCK CO. 
(Costume Jewelry) 
WOLCOTT ROSARIES 
ROCKWELL GLASS 
DUNN BROS. MEN’S 
JEWELRY 
Plus: KNAPP-MONARCH 


APPLIANCES—our newest 
profit maker! 


Since 1869, J. W. Jounson, INnc., has served the 
retail jewelry trade as suppliers of profitable, fast- 
selling, nationally advertised merchandise. Jewelers 
country-wide have come to recognize the exceptional 
quality of everything JOHNSON handles. 


Newest addition to Johnson’s ever-growing selection 
of jewelry, silverware, clocks, watches, glassware, and 
ciftware is the famous Knapp-Monarch line of elec- 
trical appliances. These appliances offer unusual 
profit opportunities for any merchant who wants to 
expand his giftware department. 


While you are attending the convention, come down 
to old historic Maiden Lane and visit J. W. Johnson’s 
showrooms. You'll find many profitable suggestions 
there to include in your stock, and when you leave 
for home you'll know you've had a worthwhile visit. 


J. W. JOHNSON, INC. 


15 MAIDEN LANE 


Established in 1869 


NEW YORK 7, N. Y. 
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ESPECIALLY WHEN 
YOU CAN PROVE IT! 


me COUPE TESTEL 


LOVEBIRD 





Have no illusions, Mr. Jeweler . . . we have a selective consumer market 
today! The public just won’t snap up anything you show, any longer. 
You’ve got to offer superlative quality and honest value these days to earn 
the consumer’s dollars. And the best way to do that is to offer known 
brand. merchandise ... like Loupe-tested Love Bird Perfect Diamond Rings! 











Loupe-tested Love Bird Perfect Diamond Rings win immediate consumer 
confidence with a double guarantee of flawless perfection—a written 
guarantee from us, the manufacturer .. . and an implicit guarantee from 


you, the legitimate merchant. 


And to make your diamond sales even easier, and your diamond volume 
even bigger .. . Loupe-tested Love Bird Perfect Diamond Rings has for 
you a traffic-stopping, customer-convincing window display, and free 


business-building, prestige-building ad mats. 


So send for the Loupe-tested Love Bird sales-making merchandis- 
ing plan... TODAY! A limited number of franchises are available. 


YOU ARE CORDIALLY INVITED TO VISIT OUR BOOTH No. 3... 
WALDORF ASTORIA... . NEW YORK CITY, AUGUST 9 to {2th 


a, \ 


vy € 
° qnadtk MAny 


) | [ | | ee oe. PE TESTE e 


. ee — 4 *Oure restt® 
CREATORS ’ Onn RIS 

630 FIFTH AVENUE, NEW YORK 20, N. Y. « 
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At the Waldorf-Astoria, N. Y. Aug. 9-12 


A watch to be proud of. 


for complete information and prices, write: 


f Grrdiats Ft. 


8 West 48th Street e New York 19, N.Y. 
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See 
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...new exclusive designs that fill a long-felt 
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Calvert, in 17 jewels are made to retail 
from $29.75 to $52.50; Calvert, in 7 jewels, 
from $19.75 to $24.75. , 


Watch for Calvert ads in The Saturday Evening 
Post, Look, Life, Collier's, The American Magazine 
and Esquire. Aftractive display material and mats 


are available to help you make profitable sales 


CALVERT WATCHES ARE DISTRIBUTED 
EXCLUSIVELY BY 


|. ALBERTS’ SONS, Inc., Boston, Syracuse * BALDWIN. 
MILLER CO., Indianapolis *« S.H.CLAUSIN & CO., 
Minneapolis, Spokane « EDWARDS & CO., Kansas 
City « J. ENGEL & CO., Inc., Baltimore « THE 
GERWE-BROWN CO., Cincinnati, New Orleans 

A.C. POSSIN CO., Milwaukee « E. W. 
REYNOLDS CO., Inc., Los Angeles, San 


Francisco, Honolulu. 





Getin touch with the one nearest you 


CALVERT WATCHES 





681 FIFTH AVENUE, 
SEE US AT BOOTH 26 
NEW YORK 22, N_Y. A.N.R.J.A. SHOW, New York 


, : August 9 to 12 oe 


CALVERT 


A Cherished | : 
WATCHES 
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Srer ine FLATWARE 
Parrenn INDEX 


ae 


In use daily 


ce : | Here Are All the by leading 
All Books are sold : ) Jewelers 
Remittance With Order : a ANSWERS everywhere 
An absolute necessity in tracing patterns to be matched. An excellent means of 


suggesting pattern names to customers. _ | | : | 
The illustrations are printed exact size on fine coated paper. The pattern names, 0 ig d. CT 
printed on ledger paper, are arranged alphabetically under one combined index— eo y ours 
and again according to companies using them. It is arranged im loose leaf form ; 
with a durable cowhide leather ring binder. _ | : f 0 d a VY 














THE JEWELERS' CIRCULAR-KEYSTONE  ——— 


100 East 42nd St., New York 17, N. Y. 
Chestnut and 5éth Sts., Philadelphia 39, Pa. 


Send THE STERLING FLATWARE PATTERN INDEX. Remittance $ 


We want the complete set with binder O 
We want the complete set without binder [] 


Without binder, $15.00 
PRICE < With binder, $20.00 
Binder only, $6.00 
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or catch replacement sales. 


SOLD THROUGH WHOLESALERS EXCLUSIVELY 


Duchess Jewelry Mfg. Cory. 


NEW YORK CITY, NEW YORK 


Se et ee 


“to OPEN. ‘caren | 
“Simply slide button 
_ tewords you, with Gene 


, “Clasp | opens instantly — 
lift up, and remove band 
from wrist. . 


TO ADJUST CATCH 
Glide the sliding member 
= _into the clasp until band 
= - fits. most comfortably. 
Clasp will then lock avto- 
ma! oily ond remain 
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SOLID STERLING CIGARETTE CASES 


Here are outstanding examples of the silversmith’s 
art. Beautiful in design — meticulous in craftsman- 


ship. Wide variety of styles for men and women. 

All men’s cases have inside bezel. All cases packed 

in Pacific silver cloth envelopes. 

A. Tuxedo model. Long and C. The Diplomat. Full pack 

iene ame §88=§©—| | COMPANY, INC. 
Six engine turned designs. 


B. The Princess. Lady’s full 

pack case for regular or 0D. The Executive. Stream- Silversmiths 
king size cigarettes. Hand lined and sleek. Holds 14 

engraved or engine turned cigarettes. 


designs. 157 Orange Street * Providence, R. I. 


illustrations reduced approximately one-quarter. 


Sold through the wholesaler only. 











Henry Green Albert Davis Chester Mandelbaum 
REPRESENTATIVES: 9 Maiden Lane 29 East Madison Street 220 West 5th Street 
New York, N. Y. Chicago, Ill. Los Angeles, Calif. 
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La 
Liner Walch cases | 
For almost half a century 
Lewitt has built and maintained 
a reputation for originality in design 
and accurately fitted watch-cases. 


dimeione Craftsmanship and Quality distinguish 
14 KT GOLD all Lewitt cases in both gold and platinum. 


for 6 diamonds 




















#1522/8G39 
14.KT WHITE GOLD 
for 14 diamonds 





#2226 
PLATINUM 

for 42 diamonds 
and 4 baguettes 












TRADEMARK 
REG. U.S. PAT. OFF. 


: ae a Rad eee > | 
¢ \ ee > : : | 


ya eo BROS. & COLIN. 


Watch cases illustratedareonlyafew =| No i o//) Gj) snulacfuscts af 


Ph ¢: CUIGTS F 
— CG, / Dh han GUthtt 2 
in |4KT, white or yellow gold and plat- . G. ld and / TELL, UW QkCh (5as¢s 


inum to fit all Swiss and American “898 64 WEST 48th ST., NEW YORK 19, N.Y. 


movements for WATCH IMPORTERS and — Plaza 7-4244 
JOBBERS. Write Lewitt today for your 





“#1500/SPI 
14 KT GOLD 








styles from the Lewitt line... made 






~ 





requirements. Samples submitted. 
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These authoritative and interestingly written books on a wide 
range of subjects about your business will be a great help to you. 
Just put a circle around the books you want on the coupon below, 
write in your name and address, attach your check, and send it to 


For the Gem Expert, Connoisseur and Student of 


















Gemology 
1. GEMS AND GEM MATERIALS 


Drs. Kraus & Slawson 
1A. KEY TO PRECIOUS STONES 
L. J. Spencer 
2. GETTING ACQUAINTED WITH MINERALS 
George L. English 
3. REVISED LAPIDARY HANDBOOK 
J. H. Howard 
4. STORY OF THE GEMS | H. P. Whitlock 
5. STORY OF DIAMONDS 


5A. FAMOUS DIAMONDS OF THE WORLD 


sB. INTRODUCTORY GEMOLOGY 
Robert Webster 


$4.00 
$3.50 
$2.50 


$3.00 
$4.00 
$1.85 
$1.25 


$3.50 


On Silver for the Jeweler, Collector and Antiquarian 















6. THE STERLING FLATWARE PATTERN INDEX 
Without Binder 


With Leather Binder 
7. ENGLISH SILVER (1675-1825) 
Stephen G. C. Ensko and Edward Wenham 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler 


9. NAVAJO AND PUEBLO SILVERSMITHS 
John Adair 


$15.00 
$20.00 


$2.50 


$4.00 
$4.00 


For the Skilled Watch and Clock Maker, the Appren- 





tice and Student 


10. PRACTICAL WATCH REPAIRING 
Donald De Carle 


11. PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 
12. WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICT agp wel AND GUIDE 
. J. Britten 


13. KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers 

14. MODERN WATCH REPAIRING & ADJUSTING 
Bowman & Borer 

14A. MODERN CLOCKS 
T. R. Robinson 

15. CURIOUS HISTORY OF MUSIC BOXES 


Roy Mesoriak 


16. SIX QUAKER CLOCKMAKERS 
Edward E. Chandlee 


17. TIME AND TIMEKEEPERS _ vy. |. Milbam 





















$5.00 


$2.75 


$6.00 
$5.00 
$3.00 
$3.00 
$5.00 


$10.00 
$2.49 


HAVE YOU READ THESE BOOKS? 





us. We will send them postage prepaid anywhere in the United 


States. Remittance must accompany all orders. No books 
on approval. Prices subject to change without notice. 


18. MODERN METHODS IN HOROLOGY 


sent 


Grant Hood $2.50 
19. PRACTICAL BALANCE AND HAIRSPRING 
WORK W. J. Kleinlein $3.50 
20. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 
21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5.00 
22. SCIENTIFIC TIMING Charles Purdom $6.00 
23. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
24. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle $3.00 
25. THE SCIENCE OF CLOCKS AND WATCHES 
(2nd Edition ) A. L. Rawlings, Ph.D. $5.00 
26. HOROLOGY J. Eric Haswell, F.B.H.1. $4.50 
27. WATCHMAKERS & CLOCKMAKERS OF THE 
WORLD (Enlarged 2nd Edition) 
G. H. Baillie $6.50 


For the Jewelry Repairer, Engraver, Designer 


and 





A 


Enameler 


28. JEWELRY REPAIRERS’ HANDBOOK 


J. G. Keplinger $1.25 
25. JEWELRY DESIGN AND APPLIED DESIGN 
C. A. Jakobb $25.00 
30. JEWELRY AND ENAMELING 
G. Pack $3.50 
31. REFINING PRECIOUS METAL WASTES 
C. M. Hoke $6.00 
32. ART MONOGRAMS AND LETTERING 
J]. M. Bergling 
(Special 16th Edition—Paper Cover) $2.00 
17th Edition—104 Pages—Paper Cover $4.50 
33. METALCRAFT AND JEWELRY 
Emil F. Kronquist $3.00 
34. ABC OF MODERN ENGRAVING 
William Kassel $1.00 
35. TESTING PRECIOUS METALS 
C. M. Hoke $2.00 
36. RINGS THROUGH THE AGES 
James R. McCarthy $2.50 
37. THE JEWELERS BUYERS DIRECTORY, 
1948-49 Edition $2.00 
38. 3,033 RETAILING IDEAS Emanuel Lyons $3.50 
39. JEWELRY MAKING AND DESIGN 
Rose & Cirino $8.95 
40. JEWELRY GEM CUTTING & METALCRAFT 
W. T. Baxter $3.00 
41. HAND-MADE JEWELRY 
Louis Weiner $2.75 











Please send the following books: 
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100 E. 42ND ST., NEW YORK 17, N. Y. 


1—1A—2—3—4—5—5A—5 B—6—-7 —8—9—.10—1 1—12—-13—-14—_1 4A—_15 16 —-17 
18—19—20—2 1—22—23—-24—-25 —26—27—28—29—-3 0—-3 1—_32—-3 3-34-35 36-3 7-3 8-39 —_40—-4 1 


[] CHECK [] MONEY ORDER [] FORS........ is attached. 







oo we 2. 8s. @2 2 42 & OC. wee 2. CB 2 8 2 CB 8. 8 &.8 BB BO 2 2 @ w&» 6-24 ee SS © 62 02 BS 6-2 SRS 


re ae ca ee lee a ee os) ok Ea ee en ee 
Check or money order must accompany all orders. Do not send cash. 
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IN THIS 


a display! ... this famous 
Rings-O-Bliss merchandise tray! 
Recognized by discriminating jewel- 
) ers everywhere as a powerful selling 
aid, it induces impulse buying, pays 
| big dividends AT ONCE in in- 


. be creased sales! Given free with 
) 


initial order of Bliss wedding ring 
| styles to please all your customers 


sets .. . twenty distinctly different 
) TR ‘ . in sizes 4% to 7% for the bride, 
A 








7% to 12 for the groom. Each 
masterfully designed and skillfully 
wrought by jewelry craftsmen ex- 
perienced in satisfying both custom- 
ers and retailers alike for over 50 





THROUGHOUT THE CO 


lowolers pepo 


Lings 0-Bls 


TRAY | 








UNTRY 


ery 












years! Replacement service within 
24 hours after receipt of order, on 
sets sold from tray! Custom order 
sizes are supplied equally as fast! 
Always a full line to show custom- 
ers without tying up capital in big 
stocks on each item! The tine 
national reputation of Bliss rings, 
together with this unique mer- 
chandising plan make Bliss a pre- 
ferred brand among jewelers who 
concentrate on building sales and 
good will. Investment is below 
$200. Order famous Rings-O-Bliss 
merchandise tray, today! Your 
wedding ring volume will boom! 





ACT NOW AS WE 
ARE ONLY ABLE TO 
ACCOMMODATE A 
: LIMITED NUMBER. — 


FOR AUGUST, 1948 
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29 EAST MADISON STREET 
CHICAGO 2, 
phone STATE 3876 


ILLINOIS 
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You ll Improve 
Your Diamond Business 


Sf You Htock and Yealume 


A KHODI-GEM RINGS 


ance eates 


= Rhodi-Gem Rings are cleverly carved to give the impression of being set 
with melee you can offer better quality, better made, heavier settings of top styling 
at prices your customers want to pay. Why not feature rings that have that expen- 


sive look but are in the popular price range where you get most of your volume. 






GOODMAN & COMPANY 


Makers of Quality Jewelry Since 1903 
42 WASHINGTON ST. e INDIANAPOLIS, IND. 
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could retail for as high as $7.95 
Cost to you $3.00 


Just compare! There’s $7.95 value in every inch of this MELE value-packed 
“Treasure Chest” Style No. 501. Thirty-six years of experience make this incom- 
parable value possible! You'll find these sparkling features in this artfully designed 
MELE Jewel Box: wood “Magic Tray” with ring holder and earring bar 
distinctively curved lid. . . Morocco grained genuine leather covering . . . solid brass 
Sides in quilted motif design . . . lightweight aluminum frame for added strength 
... lustrous velveteen lining . . . curved set-in lock with key. Size: 10 x 7 x 314”. 


Colors: red, wine, green, brown, navy, medium blue, baby blue, rose, ivory. 


Sensational sales reported by: Abraham & Strauss, Brooklyn, N. Y.; Famous Barr, 
St. Louis, Mo.: Kaufman’s, Pittsburgh, Pa.; and countless others. 
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Style 501 


Minimum order: one dozen 





Write for Catclog on complete MELE line 

of Jewel Boxes retailing from $2.98 in genuine 

leather, FREE AD MATS AVAILABLE 
UPON REQUEST. 


MELE MANUFACTURING CO., Inc. 
220 FIFTH AVE., NEW YORK 1,N. Y. 
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MELE Treasure Chest 
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BRINGS YOU 
SENSATIONAL 
SALES STIMULATORS 


HIGH POWERED PROMOTIONS THAT PROVIDE 
IRRESISTIBLE BUY APPEAL FROM 
EVERY VIEWPOINT 


@ NATIONAL ADVERTISING SUPPORT! 





@ FREE NEWSPAPER MATS! WITH ORDER 





@ PERFECT SALES PROMOTION MERCHANDISE 





@ A COMPLETE SERIES OF PLANNED PROMOTIONS 


es a pamono\ 
Ya ONYX RINGS 


If 
Ze UK a Ow Cold Sett tings 


capies’ stv 


Buy Now... Pay Later 


NO EXTRA CHARGE 
FOR CREDIT 


FOR : 


nean_esieih 


WITH THIS COMPLETELY 


OF 
RiFIC SERIES 
a VEN PRO 


TEST PRO 


write for 


° 

speciaillY ae 
about Dase 
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MOTIONS! vee 


mic $a 
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DAVIDSON & SONS 


@ VALUES! THAT SPEAK FOR THEMSELVES 
@ COMPLETE MERCHANDISING SETUP! 








STORE MANE 
ROCKS the TOWN 


with Top, Terrific 
Thrilling Values! 


Os | GENUINE CENTERED 
iy * pay 10K COLD yt penne! . 
yiamenl nT 


10K ¥ eLLOW 


Ad} 
} 
Lf 
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PAY ON EASY CREDIT TERMS Pit 
SO° weexty 


penn these 
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qnenit TERMS 
+ ge wet ere. You will thrill 


“ay LATER... EASY 
JEWELRY 


INC. 
MANUFACTURERS OF Dason Aengo 


AND Beedal Cra WEDDING RINGS 


20 WEST 47th STREET, NEW YORK 19, N.Y. 
CHICAGO OFFICE: 29 EAST MADISON STREET 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















7 Lipstick and Watch Combination, 17 Jewel Pery Movement $210.00 Keystone 

Also available as Lipstick only 90.00 Keystone 

276-119 Knife-File and Removable Extension Pencil ae 74.00 Keystone 
315-15 Scissors-File-Knife 48.00 Keystone 


423 Repeater Pencil — Holds large supply of extra leads. 
Guaranteed Mechanism 42.00 Keystone 


424 Repeater Pencil without clip 30.00 Keystone 
12 Ladies’ Funnel Type Ejecting Cigarette Holder 38.00 Keystone 


14 Ladies’ Cigarette Holder. Cigarette ejected by twisting 
mouth piece $ 28.00 Keystone 


LOUIS TAMES @ 308 


GOLDSMITHS SINCE 1909 


36 WEST 471TH ST. NEW YORK 19, N.Y. 
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*Reg. U. S. Pat. Off. 





HARPER 














QUALITY 











EACH INDIVIDUAL SETTING IN OUR GOLD 
FILLED LINE IS MADE OF 1/20 12Kt. GOLD FILLED STOCK, as are 
the wire, chains, jump rings, spring rings, and ear wires. All our gold 
filled items are made of gold filled stock as above, heavily rhodium 
plated. The new Harper line of earrings, necklaces, pin and bracelets 


is now ready. 


e® e@ ® 
We have appointed Morris Spitzer and Julius Klein of 303 Fifth Ave- 


nue, New York City, as our national representatives for our Gold 


Filled Line. 


BUY WISELY BUY RELIABLE BRANDS BUY HARPER 





PERRY NOVELTY COMPANY 


85 SPRAGUE STREET - PROVIDENCE 7, R. I. 
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e\\ \\ | WITH THIS EVER-GOING... 
ag | ’4 NATIONALLY ADVERTISED, 










AUTOMATIC WATCH... 


with 9 Sensational, Promotion Wise Features: 




















SELF WINDING 

SHOCK RESISTANT 
NON MAGNETIC 
WATER RESISTANT 
SWEEP SECOND HAND 
LUMINOUS DIAL 

17 JEWELS 

SELF STARTER 

STEEL CONSTRUCTION 


P SELL ON SIGHT MERCHANDISING 
AND TIMELY NATIONAL ADVERTISING 
















POWERFUL ADS IN... 
SAT. EVE. POST TRUE ROMANCES 
COLLIER’S TRUE LOVE STORIES 
ESQUIRE SCREEN ROMANCES 
MODERN ROMANCES  PHOTOPLAY 
q 4 =e TRUE EXPERIENCES MOTION PICTURE 
Dans VOGUE MOVIE STORY 
ORDERS ACCEPTED FOR IMMEDIATE DELIVERY | Harper's BAZAAR MODERN SCREEN 
WRITE « WIRE «- PHONE TODAY TRUE CONFESSIONS RADIO MIRROR 














Jerry Kantor invites you to visit him 
at the Dallas Convention, Room 848 
—Adolphus Hotel, Dallas, Texas— 
September 5th to September 10th. 
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... thru wholesalers only 
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JEWELRY MANUFACTURING CO. 


SILVERSMITHS 


MAIN OFFICES AND FACTORY: 1835-55 E. MADISON STREET 
PHILADELPHIA 34, PENNSYLVANIA 


JACK KAY WILLIAM BART DAVE DIAMOND N. A. HOLM 


° M. MEYERS . 
Representatives 02 Nees Seek § 29 E. Madison Street 448-So. Hill Street San Miguel, 419 
New York 7, N.Y. Chicago 2, Ill. Los Angeles 13, Calif. Havana, Cuba 

°° SOLD THROUGH WHOLESALERS ONLY ° 
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AMERICA’S MOST COMPLETE LINE Sensational, Transparen 
eee wee eae = WATCH STRAP DisPLay 


Made of clear acetate, thi 

mmm N beautiful new display unit offer 

ee a every important sales advan. 

——— pate  . tage: perfect visibility, glam, 

—— : | : : ] Orous appearance and absolute 

| | : ee — protection. Equipped with a 
2 | \_ sturdy wire easel, 


















Complete with 12 straps ip. 
Alligator, Alligator Lizard 
Calf, Pigskin, Padded Calf 
(the “Hump”), or Cordovan, 


SOP Aen 


Rey 


sein to 






#1100 THE “HUMP”-PADDED STRAP 
Gallun calfskin. Sizes: 5s” and %4” 
Russet, Brown, 
Gray, Black 


KARLTON 1-PC. STRAP 


America’s most famous 
novelty Western leath- 
er strap, made of ar- 
tistically tooled Steer- ing ad Betty » ) 
hide . . . will fit any _— 5 to fit an,’ Ppular 

watch. i —_ "Y watch, **Yle in 




























all Ove 








| Straps _ 4 
made — pevelled and ase 
pane Spitching- 
aa SOLD TO AND THRU 


Edge* on 





WHOLESALERS ONLY—WRITE FOR SAMPLES! 


DY NYA) DCT Oh Ser. LO) 1) UB MEE “oiiors Ortce: Loews state Bice 
707 S. Broadway, Los Angeles 14, Cal. 
MAKERS OF FINE WATCH STRAPS SINCE 1922 Phone: Vandike 1475-1476 


121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. Sales Representative: George Dolin 
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BE CERTAIN WITH 


the line jewelers 


have sworn by 


since 1888 


the line that 

gives you a complete 
selection of saleable style 

numbers at popular prices 
for every occasion 
for every member of 

the family 
for every season of AK» ) _ , ys on your very next visit 


the year “YZ, to New York 


CERTAIN TO SEE 


When you come to New York for the Jewelers Convention come to the Empire State Building 
and ride the high speed elevators to the showroom of CERTINA WATCHES on the fifty-seventh floor. 
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RETAIL 
FOR BOTH! 


























Keystone K-8 8mm. 
movie camera, 
Wollensak coated lens F3.5 


$49.50 


EYSTONE MANUFACTURING COMPANY, 























BOSTON 


Take advantage of this wonderful business. 
boosting opportunity! We're now offering 
the famous Keystone K-8 8mm. movie hina 
and Keystone C-18 8mm. movie projecto, 


—to retail together for only $84.00. 


Build a fast-selling promotion around this 
by adding 


a screen, or film, or a carrying case. You'|| 


Keystone camera and projector 


still be able to sell the complete package 
for $100.00, or less. 


Stock up with a good supply of the 


Keystone K-8 and Keystone C-18, and start 


planning your promotion today! 


% 
oa 


ee Keystone C-18 8mm. 
ill movie projector, 


motor, 60 cycle, $34.50 
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300 watt lamp, 115-vol! 


24, MASSACHUSETTS 


Build an attractive promotion around this | 
special KEYSTONE combination offer! 
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Beautifully fashioned gold filled 
jewelry to grace the loveliest ladies. 








1/20 12 Kt.G. F. All pieces gift-packaged. | | as neem 
£ . las | ee | without stones—‘ 
a o as shown—$3) 50 
Sautoir—Chatea plain— $8.00 

Fine snake chain— $20.25 plus tax 
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Lustern Lady Loves as advertised in Vogue and Glamour 





Ouls , ern company PROVIDENCE, R. I. 
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distinctive creations 


en >>>>>><<<<<< 


of fine 
( 
@ SILVER PLATED WARE 


| anil 


/ GOLD PLATED WARE. 


~ A timely, outstanding collee- « 
tion of interesting pieces — 
foremost in beauty and crafts- 


manship. 


_. 


E’S SONS, INC. + APOLLO STUDIOS 


Manufacturers Since 1867 


SHOWROOMS: 325 FIFTH AVENUE, NEW YORK 16, N. Y. 
FACTORY: 139 North Tenth Street, Brooklyn 11, N. Y. 
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NOW COMPLETE! 
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You, our customers; by your generous support and loyalty have made 
possible a quarter-century of steady progress here at Armbrust. The 
newest milestone ‘n our tradition of leadership 1s the opening of our new 
factory at 735 ALLENS AVENUE IN PROVIDENCE. Please accept our 
sincere thanks for all you have done to make it possible. 





... AND A PROMISE FOR THE FUTURE! 


Through the years, Armbrust has combined craftsmanship with imagina- 
tion .--> manufacturing skill with the will to pioneer. That tradition will 
be maintained -- - TO SERVE YOU BETTER. Our modern new plant 
is large enough to insure considerably increased production. Yet, it is 
compact enough to assure the closest attention to the fne details of jewelry 
chain craftsmanship which is a hallmark of Armbrust Chain. 


y 
embrust Cham Oompa 
PTTL LI LISLE eamarail 


LLENS AVENUE PROVIDENCE 3, R. I. 





Howard D. Seebeck Mannie Levine Harry A. Saunders 
421 Silversmith Bldg., Chicago, i. 1 West auth St., New York 1, N. Y- 448 So. Hill St., Los Angeles, Calif. 
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Neuchateloise 


A one day alarm with 
precise, seven jewel 
movement. Accurate 
styling to satisfy the 
connoisseur of period 
motifs. 

MODEL 5180 


Musical Alarm 





ment arm 
proaqguces pieasing 


meload 





MODEL 160 


Camera-Style 8 Day Alarm 


Fifteen jewel movement, 
superb traveling clock in 
rich leather case. 


MODEL 124 | ee 
Seren sth 


ees 


SIO 
RT caall 
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De Bruce 8 Day Alarm 


Conventional teldine tees Radio Style Musical Alarm 


available in three sizes— = Rich, modern cabine 
small enough to tuck away” > light or dark stains 
—large enough for orna- aoe movement 

mentation. Fifteen jewel 

movement. Genuine, leath- 

er cases. 


MODEL 42 


MODEL K24 





- x 
Pte: ; PER iiss 


DE BRUCE CLOCK DIVISION OF Traveling Alarm 


The smallest travelers clock 
ee. made. As accurate in time- 


keeping as it is compact. 


17 WEST 57th ST., NEW YORK 19, N. Y. « MODEL ET1 


FOR AUGUST, 1948 









































M.W. SCHIFFMAN & CO. 


extends a cordial invitation | 





to visit our suite at the Waldorf-Astoria 
during the ANRJA Convention in New York, 
/\ugust oth through A\usust 12th. 





Creators of | 


“PURITY DIAMONDS 


" Slede Purity I; Your Security” 





M. W. SCHIFFMAN & CQO. 


Diamond Merchants for hour CGrenerations 


22 West 48th Street. New York 19. N. Y. 
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FOR AUGUST, 1948 


Paatt 


que cwentcr’ BA 


ss koad be weer ME 
BMS . se: beste me 


To the beauty of its fine design ROLEX brings the gift of wrist 
chronometer* time. But of equal importance in the competitive 
era he is facing, the exclusive jeweler who serves our exacting 
clientele will be happy with the aggressive support ROLEX is 
putting back of its product... to help his sales. 


W National advertising to the specific group who not alone 
appreciate ROLEX but can afford to buy it, interesting alert. 
advertising, mats and material for local use and point of sale 
display will round out the campaign. 


W Be sure our salesman gives you complete details of this 
profit-making plan, or address the American Rolex Watch 
Corporation, 580 Fifth Avenue, New York 19, New York. 


*Officially certificated accuracy 


RO 











A TYPEWRITER 

BRAND NAME THAT HAS 

BEEN A STANDARD OF 
COMPARISON FOR OVER 50 YEARS 




















wo RARIN' 

ro np Yu PROMOTE 
wih PRESTIGE 
ror PROFIT 


Onder You Ready to make delivery . . . in quantities to meet 


PROMOTION DEMANDS ... Rarin’ to help you with 
fr0 tH PROMOTIONS by supplying you with powerful, 
punchy ads that pull PROFITABLE. business. Yes... 


Underwood produces profitable business because it 
UJ \ DE RWOO y attracts conscientious, progressive people! It attracts 
youth ...the kind of people who buy jewelry. Mr. 
PORTABLE DIVISION Jeweler... there's a real deal waiting just for you... 
ONE PARK AVE. in UNDERWOOD Portable Typewriter promotions... 
NEW YORK, N. Y. now being used with spectacular success by smart 
jewelers . . . coast to coast. Let’s get together 

right now ... for this fall and Christmas! 
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the watch that sells on sight qi: 
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SLIM AS THIS 






‘‘,,. time to get up... time to get u : 
be , _— ‘« _. Exactly ten minutes to catch the 8:15.”’ ‘‘,. Sorry, | have another appointment.’’ 
... time to get up!’’ 


in stainless steel, to retail at $120 ; | : 7 , : 
including Federal tax. | 
in 14 & gold, to retail at $348 

* 


including Federal tax. 
€ ££ lt ¢«¢ K © 8 

















VULCAIN WATCH COMPANY, ENC. 630 FIFTH AVENUE, NEW YORK 20 






New PROFIT MAKER | 
proved VOLUME BUILDER | 


ITH Tory’s Model 21 and Model 27 jewel boxes you give your Customers 
better than pre-war value for their money .. . and build your sales, Profits 


and reputation. Look at all these selling features you can offer with assurance 
with jewel boxes from Tory: 





Attractive genuine leather covering in a choice of nine colors: req 

rose, wine, ivory, green, brown, baby blue, medium blue, navy. 

Elaborate 24-karat gold leaf tooling. 

Lift-up tray made with wooden frame (not cardboard). 

Velveteen lining throughout. 

New earring mirror initiated by William Tory. An eye-catcher 

a sales-maker ... and at no extra cost to you or your customer, 
@ Solid brass set-in lock. 


Take advantage of the fast, profitable sales being made with Tory creations. 
Phone WAtkins 4-0220; wire or write today for immediate delivery. Free news. 
paper mats are available. 


TORY'S cenuint veatHeR JEWEL BOX 
witH THE WEW. EARRING MIRROR 


$ 395 














suggested retail 


Model 21 
73% x 5344 x 2344" 








See our complete line 
in Room 836, Hotel 
New Yorker, during the 
National Luggage & 
Leather Goods Show, 
August 16-20. 


suggested retail 


(illustrated) 


@ Ask for full information on all othe 
Tory fast-selling genuine and simula 
leather jewel boxes, fitted sewing boxe: 


and overnight cases made fo retail from 
$2.95 to $8.95. 


TORY MANUFACTURING COMPANY, IN 


JEWEL BOXES * SEWING BOXES * OVERNIGHT CASES 
150 West 22nd Street, New York 11, N.Y. 


WORLD'S LARGEST MANUFACTURER AND DESIGNER OF GENUINE AND SIMULATED LEATHER JEWEL BOXE 
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Fairfax sponsors the merchar 


FAIRFAX Watches 

PAUL BREGUETTE Watches 
TRU-HEART Diamond Rings 
FAIRFAX Stone Rings 

BLISS Compacts & Jewelry 

D. F. BRIGGS Jewelry 
CAMFIELD Toasters 

BETTY CROCKER Electric Irons 
CRYSTAL PRODUCTS Dresser Sets 
DELTAH PEARLS 

DORMEYER Mixers 

DORSONS Jubilee Jewelry 
EKCO Cutlery 

FORSTNER Jewelry 

GEMEX Watch Attachments 
GENERAL ELECTRIC Appliances 
HADLEY Men's Jewelry 

_ HAMILTON BEACH Mixers 
IRONS & RUSSELL Emblems 
ISKIN Jewelry 


Y f businesses, like people, are known 
and judged by the company they keep, 
we re mighty glad we haven't been found 
wanting during the 25 years of our exist- 
ence. For certainly, we make it a point to 
cast our happy lot with merchandise and 
names that imply complete trust and be- 
speak dependable quality and value under 
any and ail conditions. Just glance at the 
names listed here, and you'll find it easy 
to understand why so many jewelers place 


their faith in FAIRFAX! 


JB Watch Attachments 

KIDDIE KRAFT Jewelry 

LUSTERN Jewelry 

MANNING BOWMAN Electrical Appliances 
MARVELLA PEARLS 

MASTERCRAFT Clocks 

POOLE Silver 

REMINGTON Razors 

RICHELIEU PEARLS 

RONSON Lighters 

SAMSAN Rings 

SETH THOMAS Clocks 

SCHICK Razors 

SPEIDEL Watch Bands & Jewelry 
U. $. TIME Ingersoll Watches 
WHITING & DAVIS Jewelry 
LIPPO Lighters 


and Other Leading 
Nationally Advertised Lines 





Auer 


WHOLESALERS ° IMPORTERS . MANUFACTURERS 
702 H Street, N.W., Washington, D.C. « 136 W. 52nd Street, New York I9 


DISTRIBUTING COMPANY, Inc. 
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You know...weknow... women want their 





costume jewelry to look like precious jewelry. 
Careful, piece-by-piece selection of stones... the 
most luxurious settings... the richest of original 
designs... are what give Mazer jewelry that precious 
look ...so perfect that only your own professional 
eyes can tell the difference. 
Our national advertising (much in full color) will tell 
this sales-compelling story to the millions of readers of 
VOGUE, MADEMOISELLE, HARPER’S BAZAAR, 
TOWN & COUNTRY, and THE NEW YORK TIMES 
MAGAZINE throughout the fall. Why not let them see this 


fabulous jewelry at your store? 
Mod, Gee. Jo Wut 3 AE Hew Yoele/ 
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Che 
Pennine 


WARNING TO INFRINGERS ... 
Pennino Bros. Original Patented Designs have been 
infringed upon by certain jewelers in the industry. We 
hereby serve notice that we will prosecute to the 


fullest extent of the law ail infringers of these patents. 


Cheon distinctive watch creations in Sterling and Rhinestone 
by PENNINO have the same scintillating elegance and exception- 


ally fine workmanship found only in expensive diamond watches. 


a 
CHVYAHE’ Waa. MANUFACTURERS oF Gactustwve Costume Jewelry 


38 WES? 46th STREET, NEW YORK 19, N.Y. 
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Diamonds; 
























* : 
LARGEST ASSORTMENT 0} 
RHINESTONE WATCH CASES \) 
MAXINE—136 : 
EVERY ONE A BEAUTY TO BiH) 
Check these important features: 
MAUDE—135 : 
3 _ Durable “Perfect Fit” Cases! 
(Finest Rhodium Finish Available 
a | 
PAM—162 C Hand Set with Best Quality Rhinestor 
(* : 
C Lowest Prices Available! 
; Guaranteed Lasting Beauty! 
‘ WATCH FOBS in Rhinestone oni 
i Jeweled styles, and many addition 





LESLIE—131 







case styles not illustrated. 





eam AVIS—104 








JUDY—128 
, at 





| Sold to wholesalers and 
importers ! 


Write for complete price 
list to: 
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Three Dimensional Display for 


with the 
. Mirac le 





* Reg. U. S. Pat. Off. 
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a fits Vest 


Pocket or 
Lady's Purse... 











This Display inYour Window... Means Business tn Your Store 


Maximum sales — magnetism is concentrated in this 
striking 3-dimensional Colby Lighter display measuring 
8x6 ... Created by one of America’s leading designers, 
it is sturdily constructed, features 3 Colby Lighters. The 
Colby name is brilliantly embossed in metal on a rich 
fabric background . . . Colby’s national advertising has 
produced terrific consumer response from coast to coast 


... Colby owners are the ONLY lighter users who come 


back to buy more Colbys for their friends . . . Dealers’ 


records prove that one Colby sale is good for many more. 


Its “Miracle Touch” action and sleek styling sell on sight! 


TIE IN WITH COLBY’S NATIONAL ADVERTISING IN 
LIFE © PIC © COLLIER’S * ESQUIRE * VOGUE 
HOUSE BEAUTIFUL * NEW YORKER 
Plus National Radio Hookups 


FOR AUGUST, 1948 


DISPLAY FREE with Assortment 
of 6 COLBY LIGHTERS 


Assortment Consists of a variety 
of models including 


4 Lighters to Retail at $5.50 
2 Lighters to Retail at 6.00 
Complete assortment Retails at $34.00 


YOUR COST for all 6 Lighters $20.40 
including FREE Display 


—— eS SS OOS Saeeaneg 


COLBY LIGHTER CORP. 
11 HARTFORD AVE., MOUNT VERNON, N.Y. 


Please send me your Colby Lighter Display and 
the special assortment of 6 lighters at $20.40. 


STORE NAME SRS Sen en 
ADDRESS aldanainitiiebeiinainiaill 
EE I 2 TO ST ES 
Bill through our wholesaler who is ae 
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DIAMOND AND WEDDING RINGS 
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This fall, Art-carved Ring advertisements wiil appear in more 
magazines than ever before—reaching 275,119,000 readers! 
Art-carved Rings are the only rings to advertise in all four of these 
great favorites—Life, Look, The Saturday Evening Post, Collier's. 
Plus Mademoiselle, Charm, Glamour, Pic, Esquire, American, Cosmo- 
politan, Modern Screen, Photoplay, cnd Seventeen. 
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This great new fall campaign to help you sell O—Wdt-cawed 


DIAMOND AND WEDDING RINGS — 


more advertising! 
more merchandising! 
more sales! 
more profits! 


it's the extras that win results every time for the authorized 
Art-carved jeweler! Extra magazine advertising that reaches, 
and influences, millions of customers! Extra on-the-spot point- 
of-sale helps that work for you right in your own store! 


NEW! Another merchandising first to help you 
make more sales from every Art-carved Ring 
advertisement! Fashion-right, popular-priced Art- 
carved Ring sets will be featured and priced in 
every national ad! Special displays and local 
newspaper mats will be supplied to you so you 
can tie-in with this promotion! It will make your 
sales easier! It wi!l make more sales—more profits! 





These, plus NEW DISPLAYS, NEW LEAFLETS, NEW STORE PROMOTIONS 
--. are the extras that help you sell Art-carved Rings! 


For extra-good results this fall, 
and all through the year... 
promote the name that means 
extra value to your customers 


MEMBER 


DIAMOND AND WEDDING RINGS —— 
J. R. Wood & Sons, Inc., 216 East 45th St., New York 17, N. ¥. 
*Trade Mark Reg. 
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more popularly priced ... more beautifully packaged 


the new 


ee 



















e 
Set 3£08204— $12.50 Retail mM 
(Polished Nickel Plated Implements) a n cu re 
Set 3£08205— $13.50 Retail 
(24K. Gold-Plated Implements) a nd 


scissors sets 


for every purse 


and purpose! 


Set 208169— 
$15.00 Retail 


@ Re-designed and Re-equipped .. . 
first showing of new pierced metal frames. 


@ Finest heat treated steel implements... 


FULLY GUARANTEED. 


@ Hand Polished... 
24K Gold Plated implements. 


@ Handsome shapes... and coverings. 
@ EYE APPEAL for assured BUY APPEAL. 
@ Sets available from $5 to $25. 


The New Holiday Gift catalogue of manicure sets 
and implements is ready now! Write for it today! 


Set 3708161— 
$10.00 Retail 





, (au tery Works Tae 


Quality Cutlery Ever Since 1888 
151 WEST 19th STREET, NEW YORK 1] TRADE MARK 
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EVERY MONTH IS A RONSON MONTH FOR YOU... 

















“ADONIS” .. . for men and women. 
Slim-as-a-fine- watch ... in chro- 
mium finish retails at $10.00. Also 
available in other finishes, and in 
14K gold or sterling silver. 











PRESS, IT’S LIT! RELEASE, IT'S OUT! 
Safely out the instant you lift your finger. 








,., because your customers 


know why RONSON 


means WORLD’S GREATEST LIGHTER 











@ When smokers decide to own Ronsons, their 
preference is positive. They’ll accept no imitations. 
Nothing else will do. 


For they know that every Ronson—whether it’s 
a model at $200* in 14 karat gold, or a chromium- 
plated model for $6—has the famous, patented 
Ronson safety-action. They know that every Ronson 
is styled to fine jewelry standards, and precision- 
built for enduring service. 


These recognized points of Ronson superiority 
are being brought home to the public again and 
again in Ronson’s gigantic advertising campaign. 

Yes, and millions of Ronson owners—knowing 
by personal experience why Ronson means World’s 
Greatest Lighter— give enthusiastic, word-of-mouth 
recommendations to countless new Ronson 
prospects. 


That’s why it pays you to display and recommend 
Ronson . . . at every season of the year. 


* * * 


*plus tax 


: . +. Tune in to Ronson’s ‘‘20 Questions”’ 
Ni » every Saturday night (Sunday nights, Pa- 

= cific Coast), Mutual Network. 
TELEVISION . . . Ronson now on television in many prin- 


cipal cities. 


NATIONAL MAGAZINES . . . Barrage of big space ads 


(many in full color) in leading national 
publications. 
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> ° * * + 


Customers who buy Ronsons (or any other 
lighter) must buy fuel and extra “‘flints’’. . . so 
why not make the effortless sale of a Ronson 
Servicer and reward yourself with increased 
good will—plus a substantial profit? This 
Servicer contains RONSONOL FUEL, 3 extra- 
length RONSON REDSKIN “FLINTS”, 
RONSON WICK ... Wick Inserter, Cleaning 
Brush and Instruction Book .. . 50¢ (retail)- 
Items also packaged separately. 

RADIO SPOTS... 
“Singing Commer- 
cials’’ for Ronson 
Redskin Lighter 
Necessities now on 
leading stations 
across the country. 
This in addition to 
national magazine 


and network radio 
advertising. 

















ONSON 


MCLANE WORLD'S GREATEST LIGHTER 


RONSON ART METAL WORKS, INC., Newark 2, N. J. 
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GARLANDS for Fall Display Diamonds from Amsterdam 


@ Take a tip from this GARLAND @ Here in Amsterdam Jack Beck- 
Model Store display of diamonds. mann, Ball Company diamond depart- 
The brilliance and beauty of Gar- ment head, inspects a new selection 
LAND Diamond Rings attract atten- of full-cut diamonds. This at-the- 
tion and inspire sales during the Fall source buying obtains best merchan- 


wedding season. dise at right prices. 


Hace you visited the 
New BALL COMPANY 
Offices ?—be sure to do so 


e@ During the past two months 
The Ball Company has had a steady 
stream of visitors. We have certainly 
enjoyed seeing everyone. If you 
haven't stopped in, you can be’sure 
you re welcome anytime. Your visit 
will be especially worthwhile now, 
with the latest merchandise on dis- 
play in the Model Store. Do come in 
... we'll be glad to see you. 


REAtS KEEP YOUR EYE ON 


BT AA . 

The BALL Company 
Originators of GARLAND*Diamonds and Watches 
WHOLESALE JEWELERS e DIAMOND IMPORTERS 
6 North Michigan Avenue ¢ Chicago 2, Illinois 
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THE JEWELERS’ 


BANK in Minnesota has come 
up with a surprisingly simple 
method of reducing the forged check 
hazard and it can, we think, be used 
to advantage by any retail jeweler 
who wishes to protect himself from 


loss. 
Materials needed: one inked stamp 


pad. 

When a stranger asks you to ac- 
cept a check for merchandise, all 
you have to do is say “Sure. Would 
you mind putting your thumb-print 
right next to the signature?” 

Ninety-nine times out of a hun- 
dred a forger will refuse and call 
the whole deal off simply because 
his prints have been taken at one 
time or another and he knows they’re 
on file. Or, if a forger does brazen 
the thing out and gives you his 
print on the check, you will at least 
have a lead on him. The FBI, State 
Police, etc., have enormous files of 
fingerprints—including, in the FBI’s 
instance, those of every man who 
served in World War II. 

Of course an occasional honest 
person may balk at giving his thumb 
print, just on general principles. But 
they’re in the minority. Better to 
antagonize a small number of honest 
citizens than ingratiate yourself with 
dozens upon dozens of bad-check- 
passers. There’s no profit there. 


% % % 


[THERE are plenty of disabled 

persons practicising as_ watch- 
makers but, as far as we have ever 
heard, there’s only one one-handed 
watchmaker. He’s Howard M. Fuller, 


of Venice, Calif., and, in addition 
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to being a one-handed watchmaker, 
he is a painstaking craftsman whose 
pet peeve is “botch work”. 

When an accident with a piece 
of farm machinery cost Howard his 
right hand some years ago, it cer- 





UNUSUAL GRATUITIES 


A prominent jeweler writes concern- 
ing the giving of gifts to buyers. “We 
are not concerned with inexpensive 
gifis as a token of appreciation by a 
manufacturer or a salesman, or for 
some occasion; such as, Christmas or 
a birthday. We are concerned by the 
costly gifts and expensive entertain- 
ment of our buyers. This type of situ- 
ation becomes a morale problem, for 
where other employees are concerned, 
there is bound to be some degree of 
envy, jealousy and resentment. All 
employees, including buyers, work 
alongside each other, and everything 
that goes on is quickly known through- 
out the store. Because a store depends 
on teamwork—in selling—as well as 
every phase of store operation, it 
seems most important that equal con- 
sideration be given to all employees. 


““Key personnel, such as buyers, are 
worth more to a store, but when it 
comes to _ selling, every employee 
should be made to feel that he or she 
equally shares in the success—and in 
turn, has good reason to feel that the 
salesman should equally favor those 
employees who handle and sell his 
product. 

“It should be to the best interest of 
the manufacturer to have a feeling of 
good will toward his product all the 
way down the line—instead of sin- 
gling out the buyer. The buyer cannot 
do the selling job alone, and the store, 
in turn, must have the interest and 
teamwork of all employees if it is to 
build well and sell well.’’ 

The point is well taken and de- 
serves consideration. 





President, 
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tainly didn’t dampen his ambition 
or enthusiasm. He attended the 
Kansas City School of Watchmaking 
and, while there (to quote his own 
phrase) “asked as many questions 
as any student could and .. . de- 
veloped a lot of goofy theories that 
usually ended up in despair and 
running to the instructor for help.” 

Now a_ seasoned and _ exacting 
watchmaker, Howard is curator of 
the Ethel E. Allen clock collection 
in Venice. This collection, number- 
ing over 350 antique watches, to- 
gether with a sizable assortment of 
antique watches, aims to represent 
the history of domestic mechanical 
clock-making from the earliest times 
to the present day. 

“T have to use a lot of ingenuity 
in order to do all of my work with 
one hand,’ Howard admits. “I do 
my own cleaning, hairspring work, 
escapement work, and would do the 
staffs if I had time, but I have. a 
man who specializes in that. He 
staffs, poises and trues my balances 
for a reasonable sum.” 


% *% * 


@ INCE many jewelers conduct pro- 
motion stunts which come ex- 
tremely close to being lotteries in 
the strict interpretation of the Post 
Office’s regulations, we are indebted 
to the Indianapolis Better Business 
Bureau Bulletin for a_ scholarly 
analysis of the situation. 

Three elements must be present, 
says the Indianapolis BBB, before 
you actually have a lottery. They are 
prize, chance and consideration. 

“Prize” and “chance”, of course, 
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DON'T JUST WISH FOR BIGGER PROFITS-DO SOMETHING! 
SELL THEM A PARKER "51" 


a, 
yo ors oo 
N ba 

+) ent 


Concentrate On Your 


3 Biggest PROFIT MAKERS THE PARKER PEN CO., JANESVILLE, WISC. 


OR os ee 
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are quite obvious. And they are 
resent in many a jewelers opening- 
day drawing. But how about “con- 
sideration ?” a, 

“Consideration” is not limited to 
the payment of a fee, the BBB 
warns. It may involve “the expendi- 
ture of substantial effort or time.” 
Thus, the Post Office has ruled that 
signing a store register does not 
constitute “consideration. But if 
you require participants to con- 
tribute any more time than is re- 
quired for registering for a prize— 
then you may run afoul of Section 
601, Postal Laws and Regulations, 
1940. 

One firm, for example, required 
registration of participants and, 
afterwards, attendance at a demon- 
stration of an electric appliance. 
This latter, it was held, constituted 
“consideration. ” 

In another case, the firm’s adver- 
tising announced a drawing for a 
certain hour and it was stipulated 
that participants had to be present 
at that time to win prizes. Here, 
too, it was held a lottery. 

“In short,’ concludes the Indian- 
apolis BBB, “the rule seems to be 
this: The bare requirement that a 
participant register his name _ to 


qualify for the prizes does not con- 
stitute ‘consideration’. But, the ex- 
penditure of further time or effort 
is defined as ‘substantial’ and there- 
fore the element of consideration is 
present.” 


% % % 


EK CONCEDE, as a result of hav- 

ing spent three days in bed with 
the grippe last winter, that soap 
operas are, unquestionably, the 
world’s most tormenting form of en- 
tertainment. But until recently we 
never dreamed that anyone would 


brag openly that they had the world’s | 


most horrible soap opera. 

The bragger in the case is Melart 
Jewelers, Inc., of Washington, D. C., 
who, while in search of a brief pro- 
gram spot hit upon the idea of “Me- 
lart’s Minute of Mush”, a three min- 
ute program which razzes all soap 
operas, charms listeners and, most 
important of all, builds enormous 
good will for the firm. 

Scripts are the work of Melvin 
Foer of Melart’s, and they spare no 
punches. They start with the an- 
nouncer solemnly intoning the name 
of the program, the inevitable swell- 
ing organ notes follow and, after- 
wards, the announcer’s message: 
“Yes, friends, it’s time for another 
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"Just inscribe ‘To Bertha Bantkowstiowatski on her tenth birthday 


from Amy Senglinkovicroyavaska 
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Melart Minute of Mush—another in 
that outstanding dramatic series of 
the world’s shortest and worst soap 
operas.” 

After another brief swell of organ 
music the announcer continues: “A 
man ...awoman... love... and 
a problem. ... A man and a woman 
in love faced with a bitter problem. 
The man, Sedgwick Turntable. The 
woman, Madge MacGillicuddy, his fi- 
ancee .. . and the problem: Madge’s 
jealous, jealous other man, whose ex- 
istence is unknown to Sedgwick. Ah- 
h-h—the triangle.” 

This introduction leads to a Melart 
commercial, read deadpan, followed 
by a longish continuity setting the 
scene. The soap opera proper then 
appears—usually a matter of one or 
two sentences such as “Oh!” “So?” 
“A-a-argh!”” More organ music, an- 
other commercial, and a promise to 
return the following day with an- 
other episode complete the entire 
package. 

Most soap operas, it will be ob- 
served, have plots which flow with 
the same general speed as molasses 
in January. Melart’s soap opera goes 
them one better—the plot is all but 
static. Months may pass without any 
apreciable plot development—a fact 
which is, probably, just as well. 

Just thought we'd pass the idea 
along in case any jewelers wish to 


sponsor shorter and worse soap 
operas. 
_— * * 
HILE browsing through the 
Nebraska R.J.A.’s_ minutes 


books for 1906, W. J. Breckenridge, 
secretary-treasurer of that organiza- 
tion, recently brought to light an 
early tribute to Hamilton Watch Co. 

At the organization’s first meet- 
ing, at Lincoln, Neb., on January 
17, 1906, the following resolution 
was passed: 

Whereas, the Hamilton Watch 
Co. by its method of doing busi- 
ness has shown itself a friend of 
the retail jeweler; 

Resolved, that we commend the 
Hamilton Watch Co. for its efforts 
to protect the retail jeweler from 
illegitimate competition; we con- 
gratulate said company on the 
high quality of its watches; we 
extend to said company our hope 
for its future welfare and success. 
Resolved that the secretary be in- 
structed to forward a copy of 
these resolutions to the Hamilton 
Watch Company. 
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” BACK-TO-SCHOOL 


ere! 


SUGGESTIONS 
prom #200 





This display uses school clock tower for background with 
merchandise arranged on slanting floor resembling a roof. 


Two Windows for the Loming Month 


Theme: 





HERE was a time when school-bound youngsters 

were properly equipped with merely a slate and a 
speller, but nowadays, from kindergarten to college, going 
to school seems to constantly necessitate more elaborate 
outfitting. “Back to School” displays are good business 
at the end of August and at the beginning of September 
for the jeweler. 

In planning these displays, as with others, the selection 
of merchandise to be shown is of major importance to 
the success of the display. It is not sufficient to install a 
decorative background with appropriate copy and then 
fill the window with a miscellaneous sampling of all 
the store’s merchandise — a good part of which has no 
relation whatever to the window theme. 

Picture Uncle Charley or Aunt Martha passing Blank’s 
Jewelry Store. They spot the “Back to School Gifts” 
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Back TO G cHOOL. 





by VIRGINIA DIXON 


poster and are reminded of a favorite niece or nephew 
for whom such a gift would be appropriate. They stop 
to examine the window—a watch, that would be a wel- 
come gift—or that good looking pen and pencil set— 
but what is that shiny pressure cooker and the walnut 
mantel clock doing in this window? It’s hardly suitable 
for little Joe or Mary, and then the train of thought is 
broken—the decision postponed—and a possible sale 
lost—just when a good build-up had been made. On the 
other hand, if the window offers an intelligent selection 
of a variety of really appropriate merchandise—in dif- 
ferent categories and price groups—for girls, for boys, 
for grade school, high school, college age—the decision 
and the sale may very well be made then and there. 
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September means the return to classroom for youngsters from 


grade school to college. For the jeweler it means accenting those 


necessities that will bring him a share in this student business. 


When a customer comes into the store and asks to be 
shown gift suggestions for a specific occasion or type of 
person, the salesperson makes an effort to produce mer- 

.chandise which may reasonably seem to fill the bill. He 
doesn’t show diamond engagement rings to a person 
looking for a Mother’s Day gift or a compact to some- 
one who wants to buy an expensive wedding present. It 
is very nearly as poor salesmanship to place equally con- 
fused items in your windows. If you spend money and 
effort installing attractive and decorative backgrounds 
which carry a particular sales message, and then do not 
follow through with a sound and careful selection of 
merchandise keyed to your window's selling message, 
you are wasting your money—and effort, for you are 
robbing your display of its most effective ammunition. It’s 
the merchandise that clinches your story and makes the 
sale. 

It is my business to stress the importance of display 
in jewelry merchandising, but however sincerely I am 
convinced of its effectiveness, I would never for a mom- 
ent claim that good display will sell poor merchandise. 
If your display program is not backed by sound buying, 
all the time, money and effort you can put into it will not 
make up the difference. You can lead customers to the 
window with a colorful and intriguing display back- 
ground, but you can’t make them buy merchandise they 
don’t really want. 











A selection of watches 
for various ages from 
grade school to col- 
lege is shown in this 
step-up display. Black- 
board background with 
cutouts of school books 
points up each of the 
various display groups. 
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If your display space is limited, it may seem difficult 
to limit the selection of merchandise in each window as | 
have described above, particularly if it is felt necessary 
to always have a complete sampling of the store’s stock 
on display. The theory that if you don’t see it in the 
window, they won’t ask for it, has some validity, but it 
is still possible to get around this either by very fre- 
quent changes of display or by dividing the window 
into separate sections each with its own display treat- 
ment. The first method seems preferable, for then you 
can give each department its full due display-wise and 
within a short period of time a sampling of everything 
will have been shown — effectively. Remember most of 
your window prospects are people who pass your window 
frequently. They will be more apt to give your window 
attention if there are frequent and complete changes of 
scene than if they see pretty much the same selection con- 
stantly on view. Unless the merchandise, as well as the 
background and color scheme, are different, the average 
passer-by will not realize that it is a new display. 

The “Back-to-School Gifts” display uses a _ typical 
school clock tower design for the background with 
“clouds” to carry the copy. A miscellaneous assortment 
of appropriate merchandise is arranged on the window 
floor which is slanted to simulate the sloping roof of the 
building. The clock tower may be painted on a compo 

(Please turn to page 236) 
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THE NEWEST IDEA IN CHILDREN'S GIFTS 
SINCE THE BABY MARKET STARTED TO BOOM: 


WHEN THEY ARE ExpeRt 










6-Piece Step-Up Set—$6.75 Retail 
3-Piece Youngster Set —$4.50 Retail 


WHEN THEY START THEMSELVES 


YOU'LL GET a good-size bounce in your ag. 
WHEN YOU START THEM [- 


business from the vast new younger mar- 


ket, with this latest pair of “firsts” from 
1847 Rogers Bros. 


The unique “Step-Up” set contains 
silverware to suit three stages from baby- 
hood through school days: a Beginner’s 
Spoon with special bite-size bowl for 
tucking away neat little mouthfuls; a 
2-piece Educator Set; and a 3-piece 


Youngster Set. 
FIRST LOVE 


PATT ERM 





1847 ROGERS BROS. 
STEP-UP SET FOR CHILDREN 





THE 3-PIECE Youngster Set, available for the first 
time, is the child’s first real place setting. 10,000,000 
children are at the right age for this unusual gift. A 
huge market, virtually untouched because of the war. 

Both of these sets come in the popular First Love 
pattern. Both come in attractive gift packages, with 
transparent plastic covers, perfect for counter or win- 
dow display. 

The supply of sets is limited, but they will be dis- 
tributed under as fair and equitable a system as we 
can devise. To order, or for further information, write 


to your 1847 Rogers Bros. wholesaler right away. 


1847 ROGERS BROS. Cmuical Dinuit Qflverolit 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 
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JIC Aims at Birthday Gift Market 


To help retail jewelers to 
capitalize on their largest 
year-round gift market, the 
Jewelry Industry Council has 
made available a new booklet 
of birthday gift suggestions. 


Pages of the new booklet are arranged 
in step-down fashion so that jewelry 
gift suggestions for various ages are 
quickly found. Space on back cover is 
available for jeweler's store imprint. 


ONTINUING its active program of “passing the 

ammunition” to help retail jewelers increase their 
share of the consumer dollar, the Jewelry Industry Coun- 
cil has made available a special 16-page birthday gift 
suggestion booklet. 

This colorful booklet, three by five inches in size, is 
called “How to Say Happy Birthday in a Happy Way.” 
One distinguishing feature of the booklet is its index 
which instantly gives the user definite jewelry store gift 
suggestions by different age groups. Arranged in step- 
down fashion, the index gives suggestions for gifts for 
infants, boys and girls of different ages, young men and 
women, and older men and women. On its back page 
it also contains some gift suggestions for graduation. 

Like the Council’s recent booklet on the new and 
oficial Wedding Anniversary List, this new booklet has 
space on its back cover for the retail jeweler’s own store 
imprint. It thus permits the jeweler who uses it to trace 
birthday gift sales directly to the booklet. 

Like other phases of its program, this latest retailer 
help is based on a sound objective brought to light by 
the extensive research and study carried out by the 
Council before embarking on its program, not alone of 
the industry itself, but of the jewelry and gift-buying 
habits of the American people. 

“The biggest single year-round gift market open to 
the retail jeweler today,” said Albert E. Haase, Execu- 
tive Director of the Jewelry Industry Council, “is made 
up of the 145,000,000 men and women, boys and girls 
of the United States, all of whom except those born on 
February 29th have birthdays sometime during the year. 
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That number—145,000,000 is hard to grasp. Let’s break 
the market opportunity for birthday gifts down to a 
town of 100,000 population . . . let’s also break it down 
on a month-by-month basis. 

“If your town has a population of 100,000 people 
there will be a minimum of 7,600 birthdays observed 
every month. (That minimum figure, by the way, is for 
February; the top month is August with 9,100 birth- 
days. ) 

“The tables appearing below are estimates* on the 
monthly distribution of the births of all people now 
living in the United States. They show that birthdays 
occur the year ’round in sizable numbers—numbers that 
warrant year ‘round promotion of ‘Birthday Gifts from 
the Jeweler’s.’ 
































Average No. % of Annual 
Month Birthdays Total 
January ...... 11,890,000 8.2 
February 1 1,020,000 7.6 
March 12,035,000 8.3 
April 11,165,000 7.7 
REESE eee ee 11,455,000 7.9 
June 1 1,600,000 8.0 
July oe 12,789,000 8.82 
August .. $3,195,000 9.1 
September ccc: 12,789,000 8.82 
October 12,802,000 8.76 
November 12,035,000 8.3 
December 12,325,000 8.5 





* The foregoing estimates were arrived at as follows: New 
births over a period of ten years, 1938 through 1947, were 
tabulated month by month. A ten year average for each month 
was next obtained. The percentage relationship of each aver- 
aged month to the ten-year average total of all new births was 
next established. The percentage relationship for each month 
in this ten year average was then applied against the present 
total population of the United States. 


(Please turn to page 236) 
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ADIO advertising is probably in the cards for you 
right now—this fall— if you want to use it. You 

don’t need Bing Crosby or a big bank roll. And certainly 
you don’t need to hang around waiting for television. 
Jewelers are catching onto the facts about low-cost 
“participation programs.” You don’t sponsor the whole 
program and pay for talent. You are a part-sponsor. You 
participate in the program. The station pays the talent. -, 
Best of all, you can start this radio advertising on a 


shoestring and it sells the goods. It sells diamonds, fine’ 


watches, chests of silver. You hear another person talk 


ing about your diamond department. She talks_about 
you, the diamond expert, describes how you choose 
gems; explains why one stone costs more than another 
and is worth it because you say so. She sells as you do, 
to one person, over the counter, but she sells to a whole 
field of prospects simultaneously. 





"Martha Dean" (Marion Young) conducts a 
daly program on Mutual's WOR, New York. 


Like the commentators mentioned in this 
article, she combines chatter and plugs. 


ae 












Brings Big- Time Hesults 


Let’s see how one of these participating programs 
works: 

In Charleston, S. C., James Allan and Company have 
a store on King Street and a commentator working for 
them on Station WSCS. This is the local outlet of the 
Columbia Broadcasting System. 

The commentator is Mrs. Pearl Baum, and her daily 
program is called “Pearl Baum Says!” When Pearl 
Baum says anything, thousands of women all through 
the Charleston Trading area believe her. She is as close 
a friend as their next-door-neighbors, and most of her 
audience tune her in every day just as regularly as they 
take in the mail! Pearl talks about everything under the 
morning sun. Just rattles along as women do. Often 
she has some other Charleston woman there at the 
“mike” with her, or maybe some visiting celebrity. But 
Pearl is just as popular when she goes it alone. She 


Margaret Arlen, on CBS's New York outlet, 
represents the top bracket among woman 
commentators. Those on small-town stations 
wield similar power anong local listeners. 
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erates friendship and confidence with vocal cords and 
en 


ion. 
conversallo ° . a4 3° ° 
Her fans know she is paid to “plug” certain stores and 


Each day she discusses her advertisers. Two 


ts. 
= ory Tuesday and Thursday, she talks about 
Vlaa’s and all their beautiful jewelry and silver. Some- 


times she is hardly off the air before women walk in and 
ask to see specific merchandise. One shopper explained 
how she got to the store in the next breath by saying 
she had tuned in the program as she drove to the shop- 
ping district. 

Mr. M. S. Allan says, “There is hardly a day that 
some one does not stop in and remark, ‘I just wanted to 
see that table setting Mrs. Baum spoke of on the radio.’ 
As you know, at Allan’s we have tried various types of 
radio advertising and are so glad we have finally found 
a program such as Mrs. Baum’s, which assuredly reaches 
the purchasing public.” 

Now, how is this sort of radio advertising bought and 
paid for? 

Mrs. Baum is employed by the station to conduct the 
program. Then the station sells a portion of the program 
time. There are five programs a week and Allan’s is the 
sole sponsor on two of them. Mrs. Baum talks about 
many subjects of interest to women but she mentions no 
other advertiser on those two days. She has three other 
sponsors (not in the jewelry line) whom she advertises 
on the three other programs. . 

On “Allan days,” the store is brought into the 
program conversationally three times: always at the be- 
ginning and end of the program and usually about the 
middle. Their total time on the air runs from a minute 
and a half to nearly five minutes, depending on what 
Mrs. Baum is chatting about. This program is ideal 
from the standpoint that no other advertiser, such as a 
food product or a fur store or a dry cleaner, is ever 
mentioned on the Allan days. But, of course, it costs 
more to be a sole sponsor. 

The true participating program has a number of 
sponsors—from three to a dozen, depending on the 
length of time on the air—and they share in the cost. 
As a rule, no more than three advertisers are mentioned 
on a 15-minute program. These mentions run about one 
minute each. But just try to stop a woman! Get the com- 
mentator interested in your diamond solitaires, and she'll 
go on and on! 

There are between 550 and 600 of these women’s 
participating programs regularly listed by Radio Re- 
lease Associates and probably half as many more in 
scattered areas. Size of town seems to make no dif- 
ference in the enjoyment of this radio back-fence gos- 
sip. Small towns and big ones have participating pro- 
grams. New York City has a dozen, including Mary 
Margaret McBride with thirteen sponsors and a waiting 
list, and Nancy Craig who is on the air twice daily— 
once on a coast-to-coast ABC network. 

The cost, naturally, is greater in the big metropolitan 
areas, A Chicago program which includes a complete 
merchandising tie-in costs $368 a week! But look what 
you, as a jeweler, can do for a few “collar buttons” in 
your own home town: 

In Orlando, a participating program can be bought 
for $8.50 each participation; 

In Denver, $10 for a good one-minute announcement: 

(Please turn ta page 237) 
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Nancy Craig's participation program on 
the ABC network is the only one of its 
kind. She broadcasts twice daily and 
is sponsored by a dozen important firms. 


by DOROTHY DIGNAM 


Typical of the woman commentator consid- 
ered in this article is Allie Lowe Miles 
of Newark's WNJR. She has conducted a 


participation show for over ten years. 
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Modern Marketing... 
A tbuide to Sales Potential 


A 


An address given by Richard A. Bloom, 


Director of Sales of the Sterling and 


Oneida-Rogers Divisions of Oneida, Ltd., 
at the annual convention of the Canadian 


Jewellers’ Association, at Vancouver, B. C. 


LL phases of “Modern Marketing” could not pos- 
sibly be covered in this article, but I do believe 


that I can, by some words and some examples, tell what 
marketing is as we interpret it and how it can be em- 
ployed by all of us to guide our business decisions in 
these very troublesome times. 

To me, marketing is that part of my job that is a 
hobby. I delve into it far beyond the line of duty, be- 
cause it is new and tremendously interesting. 

Marketing, which obviously is the study of markets, 


























INCREASE IN CONSUMER 
PURCHASING POWER 1940-1948 
( After Adjustment for Increased Cost of Living And Increased Taxes) 
1948 
(At Late 1947 PerCent Increase 
* Food. Clothing, Housing And Household Annual Rate) 
Operation - Increase of 60% in consumer +205 O Billion 162% 
prices from 1940 to 1948 and an increase 
i, sie 21.5 727% 
required to maintain a 1940 basic 
standard of living 
89.3 82 % 
1940 | 
TOTAL PERSONAL INCOME $76.3 Billion i 
PERSONAL TAXES =x 
peer nel 49.2 94.2 255% 
Standard of Living . Bituoe Sonege 
SURPLUS INCOME 26.5 
For Discretionary Includes 43.7 
Spending or Saving Billion Savings 
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RICHARD A. BLOOM 


(Material and charts of Mr. Bloom’s address were 
based upon “Market Opportunities of 1948” by Arno 
Johnson, Director of Research, J. Walter Thompson 
Advertising Agency, New York.) 


is not new. I first studied it some twenty-five years ago. 
However, its application to all forms of selling is new in 
a modern interpretation because of modern avenues of 
research. It is my opinion that in terms of research 
marketing created a tangible instrument for you and 
me to use about 1936. At that time marketing, like many 
other things, was a more or less hit-or-miss collection 
of opinions, with a really hit-or-miss method of inter- 
pretation. Many of you remember that this was epito- 
mized in the efforts of a weekly magazine which con- 
ducted an opinion poll on our presidential election in 
1936. The published result was that Alfred Landon 
would win. In the meantime, a Dr. Gallup discovered a 
method of survey that was precise and he published a 
contrary opinion, prior to the election, that Franklin 
Delano Roosevelt would carry all states except Vermont 
and Maine. As we know, he hit it on the button. This 
proved that precise information could be secured and, 
subsequently, every presidential election and many other 
debatable issues and their solutions have been accurately 
forecast by modern methods of consumer or public re- 
search. 


This is a very important development. So important, 
in fact, that in my opinion marketing is as important 
today in commerce (whether it be in the United States, 
Canada, or any other place) as merchandising and ad- 
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| INCRE ASE IN AVERAGE FAMILY __-JREND OF CONSUMER DEBT IN RELATION TO INDIVIDUAL SAVINGS 
PURCHASING POWER 1940-1948 : TTR 
(After Adjustment For Increased Cost of Living and Increased Taxes). 
1948 - 
At late 1947 Per Cent Increase 
ad Cin nt teins fom #0 1 Annual Rate 
pot on increase of 60% in expenditures $5,174 131% e 
te thee items t maintain the 1940 average 
bosic standard of living for the family 543 634% Fe 
20 
| ce 
22683 60% oot, 20 ‘6 ‘32 ‘33 ‘34 ‘35 (‘36 ‘37 ‘38 ‘399 40 64 OR 48444487 
1940 | 
— I A Charts shown indicate that 1948 sales 
potential is a substantial one despite 
increases in consumer's living costs. 
BASIC LIVING — F i408 | : 
Standard of Living /.| 2378 214% 
; consuming public, It is possible to secure the preferences 
SURPLUS INCOME of people by sex, by age, by nationality and by their 
for Discretionary 758 *le is ¥ 
Spending Or Saving ability to buy merchandise that you are offering for 
(34,949,000 families) (39.625,000 Fomiles) sale. You can avail yourselves of these facts to guide 
your buying, your merchandising, your advertising. 











By way of an example of the point and, again, the 
difference between an opinion poll and a fact poll, 


vertising because it can or should direct the activities over the past four years various large magazines, 


of both. by survey, have discovered a consumer desire to own 

Modern marketing breaks itself down into: sterling silver. By a strange coincidence, four maga- 

Consumer research zines conducting four independent and unrelated sur- 

Market research veys discovered that 88 per cent of the girls in the 

Sales Analysis United States wanted to buy and planned to buy sterling 

In consumer research, it is possible, today, to deter- silver. It is possible to prove that probably from 
mine accurately the style and price preferences of the (Please turn to page 239) 








Consumer Debt Dropped From 99% Of Individual Savings 


AFTER TWO WARS In 1929 To 27% Of Savings By The End Of 1946 
PURCHASING POWER OF INCOME AND SAVINGS oe 


Real Disposable Income, After Taxes, Decreased 1% After World War I- | wel 
Increased 57% After World War II 


1920 vs. 1913 ~19%/ 











1947 ve. 1939 |+57% 





Purchasing Power Of Aggregate Savings Decreased 2% After World War I | 
Increased 105% After World War II 



















































































1920 ve. 1913 -2%)) SAVINGS 
168.4 
1947 vs. 1939 ']+105% SAVINGS DEBT Billions 
149.7 149.3 DEBT ee 
Billions Billions 42.9 7.0 
Disposable Income After Toxes Aggregate Savings Of Individuals Billions = | " 
Corrected For Corrected For é 
Consumer Price Index Consumer Price Index 141.7 +38.8 
Actual 1935-1939 = 100% Actual 1935-1939 = 100% Long-term 133.8 long-form 
(Billions) (Billions) (Billions) (Billions) cage 
World War I 
1913 $33.3 $47.0 $12.7 $17.1 we fm one 
1920 66.8 46.6 24.1 16.8 "4929 1940 1946 
% Change In Real Purchasing Power -I% -2% (End of Voor) (Sed fer) (Gad Ger) 
Relation Of Debt 
World Wor IT To Savings 
1939 $70.2 $70.6 $63.7 $64.0 Total Individual ; 
1947 174.0 110.8 1829 131.3 ss 99% OF Sovings 63% Of Savings 27% OF Savings 
% Change In Real Purchasing Power +57% + 105% —_> - 15% OF S 13% Of Sovi 5%% OF Sew 
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Much time and effort went into dressing Berman 
and Jensen's windows for the sterling event. 
Patterns were displayed on white background, 
a small card identifying each pattern shown. 


Members of Berman and Jensen's sales 
staff were ever present to assist the 
customers in choosing patterns. Note 
showcases in back, featuring hollowware. 


Club Plan Develops 


Sterling Potential 


UICK to sense the potential dangers and eventual 

consequences of the house-to-house sterling silver 
canvassers, an alert, zealous jewelry firm, Berman and 
Jensen, Glendale, California, inaugurated a hard-hitting, 
aggressive campaign which would not only combat the 
salesmen but which would, also, stimulate the sale of 
sterling in the community. 

The store, which has never before used credit selling 
in any form, introduced what was, to them, a startling 
innovation: A Sterling Silver Club event featuring a 77/¢ 
down payment and a 77¢ per week arrangement. This 
event, offered for one month only, was designed for the 
express purpose of giving the public an opportunity to 
purchase nationally-known brands of place settings in 
sterling silver from an established jewelry firm. 

However, the promotion, actually offered the public 
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more than that. It brought to their attention the fact “" 
that here was a legitimate jeweler who was giving them So — sting Silver =~ 
the privilege of acquiring wanted patterns in currently | To Help rman & Jenser Presents 
advertised lines, plus the comforting. knowledge that they \ ‘Iver 
were afforded double protection by buying a recognized Ster ing =e 

i ‘ c i sa NTERN A “— 4 
silversmith a from a trustworthy jeweler in their | sso ue 

mmu : c.. KC 

yes the Club’s plan, any person buying flatware , 77 Fs) 
during the thirty days of the event was entitled to buy a— 
sterling place settings at any time, for this person was a 





Club member. However, the plan of paying 77¢ a week 
did not apply to any other merchandise in the store— 
only to sterling flatware. 

“We felt that it was our business to make sterling 
available to the average person,” Douglas C, Jensen ex- 
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plained. “When we decided to run this event, we wanted i 

to present it to the public in a highly logical and intelli- ev as 08 

gent manner—one which would offer them all the ad- : wos Sears Se 

vantages of purchasing silver from a reputable jeweler 3 ne ra 
oe (Please turn to page 243) - > 
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Three-quarter page advertisements 
were used in local newspaper to 
publicize the sterling club plan. 


ose 


by BARBARA LANDIS 








(Above) Giving a young couple advice on 
their selection of flatware, Douglas C. 
Jensen often acts as counsellor. He be- 
lieves flatware pattern sets home theme. 


(Right) Harold A. Berman shows a customer 
some sterling hollowware, pointing out the 
fine workmanship and beauty of the design. 
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The men's jewelry 
section is segre- 
gated from others 
in the Grape store. 
Here, a_ salesgirl 
demonstrates watch- 
band to customer. 








In addition to counter displays devoted 
to men's jewelry, Grape's also show such 
merchandise in a number of wall cabinets. 


LTHOUGH most retailers are prone to point up 
their sales appeal’ toward potential women cus- 
tomers, the oft-neglected male occupies a predominating 
place in the merchandising program of Grape & Co., 
an exclusive shop located on Connecticut Avenue in 
Washington, D. C., a few doors down from the interna- 
tionally famous Mayflower Hotel. Patrons in trousers— 
many of them, too, in the striped variety so popular with 
diplomats and the high brass set of world statecraft are 
in the habit of going there to satisfy their jewelry needs. 
For they know that at Grapes they can obtain a variety 
of merchandise exactly suited to their tastes—from collar 
pins to gold garters. Also, they like the aura of show- 
manship and geniality evidenced by their host, Theodore 
S. Grape. 
The Grape formula aimed at Mr. Man is simple: high 
quality merchandise; a well-rounded variety liberally 


displayed to fit assorted tastes, needs and pocket capa- 
city; special facilities on the premises to design and 


192 


Mens Jewelry Lenter 






















Sey 





Lures Masculine Trade 


by A.S. KENNY 


execute orders quickly and a mixture of modified show- 
manship, non-standardized jewelry creations and care- 
fully selected promotion appeal. These have helped build 
up masculine-styled purchases to about 25 percent of 
the total volume in a comparatively small shop located 
in a district of high ratio shopping values. In conformity 
with this atmosphere, no merchandise is carried below 
14-karat, with 18-karat and platinum goods in ample 
supply. 

The Grape store segregates its men’s jewelry selections, 
a procedure often overlooked by the average run of shops 
and which might be profitably employed by many firms 
to emphasize this type of merchandise. A side showcase 
in the center of the store’s main and only shopping 
floor contains an assortment of stock wholly devoted to 
masculinity, such as tie holders, cuff links, lighters, gold 
suspenders and other accessories and specialty items. 

Also, one of the counter showcases is 100 percent de- 
voted to masculine jewelry and an additional three show- 





THE JEWELERS’ CIRCULAR-KEYSTONE 








* 


cases may contain an assortment of both masculine and 
feminine jewelry such as rings and watches. The same 
combination of mixed merchandise is followed in the 
window displays which are changed about three times a 
month. At least 25 percent of the exterior showings are 


aimed at the male customer. 

Direct mail promotion—and Mr. Grape goes in heavily 
for this type of business stimulant—also follows the 
principle of segregation so far as dividing men’s and 
women’s merchandise and sales appeal is concerned. But 
instead of sending out his mail en masse to the public 
at large and using stereotyped methods, Mr. Grape writes 
his own copy and picks his own targets to aim at. 

The Nation’s Capitol is, to use a literary allusion, com- 
posed of “all sorts and conditions of men,” and this saga- 
cious merchant carefully sorts them out and gives them 
a “pep talk” in writing aimed toward cultivating their 
individualized jewelry tastes and inducing them to come 
in and look around. Thus, some 600 members of the 
80th Congress were welcomed upon their arrival and 
“briefed” upon what they could find in the store. 
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Seasonable reminders on merchandise available went 
out to 4175 persons in the middle-income brackets on 


Grape's gold tooth-picks were the basis of the 
entire newspaper column reproduced at the right. 
The firm's advertisements, a specimen of which is 
shown below, are primarily institutional in nature. 





The oft-neglected male occupies a prominent place in the 
merchandising scheme of Grape & Co., Washington, D. C. As a 


result, the store does a large volume, gets much publicity. 


the same theme—masculine jewelry. Some 1124 went to 
business men who were members of service clubs like 
the Rotary and Kiwanis; and 500 were sent to members 
of the Connecticut Avenue Business Men’s Association. 
The latter employed a novel means of attracting atten- 
tion—a cardboard gold-painted wishbone attached to the 
letter emphasized the store’s message: “Let’s not make 


(Please turn to page 245) 
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Important Trade Topies A Feature 





Of 43rd Annual ANRJA Convention 


Sessions at New York’s Waldorf-Astoria Hotel August 9th-12th 


will be devoted to advertising. merchandising and window display, 


plus considerations of engraving and cost of store operation. 


EWELRY attention will center upon New York the 
© week of August 9th through 12th when the Ameri- 
can National Retail Jewelers Association’s 43rd annual 
convention and trade show will draw thousands of retail 
jewelers to the Waldorf-Astoria hotel. 

The full convention program had not been arranged 
at the time of going to press, but it was revealed that 
several noted speakers would be on hand to address 
convention sessions. New York’s Mayor William 
O’Dwyer is scheduled to attend the opening meeting 
Monday evening, August 9th. In addition, there will be 
addresses by Maurice Adelsheim, ANRJA president, 
and the Hon. Harold C. Kessinger, judge, philosopher 


and author. 


Other convention sessions will be devoted to consid- 
eration of such topics as advertising, merchandising and 
window display, and special meetings will feature 
ANRJA committee chairmen explaining progress made 
on several research projects instituted by the organiza- 
tion. 


Two special “extra-curricular” events have been sched- 
uled for the convention this year: showings of Life 
magazine's “Picturama’”’ after the Monday evening open- 
ing session, and a concert by the Longines Symphonette 
on Wednesday evening. 

Final and complete data on all sessions will be avail- 
able in the usual convention program, distributed at 
registration time. However, here is the tentative line-up 
of events as released at JC-K’s press time: 


Friday, August 6—Meeting, ANRJA Executive Com- 
mittee. 


Saturday, August 7—Setting Up Exhibits; Meeting of 
ANRJA Executive Committee. 
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Sunday, August 8 


1:00 P.M. — Registration of Members and Visitors, 
Silver Corridor, Ball Room Floor, Waldorf-Astoria 
Hotel. 


Monday, August 9 


9:00 A.M. to 7:00 P.M.—Exhibits Open in all Exhibit 
Halls. 


9:00 A.M. to 7:00 P.M.—Registration, Silver Corridor. 


7:00 P.M. to 8:30 P.M. — Registration, Wedgwood 
Room, Lobby Floor. 

12:30 Noon—National and State Officers’ Luncheon, 
Wedgwood Room, Lobby Floor, President Maurice 
Adelsheim, presiding. 


Following the Luncheon, the Regional Vice Presidents 
will make their reports of activities in their respective 
areas. They will be presented in the following order: 
Robert A. Abbott, Lowell, Mass., New England Region. 
Harry L. Carter, Kansas City, Mo., North Western 
Region. 

Benton C. Clark, Jr., Oklahoma City, Okla., South- 
Western Region. 

A. W. Molin, Portland, Ore., Pacific Region. 

Lester W. Moon, Tallahassee, Fla., (Alabama, Florida, 
Georgia, Mississippi.) 

Paul E. Morrison, Kalamazoo, Mich., Central Region. 

Arnold A. Schiffman, Greensboro, N. C., South-East- 

ern Region. 

Kenneth |. Van Cott, Binghamton, N. Y., Middle At- 

lantic Region. 
Monday Evening, August 9 
8:30 P.M.—Opening Convention Session 
The National Anthem 
The Invocation—Rev. Francis E. White, Rector, 
Our Lady Queen of Martyrs Church, Forest Hills, 
N. Y. 


(Please turn to page 262) 
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Exhibitors at ANRJA’s Convention and Trade Show 


A 


A & Z Chain Company—Room 

Abramson, Samuel—Room 

Acco Manufacturing Co., 
Inc.—Room . 
er, Albert—Room 

onal Louis, & Bros., 
Inc.—4J] & K 

Aisenstein & Gordon, 
Inc.—Room 

Alberts, I., Sons, Inc.—26 

Alby House, Inc.—Room 

American Jewelry Distributing. 
Inc.—26 

American Safety Razor 
Co.—507 

American Time Products, 
Inc.—216, 217 

Arbor Jewelry Company—Room 

Arnstein Brothers—25 

Arts & Crafts—Room 

Axe] Brothers, Inc.—56 


B. & O. Chain Co.—Room 

Baden & Foss, Inc.—4 

Baker & ‘Company, Inc.—18 

Baldwin-Miller Co.—26 

Ballou, B. A.. & Co.—313, 314 

Bates, C. J.. & Son—205 

Bell Jewelry Mig. Co.—Room 

Benedict Manufacturing 
Co.—108 

Benrus Watch Company—Room 

Berman Watch Company, 
Inc.—Room 

Bloom, William L.—218, 219 

Bojar Company, Inc.—130 

Bristol Seamless Ring Com- 
pany—33 

Brod & Company—Room 


Location of exhibits on the main (ballroom) floor at ANRJA's 43rd 
annual convention and trade show. In addition to these exhibitors, 
other firms will have display space on the first and second 
balconies of the ballroom. Floor plans for these on the next page. 





Peere 


Bromley Ring Company, 
Inc.—229 

Bron-Shoe ‘Company—213 

Brown & Gravenson, 
Inc.—Room 

Budlong, Docherty & Arm- 
strong, Inc.—Room 

Bulova Watch Company—Stage 

Buss-Linthicum-Thorson, 
Inc.—Room 


Cc 


China Overseas—326,327 

Cini, Guglie'mo, Inc.—Room 

Clausen, S. H., & Co.—26 

Cohen, A., & Sons, 
Corp.—72 and Room 

Cohen, Harold, Inc.—4l, 42, 
49, 50 

Colonial Manufacturing Co., 
Inc.—410 

‘Coro, Inc.—15, 16, 20, 21 

Cramer-Tobias-Meyer—8 

Crawford Watch 
Corp.—201, 202 

Croton Watch Company—Room 

Crown Luggage Co., 
Inc.—120, 121 

Cyma Watch Company, 
Inc.—55 


Davidson & Sons Jewelry Co., 
Inc.—207, 208 

Denberg, J. J.—Room 

Diamond Rings O’ Romance 
—407, 408 

Diamond Trading Co.—106 

Dreyfus, Julius, Inc.—Room 

Duff, William, Jewelry. Co.., 
Inc.—Room 





BALL ROOM 
STAGE 








Dunhill, Alfred, of London, 
Inc.—502 

Mary Dunhill—502 

Durham Silver Inc.—Room 


E 


Edwards & Co.—26 

Eisenberg Jewelry Co.—Room 

Elgin American Division 
—28, 29 

Elgin National Watch Com- 
pany—58, 59. 60, 61 

Empire State Glass Decorating 
Co.—221 

Empire Watch Co.—4 J & K 

Engel «Bros.—_Room 

Engel, J.. Co., Inc.—26 

Eversharp Inc. —323, 324, 325 


F 


Fairfax Distributing Co.., 
Inc.—43, 48 

Feinberg, Max D. Co.—Room 

Feinstein, E. S.. & Co.—123 

Felger, F & F., Inc.—Room 

A. H. Ficken Co.—Room 

Fidelity Diamond Rings—Room 

Fisher, A. Edward, & Co., 
Inc.—Room 

Flex-Let Expansion Prod- 
ucts—215 

Florn Clock Co., The—212 

Flyer, J. & H.—Room 

Forstner Chain Corp.—73, 74 

Frackman, Harry & Ben, 
Inc.—Room 

Freed, Edwin, Inc.—404, 405 

Freedman, Marvin J., Inc.—206 

I. Freeman Silver Com- 
pany—511 
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Freudenheim Brothers—Room 


G 


Garne Jewelry—117 

Gemex Company—66 

Gemological Institute of Amer- 
ica—13 

General Electric Co. (Clock 
Division)—224, 225, 226 

Gerwe-Brown Co.—26 

Glass, Leo, & Co., Inc. 
—301, 302 

Gorham Co., The—Room 

Graff, Washburne & Dunn— 
Crystal Room, Belmont-Plaza 

Gross, B. & E. J., Co., 
Inc.—407, 408 

Gross, J. H., & Co.—Room 

Albert Gurwitt & Co.—214 


Hailparn, H.. & Co.—Room 

Hamilton Watch Company 
—44, 45, 46, 47 

Hampden Chain Co.—Room 

Helbros Watch Co.—317, 318, 
319 

Heller, L.. & Son—14 

Holzer Watch Co.—211 

Hurlburt. H. O., & Sons——307 


Imperial Pearl Syndicate 
—30, 31 

International Silver Co. — Pi- 
Ilement Suite 

Iskin Manufacturing \Do., 
Inc.—304 
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J 


Jabel Ring Manufacturing 
Co.—Room 

Joseph H. Jacobson & Sons, 
Inc.—508, 509 

Jatfe, Isidore—220 

Jay-Kel, Inc.—19 

Jewelry Industry Council—312 

Jewelry Magazine—222 

Jewelry by Wallace, Inc.—506 

Jones & Woodland Co.—Room 


K 


J. J. Kagan & Co.—Room 
Kahn, L. & M., & Co.—Room 
Kaplan, Lazare, & Sons—Room 
Karp, David, Company, Inc.—4L 
Karpeles Rosary Co., Ltd.—109 
Kasper & Esh, Inc.—Room 
Kaufman, Bert L., Co.—22 
Kaufman, Jack L., Inc.—Room 
Keystone Silver Co.—102 
Kingston Watch Co.—Room 
Kirk, Samuel, & Son, 
Inc.—4 N & P 
Korn, William, & Co.—77, 81 
Koss & Shubkin—4U 
Kramer Jewelry Co.—129 
Kreisler, Jacques, Manufactur- 
ing Co.—36, 37 
Krementz & Co.—Room 


Kritzer, Stern & Klein. 
Inc.—Room 
L 
L. & R. Manufacturing 


Co.—204 
Lady Alice Pearls—220 
Lampl, Walter, Inc.—85, 86, 87 
Larter and Sons—Room 
Lasner Jewelry Corp.—305 
Lederer. Victor E., Co.—223 
Lehman Bros. Silverware 
Corp.—221 
Leichter, Emil, Watch Co., 
Inc.—406 
Leif Brothers—401 
Lester & Co.—Room 
Levitz, Ira, Inc.—Room 
M. Levitz & Co.—Room 
Levy Brothers China Co.—504 
Linde Air Products Co.—505 


Lipschutz, J. & Co., Inc.—Room 

Longines-Wittnauer Watch 
Co., Inc.—34, 35 

Luedco Religious Supplies—306 

Luria, L., & Son, 
Inc.—Chinese Salon 


Mi 


Manhattan Novelty 
Corp.—Room 

Marvella Pearls, Inc.—513 

Masin Watch Co.—328 

Mautner ‘Co., Inc.—308,309,310 

McKenna, Walter H., & 
Co—Room 

Mead, M. A., & Co.—57 

Medana Watch Co.—4 J & K 

Mercury Ring Corp.—409 

Metalfield, Inc.—Room 

Modern Onyx Manufacturing 
Co.—510 

Muney, William A., & Co., 
Inc.—Room 

Mido Watch Distributors—4 J 
& K 


N 


Nardin, Ulysse, Watch & 
Chronometer Co.—320 

S. Nathan & Co.—5 

National Silver Co.—Carpenter 
Suite 

New Haven Clock & Watch 
Co.—402, 403 

New Hermes, Inc.—6 


Ollendorff Watch Co., 
Inc.—39, 40, 51, 52 

Oneida Community, Ltd.—Jan- 
sen Suite 

Otis Co.—64 


P 


Parker Pen Co.—315, 316 

Henry Paulson & Co.—113., 
114, 115, 116 

Phillips, George, Co.., 
Inc.—Room 


Booths on the second balcony of the ballroom. 
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Booths on the first balcony of the ballroom. 


Pierce Watch Co., Inc—Room 
Plainville Stock Co.—Room 
Polumbaum, Richard, Co.—501 
Poole Silver Co., Inc—Room 
Prill Silver Co.—17 

Posin, A. C. Co.—26 


Reich, M. A.—Room 
Remembrance Ring Co., 
Inc.—1 
Rensie Watch Co.—402, 403 
Reynolds, E. W., Co., Inc.—26 
Rivkin, Morris & Sons—3 
Robbins, J. W., Co.—326, 327 
Robinson & Sverdlik, Inc.—68 
Rogers, William A., Ltd.—Jan- 
sen Suite 
Ronson Art Metal Works, 
Inc.—65 
Rosenthal & Kaplan—Room 
Royal of Pittsburgh, 
Inc.—80, 84 


S 


S. P. M. Co.—Room 

Sabin, Alex & Sons, Inc.—Room 

Sammartino Bros. Co.—227, 228 

Sarkin, David, Inc.—311 

Savoy Watch Co., Inc.—Room 

Schiffman, M. W. & Co.—Room 

Schless-Harwood Co., Inc.— 
Room 

Schmukler, J. J. & Son, 
Inc.—4E 

Segal, H.—Room 

Seltzer Brothers—Room 

Sheaffer, W. A., Pen Co.—38 

Shiman Brothers & Co.—Room 

Shiman, M. H. & Co., 
Inc.—Room 

Sickles, M. & Sons—Room 

Silberman, Kohn & Wallen- 
stein—Room 

Solow, Harold, Inc.—123 

Somers-Ernst Co., Inc.—105 

Spear & Susskind—Room 

Speidel Corporation—78, 82 

Sperry Mig. Co.—Room 

Standard Novelty Box Co., 
Inc.—Room 

Stern, Edward L. & Co.—67 

Stern, Louis, 'Co.—32 

Stern & Stern, Inc.—125 


Sterner, Curt L.—322 
Streicher Mfg. Co.—103 
Swank, Inc.—27 
Swartchild & Co.—12 


T 


Tanz, Philip, Co.—209, 210 
Tavannes Watch Co., Inc.—55 
Telechron, Inc.—75 

“Time” Magazine—104 

Towle Mfg. Co.—Room 
Traub Mfg. Co.—Room 


U 


Ulrich Associates—110 

United States Time Corp.—53,54 

Untermeyer, Robbins & 
Co.—Room 

Uris Sales Corporation—2 


Vv 


Veit, B. & L., Inc.—Room 
Victoria Pearl Co., Ltd.—5 
Volupte, Inc.—512 

Vulcain Watch Co., Inc.—7 


WwW 


Wadsworth Watch Case 

Co.—79, 83 

Wallace, R. & Sons Mfg. 
Co.—Room 

Waltham Watch Co.—67, 70, 71 

Watchmakers of Switzerland— 
ll 

Watson Co., The—Room 

Wefferling, Berry & Co.—400 

Weiss, Albert & Co.—400 

Werst, Jack M.—Room 

J. J. White Mfg. Co.—Room 

White Rose Jewelry Mig. 
Co.—321 

Whiting & Davis—503 

Whiting, Frank M. & Co.—Room 

Wiesen-Hart—Room 

Wiesner, Joseph—Room 

Winard, Inc.—11]1 

Winston, Harry, Inc.—Room 

Winston Watch Co.—4ll 

Wood, J. R. & Sons, Inc.—39, 10 

Wyler Watch Agency—62, 63 


Z 
Zuckerman, Nat & Co.—4F 
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look for Your (4 YA 


of the BigNEW /9. 
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A copy of our new 1948 cat- 
alog is on its way to you, so 
look for it. You’1]] find it a 
big help in selecting and or- 
dering your repair parts and 
findings from your jobber.Over 
1500 items, from gold beads to 
coin mountings, in nickel sil- 
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log 


My It’s On Its Way To Every Jeweler 


ver to 14 Kt. gold, are illus- 
trated in their exact size, to 
make it easier for you. So use 
your W.R.Cobb catalog.And when 
you order findings from your 
jobber, order by number and 
specify W.R.C..... known for 
quality findings since 1877 


W.R.C. Findings Are Distributea Thru The Wholesalers 


W.R. COBB CO. 


101 Sabin Street 


Providence 3, Rhode Island 


" Findings Since 1877 " 
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The Diamond Industry in 1947 


This, the twenty-third annual report of the Diamond Industry, is dedicated 


to the memory of Fred V. Cole, a great and fearless editor and a dear friend. 


HE diamond industry in 1947, while not as prosperous a 
year as 1946, was a good year. It was a good year for the 
wholesaler, a fair or better year for the producer and retailer and 
a poor year for the cutter, both master and artisan. 
Production again fell slightly (7 percent) by both weight and 
value from 1946 to respectively 9,738,825 carats (2.15 short tons) 


and $75,105,000. By weight, 1,125 pounds were rough (gem ma- 


terial) and 3,175 pounds industrials. The production of gem 
material is comparable with that of 1946, the loss being mainly in 
the industrial grades. The Belgian Congo, the Union of South 
Africa and Tanganyika produced less than in the previous year 
while the Gold Coast, Sierra Leone, South-West Africa and 
Venezuela produced more. 

The Belgian Congo was the leading producer by weight (55 
per cent) although it produced only 12 per cent of the value. On 
the other hand, the. British Commonwealth, accounting for only 
31.1 percent of the weight, represented 68 percent of the value. 
Premier is now producing on a small scale and New Jagersfontien 
should be producing late in 1948 or early in 1949. 

Sales of rough in 1947 by the subsidiaries of the Diamond 
Corporation were £24,500,000 (£30,000,000 in 1946, the peak year). 
The difference was somewhat offset by sales of rough early in 
the year by overstocked American brokers and cutters, possibly 
by slightly increased sales of “outside” goods and by some rough 
appearing in Belgium and Holland from “underground”. Sales 
of industrials somewhat exceeded those of 1946. Stocks of rough 
were again reduced. Hereafter, few sales can be made from stock. 

Retail sales in the United States were good although less than 
in 1946 and at Christmas, high prices inhibited sales. 

Prices were on an even keel. Inexpensive rough in the small 
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Paya Baty 


First part of a digest of the 23rd 
annual review of diamond industry. 
The entire text of this report will 


soon be published in booklet form. 


by SYDNEY H. BALL 
Rogers, Mayer and Ball, N. Y. 


sizes was raised early in 1948. Cut, especially that of mediocre 
quality, declined in price in the first seven months of the year 
but by the year-end had regained most of the loss. 

Since the war, sales, ex-America, have increased somewhat and 
in Europe particularly there has been much investment buying. 
But for the industry to be complacent, sales should broaden 
notably to offset a possible business recession in the United States, 
the date of which while apparently not near is naturally unpre- 
dictable. 

Diamond mining costs like those of coal and metal mines mount. 

The cutting industry is suffering for its sins. During the war, it 
expanded beyond all reason. An inadequate supply of rough meant 
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piamond Advertising Spotlights 


1, The engagement ring tradition 


2. The fashion leadership of diamonds 


“REAL PEOPLE” are helping to document the importance of 
the diamond engagement ring tradition... in advertising 
now appearing in big-audience Life, Look, The Saturday 
Evening Post and Collier’s. Portraits of recently engaged 
society women, by leading American artists, show how these 
women, whom others follow, favor diamonds. Copy also 


stresses the importance of seeking the help of a trusted jeweler 


in making a selection. ' 


In fashion magazines, Vogue and Harper’s Bazaar, adver- 
tising portraying timeless beauty and distinction of diamonds 


emphasizes their importance on the fashion scene. 


Both of these campaigns, using striking four-color pages, 


are part of the continuing effort to stimulate and encourage 


your diamond sales. 























FOR AUGUST, 1948 





YOUR diamond promotion includes... 


ADVERTISING supporting the engagement ring tra- 
dition—in leading national magazines . . . stress- 
ing the fashion significance of diamonds—in 
outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 
MOVIES—“The Eternal Gem’’—to show in your town. 
LECTURES throughout the country. 


© All are designed to help you maintain your 


diamond volume. 


De Beers Consolidated Mines, Ltd. 
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unemployment, nothwithstanding a 10 percent shrinkage in per- 
sonnel from 1946 to 1947. Further reduction in personnel is im- 
perative. 

I think we can look to 1948 with considerable confidence: the 
industry is in an enviable position, its stocks are low, and the 
operating units are in a strong financial position. Sales of gem 
stones, particularly in the American market, should be satisfactory 
for 1948, at least, and over a period of time the sales of industrial 
grades should expand. 

The world today seems capable of absorbing all the gem stones 
the mines can produce and government stockpiles would welcome 
an oversupply of industrials. For the industry to be in a wholly 
safe position, its stock of rough should once again be built up. 
In 1948 we can expect a production both of gem and industrials 
somewhat greater than in 1947. 


ROUGH MARKET 

The Diamond Corporation is the largest purchaser of rough in 
the world and in normal pre-war times sold 95 per cent of the 
rough. During the year it obtained the sales agency of the 
Tanganyika output and that of French Equatorial Africa and 
again is marketing about 95 per cent of the world’s rough. Nine- 
teen forty-six had seen record sales of rough £29,500,000) and 
1947 was expected to be a poor year. In reality, it turned out 
to be a satisfactory year. 

While the Diamond Corporation made substantial profit in 
1946, it paid no dividend. In 1946 the Diamond Trading Company 
Limited paid a dividend of 27% per cent (12% per cent in 1945) 
(DeBeers’ share in 1946, £313,500; in 1945, £142,500). 

Industrial Distributors (Sales) Limited paid a maiden dividend 
of 10 per cent, DeBeers, on its 240,000 £1 shares, receiving £24,000. 

Apparently American cutters and brokers had bought more 
rough than they needed in 1945 and 1946, particularly in the 
poorer categories. The demand for cut being poor early in the 
year, some of the American-held rough appeared in Holland and 
Belgium early in 1946 at prices at least competitive with those 
of the Corporation. This supply largely disappeared by July, 1946. 
Williamsons Mine (Tanganyika) sold its production independently 
for the first half year and other “outside goods” (some South 
African alluvial stones, French Africa, Brazil, British Guiana, etc.) 
were competing for the rough market throughout the year, and 
some rough dating from before World War II continued to appear 
from the underground in Holland and Belgium. In consequence, 
early in the year the Corporation’s sales in addition to a slack 
demand, were poor. Further, most sales had to be made from cur- 
rent production. 

The Corporation’s sales for the past nine years are given in the 
following table: 





Total Gem % of % of 
Year Sales Stones Total Industrials Total 
NESS STD, § —. scistnedbiiamesse aaiteis.  saameabeiiadiiahile:. dau 
ROPES TID: = essccccnsncesenine ented. aainwseeccwanece dunes 
eer 7,414,420 £5,500,000 74.0 £2,000,000 26.0 
a 10,694,671 6,250,000 59.0 4,240,000 41.0 
RR. 20,400,634 14,973,000 73.0 5,428,000 27.0 


4,000,000 24.0 
3,900,000 14.3 
3,462,000 11.7 
4,377,000 17.8 


1944 (est.).. 17,000,000+ 13,000,000 76.0 
1945 (abt.) 24,500,000 21,000,000 85.7 
EE: dictpstndocs 29,610,000 26,148,000 88.3 
1947 (est.)__ 24,478,000 20,101,000 82.2 


It will be noted that 1947 sales were satisfactory, especially 
since—due to stocks on hand and “outside goods’—cutters were 
less dependent on the Corporation than normally at the begin- 
ning of the year. Again, it is seen that sales of industrials are 
important—the two classes of customers stemming from different 
financial sources. In 1947 Russian satellites bought many industrial 
stones. Sales of gem stones exceeded production and stocks de- 
creased (increased production is 18 to 24 months away). This was 
true of most industrials, although stocks of crushing bort may 
have increased a bit. 

Prices of gem stones at wholesale have held firm. Diamond 
buyers of South African independent alluvial producers raised 
their prices 15 per cent in the fall of 1947. At the February, 1948, 
sights the prices of four types of rough were raised from five to 
seven per cent (“melees” and shapes, five per cent; macles and 
flats, seven per cent). 

In July, 1947, the British Colonial Secretary announced that 
thereafter the stones produced by the Williamson Diamond Cor- 
poration, Ltd. and other Tanganyika producers would be marketed 
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by the Diamond Corporation. The announcement should be 
stabilizing influence on the diamond market. The press repaates 
that the Diamond Corporation would buy from the Tangan rm 
producers in 1947 and each of the following four years Ps 
equal in value to 10 per cent of the net sales of Dicorp’s two selling 
subsidiaries. 

In 1946 most of the Corporation’s sales were made in the firs 
nine months of the year, sales being small in the last quarter In 
January, 1947, the Corporation showed only a few stones of prs 
and it canceled its February sight. It was reported in the press 
however, that Industrial Diamonds of South Africa offered i 
assortment of 2000 carats, small gem stones from South-West 
Africa, at Johannesburg in February. 

At the Corporation’s small sight in March, applicants received 
from one-third to one-half the goods desired. April sales showed 
a further improvement and demand far exceeded supply, May 
sales were not large, but prices were satisfactory. The situation 
evidently was improving. In June sales volume increased and oy. 
side comeptition began to subside. Sales increased in July, with 
a much better market appearance. In August the Antwerp and 
London markets were pretty well cleared out of cut, and applicants 
for that month’s sights came from not only Antwerp, but from 
New York. In both September and October sales would have beep 
larger, were the rough available. Bidders had to be content with 
a fraction of the goods applied for. November sales, also, were 
large. 

The large sales in the latter half of 1947 included both gem 
and industrial stones. The cut went to European and other ip. 
vestors and to American gem lovers; industrials to Canadian 
and American diamond drills, motor and airplane production, 
American industrial plants and—we hope—to our stockpile, 


RETAIL PRICES AND DEMAND IN AMERICA 

From the beginning of World War II to September, 1946, melee 
in the United States had tripled or quadrupled in price. Half. 
carat stones had increased 95 to 155 per cent before adding the 
20 per cent excise tax; one-carat stones, 75 to 115 per cent, and 
larger stones somewhat less. The factors responsible were demand 
in excess of supply, higher rough prices, and increased operating 
costs (insurance, brokerage and cutting—cutters’ wages had more 
than doubled). Of this gain, 1946 up to September was responsible, 
in fine stones, for 25 to 30 per cent of those of one-quarter to 
one-half-carat sizes, and 15 per cent in one-carat stones. In the 
last three months of 1946, an easier supply situation (too many 
cutters and too much rough cut) and a soft stock market wiped 
out most of the year’s gain in quality goods and more than that 
in mediocre stones. Prices in Europe were even higher in shops 
and much higher on the black markets than in America. 

In consequence of this situation, before Christmas, 1946, some 
American retailers had cut their prices—one as much as 20 per 
cent—and in the first four months of 1947, other retailers in a 
number of instances had marked down their prices, particularly 
in mediocre qualities. Volume of sales was small, but all signs 
of panic were over by February, 1947. Retailers sold from stock 
and, in consequence, the plight of the cutter and wholesaler was 
not a happy one. The retailers’ confidence was slowly restored, 
but prices were so low they merely covered costs. By May the 
situation had improved and better qualities gained a bit in price. 
In midsummer the Belgian black market practically disappeared, 
as the dollar on it brought little more than it did in legitimate 
trade. This stabilized the market. 

In July prices began to firm and by the month’s end finer qual- 
ities had risen five to 10 per cent in price over the first of the 
year. But little fine cut was available. This betterment coincided 
rather closely with frantic East Indian buying. Prices continued 
upward. By September 1, melee was sufficiently high to warrant 
New York cutters polishing it once more. Almost immediately 
prices had stiffened a bit more and all qualities except inferior 
were in strong demand. Stocks available while not large were 
adequate. In October and November, the demand remained good 
for all but poorest qualities. In October, however, there were 
signs of price weakening in some categories. 

In December prices were off 15 per cent on smalls and demand 
was disappointing. Christmas trade, while not as large as that of 
1946, was surprisingly good. Sales resistance, however, was met 
in sizes and in most cases stones of three-fourths of a carat or 
larger did not move. Americans believe that the 20 per cent excise 
tax on luxuries is bound sooner or later to be either reduced ot 
rescinded, and they do not desire to be “fall guys” when the 
change comes. 
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— GU be nice secing you again... 


a 





New York has a warm welcome 
in store for the jewelers of Amer- 
ica when they convene during the 
month of August. 

And your old friends at 
Baumgold will carry that welcome 


right into our plant. 











a — nel 
_ 
Please plan to spend at least a 
few hours with us. We like to 
show off our equipment . . . and 
it also gives us the opportunity of 


showing our appreciation for the 





swell job you are doing for the 


entire jewelry industry. 


“The diamond with the signature no other can copy”’ 









CIRCLE OF LIGHT DIAMONDS 


THE GUILD OF AMERICAN DIAMOND CUTTERS an offiliar “ 


| Melee Plant: 
305 East 45th Street, 


N.Y. C. 


BAUMGOLD BROS, INC. 


62 WEST 47th STREET, NEW YORR CITY, N. ¥. 





2 8 Los Angeles Office: 220 West Sth Street 











FOR AUGUST, 1948 


Diamoad Tool Research ae 304 East 45th Street, N. ¥. 





“Trade Mark v. 7 Pat. on es 

















- In resume, while 1947 was not as good a year as 1946 in America, 

it was one of large sales. In prices for the year, stones of one- 
quarter to one-half carat lost 10 to 15 per cent; one-carat stones 
perhaps five per cent, and two-carat and larger stones gained a bit. 

During the year, the size of stones mounted in wedding rings 
was reduced. 

And prices in the future? Those of quality gems should be at 
least satisfactory. There is little rough available for that type, with 
no great increase in quantity in sight for 18 months or more. All 
costs of cutting exceed those of three or four years ago and many 
Europeans prefer diamonds to their own currency. This prophecy, 
provided America has no financial recession of importance. 

If one takes a long enough cycle of years, say 20 or so, diamond 
prices always show an upward tendency. 


UNITED STATES IMPORTS 
Total gem diamond imports into the United States, in dollar 
value, for the years 1942 to 1947 follow. 














SIRE $26,186,949 
1943 68,127,004 
1944 72,670,146 
1945 107,308,028 
1946 166,637,049 
1947 96,522,759 





These figures show how prosperous the trade has been in recent 
years, even those of 1947 being high compared with pre-war years. 

As to rough imported, the figures for the two years 1946 and 
1947 follow. 





Value 

Year Carats Value per Carat 
1946 1,044,517 $48,668,843 $46.59 
1947 1,075,478 43,051,210 40.03 





The figures are comparable, the 1947 carats exceeding those 
of 1946 by almost three per cent, although—owing to the better 
average grade of rough imported in the earlier year—the value 
of its imports exceeded those of 1947 by 10.7 per cent. 

As to cut, the figures for 1946 and 1947 follow. 





Value 

Year Carats Value per Carat 
1946 604,638 $117,968,206 $195.27 
SET ee 347,810 93,471,549 153.76 





American dealers found themselves overstocked in 1947 and in 
consequence, in part, imports fell off 42.5 per cent as to weight 
and 54.6 per cent as to value. The cut imported in 1946 was also 
undoubtedly somewhat better, although also the|per carat prices 
in 1946 were somewhat higher than in 1947. 


Details of 1947 imports follow. 


Rough or Uncut 



































Per Cent 
Value of Whole 
Country Carats Value _ perCarat by Value 
Belgium 3,482 $45,579 $13.09 — ........ 
Brazil 29,322 533,796 18.20 1.3 
British Guiana ............ 822 39,155 Se 
British West Africa.... 1,680 11,680 6.95 oun... 
French Equatorial 
Africa 21,093 351,188 16.65 1.0 
France 131 13,293 101.47 wu... 
Mexico 70 a... | ae 
Union of South 
Africa .. 963,969 40,421,913 41.93 94.0 
United Kingdom ........ 10,725 480,310 44.78 1.1 
Venezuela .................... 44,184 1,137,841 25.75 2.6 
SERS: 1,075,478 $43,051,210 $40.03 100.00 
Cut But Unset 
Per Cent 
Value of Whole 
Country Carats Value perCarat by Value 
Belgium 205,650 $30,368,227 $147.67 56.9 
Brazil ....... 7,227 900,317 124.57 1.7 
British Guiana ............ 223 | 68. ae 
British Malaya .......... 320 62,884 196.51 _........ 
Canada 7 1,924 274.85 ........ 
China ...... 1.033 245,648 237.80 0.5 
Cuba ... eeu 6,422 866,997 135.00 1.7 
EERE idea 6 4,126 68766 _........ 
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NL saiaataliiniiltanas 4,339 796,758 174.4] 








I csc nisondiiinsenaes 125 23,374 186.99 4 
a 136 2158 Wim .-= 
Italy .......... 9 3,861 42900 
ERIE Ter eer 1,021 318,211 311.66 “06 
Netherlands 24,011 3,742,952 110.07 79 
NII hsanjenkiaailncasns 39,474 4,297,767 121.15 80 
SII ::nasiseiuntictianiewes 96 13,940 145.21 R 
SE TT ee . . 102 4,902 4806 —_ 
Switecciond  ................. 4,798 625,621 130.04 19 
EL oe a ae 10 2,000 200.00 
Union of South 

ES RTC ee 38,255 8,749,590 228.72 16.5 
United Kingdom ........ 9,273 1,719,427 185.42 39 
RS ciscesscinssountionens 9,270 707,959 76.36 13 

oo 347,810 $53,471,549 $153.74 100.00 


DIAMOND CUTTING 


For two years this review has warned the industry that it had 
established a cutting branch altogether too large for the amount 
of gem rough to be cut and that consequently unemployment 
would inevitably follow. Even with a 10 to 20 per cent decrease 
in the number of cutters today (say, not including Borneo and 
India, 26,500 in 1947 compared to 30,200 in 1946), strikes, lock. 
outs and lay-offs occupied at least a third of the men’s time ip 
1947. And it will be at least a year and a half or two years before 
more gem rough is available, even provided this old frayed world 
two years hence furnishes a market for 20 per cent more cut 
than it does today. As a natural result of too many cutters for the 
rough available, wages have been drastically reduced. The post. 
war adjustment which began in 1945 has degenerated into cut. 
throat competition. 

A number of cutting centers will disappear or languish. Among 
the centers to cut larger stones, Holland, America and South 
Africa are likely to survive, and Belgium and possibly Palestine 
among cutters of small stones. 

Romi Goldmuntz, doyen of the Belgian diamond industry, has 
just suggested to officials of the Diamond Trading Company that 
the company contribute one per cent of its sales to a fund to 
protect the cutters against a possible recession in the diamond 
industry. Like many ideologic schemes, the idea has merit. 


UNITED STATES 

Both masters and artisans had a poor year in 1947. In the first 
place, the industry was overstaffed and secondly there is not 
enough rough to go around. Right after Christmas, 1946, demand 
for cut was poor and it was not particularly good the rest of the 
year. Competition from Belgium becomes more keen. 

At the beginning of the year, there were from 3,000 to 3,500 
cutters in the United States. They were engaged in cutting the 
finest sizes in the world. Indeed, an Australian cutter advertises 
his diamonds as “finest American make.” How much a factor 
American shops will be hereafter in cutting melee is still unknown, 

Times were slack after the Christmas rush in 1946 and the 
diamond market poor. Early in February, 1947, the Diamond 
Workers Protective Union (AFL, the older of the two unions — 
its members largely cutters of sizes) accepted a cut of 10 per cent 
in wages, both those paid by the week and the piece on larger 
stones, and 15 per cent on melee, where labor is the principal 
item. Further, it was agreed that a job will be finished within a 
reasonable time. Negotiations with the other union continued. In 
April the men were working only three days a week. 

From July 3 to July 25 and from August 11 to August 18 
(July 26 to August 10 is the annual vacation period), a strike, 
or a work stoppage, occurred between the masters and the Diamond 
Workers Protective Union. The former demanded a five per cent 
wage cut, halving of free vacation (one instead of two weeks), 
and five instead of ten paid holidays. Only 11 of the bigger 
shops were affected and only one of the unions, so that necessary 
work could be performed. In early August, India began buying 
again and the market improved rapidly. In consequence, the 
men returned to work, having retained all their advantages. The 
other union was not on strike. Indeed, melee was so high in 
September that some American shops believed they would cut 
it again profitably. 


BELGIUM | 
In 1946 Belgium regained its place as the world’s premier 


(Please turn to page 250) 






THE JEWELERS’ CIRCULAR-KEYSTONE 





















DETAIL OF DOORWAY 


ENTIRE SPACE OF OUR SIX FLOOR 
BUILDING DEVOTED TO THE CUTTING 
AND POLISHING OF DIAMONDS AND 
THE DESIGNING AND CREATING OF 
FINE JEWELS. 


Mi 


WINSTON 
INC. 








IHt HUUoe Ur qARHY WINSTON 


When you cross this famous threshold, you enter an estab- 
lishment that has no counterpart in the four corners of the earth. 

For here in our own building... on six full floors... is a 
complete diamond industry under one roof. Skill reaches its highest 
peak as our own staff of diamond cutters and polishers create fine 
vems ... from the smallest melee to the largest sizes. 


While we are famous for our expert cutting of the world’s 


most fabulous diamonds—we also produce quantities of loose 
goods ... for this is the keystone of our business. 

We obtain our rough at the source. Our tremendous resources 
plus economies effected through the control of each cutting and 
polishing operation makes possible the highest quality diamonds 


at lowest prices. We welcome your inquiry. 





rare jewels of the world | 





HARRY WINSTON 


7 EAST Sst STREET, NEW YORK 




















OWNERS AND CUTTERS OF THE JSJONKER, VARGAS AND LIBERATOR DIAMONDS 


THE WINSTON COLLECTIONS ARE AVAILABLE 
AT YOUR REQUEST 


FOR AUGUST, 1948 
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by SILVIA SCHUSTER 





Store signature modeled after 
that of the nearby theatres 
lends aura of novelty to the 
facade of Stone's, Milwaukee. 


Adapting to New Conditions 


Is Key to Firm's Success 


HEN free spending days are past, it is the 
store that can adapt itself to new conditions 
that will survive!” These words come from an experi- 
enced merchant in the jewelry line, Arthur Stone, who 
manages two large jewelry stores in Milwaukee. 

His downtown store is called Stone’s Jewelry Com- 
pany, and it is right in the heart of the city’s busy 
shopping section. It ties in with the nearby theaters by 
using the same type of blinking, moving bulb sign in 
preference to neon lights because the electric lights were 
more in keeping with the rest of the brilliantly lit neigh- 
borhood. This may seem like a minor point, but it helps 
to show how Mr. Stone is trained to use all the angles. 
For he has learned from experience that the business 
that can adapt itself to any outside conditions will be the 
one to stand firm! 

His second store is called Stone’s, Inc., and is located 
on Milwaukee’s south side at 1221 W. Mitchell Street. 
Both stores have an identical front so that travelers can 
recognize them easily, and both interiors are also laid 
out alike. Long display counters run along both walls 


oe 
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toward the rear of the stores, with a small office sec- 
tioned off in the rear. 

Each office is out of the way, yet located in such a 
strategic spot that personnel can keep a commanding 
view of the entire store. In those display cases nearest 
the front door are shown diamonds and watches, for 
Mr. Stone feels that those are the two items most in 
demand. 

“When people come into a jewelry store, it is usually 
with the express intention of getting a watch or a ring,’ 
comments Mr. Stone. “So I put those items where they 
will be seen first. Then toward the rear I show the 
semi-precious jewelry, and beyond that, appliances. We 
offer radios, mixmasters, electric broilers, and irons on 
the same charge account and layaway policy that we 
offer with our jewelry, so many of our customers find 
it very convenient to buy the two types of merchandise. 
And they see we have their interest at heart, for we 
arrange the payments to suit their pocketbooks, and 
we do not have a carrying charge! Some of our cus- 
tomers are puzzled when we tell them there will be no 





THE JEWELERS’ CIRCULAR-KEYSTONE 














| 


FOR AUGUST, 1948 











THE ONLY DIAMOND OF ITS KIND IN THE WORLD 


No Other Diamond buta.. . 


MULTI-FACET UIAMOND 


ADDED BRILLIANCE 
GUARANTEED AGAINST CHIPPING 
NATIONAL DISTRIBUTION 
DEALER ADVERTISING AND DISPLAY AIDS 
EXCLUSIVE FRANCHISES 


WRITE FOR FRANCHISES 


Has Forty Extra Light Reflecting Facets 


MULTI- FACET DIAMOND CORPORATION 


36 West 47 Street New York 19, N. Y. 


























extra charge for spreading the payments out over a 
long period of time, but we feel the extra turnover 
created by the goodwill this evokes will cover our ex- 
penses. 

“But to get back to my opening statement about a 
store being able to adapt itself to changing world con- 
ditions—this is what I meant. I can best explain it by 
showing what effect conditions have on our stores. We 
are best known for our diamonds. We have always con- 
centrated on those because we know those are _ basic 
jewelry needs. But during the war years when money 
was plentiful, we did a great business in other jew- 
elry, too. 

“Milwaukee is a great industrial town. We have 
many factories and various industries that have always 
employed many people and paid fine wages. And during 
the war, wages rose even higher with a record number 
of people employed. Those people learned that for the 
first time in their lives they could afford fine jewelry. 
So they came in to buy. It was easy to make a sale in 
those war years. But here comes the point I wanted 
to make. Now that the cost of living has gone up and 
much of the savings hoarded during the war years have 
gone into paying for necessities, people think twice be- 
fore spending on a luxury like jewelry. So it is up to 
the alert jeweler to build his sales through good-will 
and through giving his customers the best quality mer- 
chandise at the most reasonable prices. 

“To illustrate how we do that—how we adjust our- 
selves to the changing needs of our customers, let me 
point out our newspaper ads. Almost every one of our 
twice-weekly ads features one type of merchandise; and 
most usually, that means diamonds. Not because they 
are hard to get—but because when money grows short, 
diamonds are one type of jewelry that will still be in 
demand! A young swain will still think of buying a 
diamond ring for his sweetheart even though times may 
get tough. 

“And watches—people will always need those! So next, 


(Pleaase turn to page 255) 
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Theatrical folk visiting Mil. 
waukee for engagements are num. 
bered among Stone's favorite 
customers. Here, members of 
Don Orlando Quintet are shown 
watches. (Below) Stone's news. 
paper ads show specific items. 





April — 
* Month of 
DIAMONDs 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


W-2039 551 Fifth Avenue « New York 17, N.Y. 
VAnderbilt 6-0457-8 

















A view of one section of the special order section of Grobe & Sons, Newark, N. J., 
where customer's personal preferences in design may be executed by the firm. 


Special Order Department 


Builds Selective Clientele 


It is the experience of Grobe & Sons, Newark, N. J., that a 


special order section where design creations can be executed 


to the patron’s taste, is a decided asset to any retail firm. 


SPECIAL order section in which design creations 

can be executed according to the customer’s own 
personal preferences right on the premises is a decided 
asset to any retail establishment. It invites trade which 
normally would not patronize the store and builds a 
local reputation which draws a selective clientele, who, 
when they come in with a particular job in mind, often 
are attracted to other lines of merchandise which they 
purchase. 

Such has been the experience of Grobe & Sons, well 
established Newark, N. J., house, who installed such a 
department when they opened their new store in their 
own building at 941 Broad Street. They report that 
about 40 per cent of their volume may be attributed 
directly to the special order department. In addition 
it has stimulated activity in other sections of the store 
which contains a general line of jewelry, silverware, 
electrical appliances and allied goods. 

The firm imports its own diamond rough and melee, 
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makes rings and findings, and executes work to order 
on any type of fine grade jewelry. Often a customer will 
come in with his own idea of how he wants the head 
of a ring to be made, a masonic ring embellished with 
precious stones or a watch attachment on a mesh brace- 
let placed in a setting of ruby ornamentation. Craftsmen 
carefully advise on the new mountings or designs to be 
selected and are satisfied only when the customer is 
thoroughly delighted with the renewed beauty of their 
choice of jewelry adornment. 

The work is done upstairs in the front of the second 
floor in a section separated from the rest of the store. 
Curious customers who may want to see how the task 
is accomplished may enter and inspect for themselves 
the modern equipment and efforts of experienced crafts- 
men which enables the shop to turn out orders speedily 
and economically. Time required to turn out a job may 

(Please turn to page 247) 
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Styles and Technigues 


in Modern 


Parisian Jewelry 


( he designs appearing above, reproduced from the current issue of L’Officiel, 

a quarterly album of jewelry design creations by outstanding Parisian artists, 
are examples of modern Parisian styles and techniques in diamond jewelry. The 
brooch pin and circle ring illustrate the graceful combination of light and heavy lines. 
The attractive earring is another example of fashionable Parisian styles in ornaments 


simulating the effect of a circle passing through the lobe of the ear. 








Many other brilliantly original designs and ideas are contained in the latest 
album of one hundred and twenty-three designs published by L’Officiel de la Bijouterie 


et Accessoires. These albums may be obtained from their New York office at 41 Union 


Square West, New York 3, N. Y. 
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The Jewelry Trade in 1948 





A report on current conditions and happenings in the trade as found 


by the Department of Commerce, given by John Albright, Chief of the 


Wholesale Div.. Bureau of the Census, at the recent NWJA convention, 





cent as much business as jewelry stores, their total may 


have been somewhere between $250,000,000 and $300,- 
000,000, thus giving a total sales figure at the retail 


level of something over $1,500,000,000, or more than 


one per cent of all consumer expenditures for that year. 


JEWELRY STORES 
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Retail jewelry sales of the past three years compared with 1941. 


Nineteen forty-seven sales of jewelry wholesalers were 
off 14 per cent from 1946 while jewelry store sales 
were off only three per cent from the previous year. 

After getting off to a slow start this year, sales of 
wholesalers rose rather sharply until in March they 
reached their all-time high for the month of $46,000,000. 
April sales of wholesalers were also at near record 
levels for this season of the year, off only one per cent 
from March. First quarter 1948 jewelry store sales, 
however, were five per cent below the corresponding 
quarter in 1947 and a similar percentage below 1946. 
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INETEEN FORTY-SIX was the year of record 
sales for all branches of the jewelry trade. Sales 
of jewelry wholesalers were estimated for the year at 
$573,000,000, and of retail jewelry stores at $1,343,- 
000,000, a figure which included retail excise taxes. 
Estimates of 1946 sales of jewelry-silverware depart- 
ments of department stores are not available but on the 
basis of the 1939 Census ratio of approximately 20 per 


April retail sales were up about five per cent from 
March, but they were off a few percentage points from 
a year ago. 


JEWELRY WHOLESALERS 
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Postwar wholesale jewelry sales compared with 1941. 


Reasons why retailers’ sales did not increase as rap- 
idly as wholesalers during February and March of this 


JEWELRY-SILVERWARE DEPTS. ' 
OF DEPT. STORES 
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Sales of jewelry-silverware departments of department 
stores compared with 1941. 
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Promote CULTURED PEARLS 


_.. for every gift occasion 


Every gift occasion is another 
opportunity for you to sell 

Cultured Pearls . . . with extra profits 

. extra profits because it’s so 

easy to sell Cultured Pearls 
instead of imitations. 

Buy your stock early for Fall... 
we ll meet every demand of 

your customers who want 


‘something special”’ in gifts. 


Every grade, from $75 to $15,000, Keystone 










MPORTERS xs 


cT } 
pi1R E RED PEARLS 


eae oe 
B.D ELIA € SON 


665 FIFTH AVENUE « NEW YORK .e 22 
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that a rise in reta 


year are not readily apparent. Possible suggestions are 


ilers’ purchases—that is an increase 


in wholesale sales—means advance buying which may 
be reflected in an increase in retail sales 30 to 90 days 
later; or retail markups might be narrowing; or that 
jéwelry stores might be putting more emphasis on sales 
of jewelry and less on “fringe” items. 
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Collection period 


of wholesalers pre-war as compared 


with post war, above. Below, comparison of wholesale 


inventories. 


(B) WEEKS SUPPLY OF MERCHANDISE ON HAND. 
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Collections have been gradually slowing up since the 
war, or stated differently, the collection period has been 
lengthening. This is shown by the fact that receivables 


nce every 38 days, on the average, 


back in April, 1946. By April 1947, the period had 
increased to 42 days and by April of this year it had 


JEWELRY TRADE: 1948 
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1943 


1945 946 | 947 | 1948 


: WHOLESALERS STOCKS —®8UREAU OF THE CENSUS JEWELRY — SILVERWARE DEPARTMENTS OF DEPARTMENT STORES- 


Comparison of stocks of jewelry wholesalers with those 
of jewelry-silverware departments of department stores 


since 1941. 


gone up to about 49 days. In contrast, however, the 
average collection period in 1941 was 139 days or about 






three times as long as at present. Whether 


Or not the 


trade is on a more or less permanent shorter credit 


period basis remains to be seen. 


At the end of April of this year, wholesalers ha 
proximately 13 weeks’ supply of merchandise on 


This was slightly less than the 14 weeks’ 


d ap. 
hand. 
supply on 


hand in April 1941, or the 15 weeks’ supply as of 1947 
The supply situation has improved considerably since 
1943 when only nine to ten weeks were fairly common 
In fact, wholesalers’ merchandise on hand today His: 


pared to sales, is approximately equivalent 
war level. 


JEWELRY TRADE: 1948 


to the pre. 


CHART 4-SALES: JEWELRY STORE AND JEWELRY- SILVERWARE 


DEPARTMENTS OF DEPARTMENT STORES 
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OCPae wen! OF COMMEPCE 


Trends in sales of jewelry stores compared with the sales 
of jewelry-silverware departments of department stores. 


Department store stocks have increased more com- 
pared with their 1941 level than have wholesalers’ in- 
ventories. The gap was narrow until late 1944, after 
which it widened. Recently the difference has been nar- 


rowing again. It would appear from the 


chart that 


department stores are in a relatively longer inventory 


JEWELRY TRADE: 1948 


CHART 5-JEWELRY STORE SALES AND TOTAL PERSONAL 


CONSUMPTION EXPENDITURES, 1939-1947 
1941 AVERAGE = 100 
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Comparison of the trend in sales of jewelry stores with 


total personal consumption expenditures. 


position than wholesalers, in fact, department store 
stocks of jewelry and related items reached an all-time 
high at the end of the first quarter of this year. A lower 
stock position at the wholesale level might indicate more 


rapid turnover. : 


During the war period, sales of jewelry stores rose 


(Please turn to page 269) 
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MAGIC CIRCLE’ 
MERCHANDISING 














Here is the SALES BOOSTER that alert jewelers. 
have been looking for as traffic and volume 
builders! MAGIC CIRCLE will feature a NEW 
matched wedding set each month, with an 
elaborate promotional plan, including nation- 
al consumer advertising. The price is “right” 
...and the many dealer helps assure the 
success of each set. If you aren't familar with 
this new plan, write today for memorandum 
selections and further details. There are still 
exclusive franchises available. 
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Circle Diamonds 


Magic 


THE RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing fewelers 


1258 EUCLID AVENUE 
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For her role as an heiress in the film, 
"Sorry, Wrong Number," Barbara Stanwyck 
wears a champagne emerald-cut diamond 
ring of 35 carats. Bracelet consists of 
cabochon emeralds and baguette diamonds. 


Bracelet worn by Miss Stanwyck below is 
called "Illusion." Fashioned of graduated 
gold links with four center links 
set with diamonds, it forms attractive 
necklace when joined with like bracelet 
Ear clips are small moveable balls of gold, 


Jewelry Highlights 
From Hollywood 


ARBARA STANWYCK, well known motion picture 

star, wears a fortune in jewels in the Hal Wallis 
production, “Sorry, Wrong Number.” Designed by the 
exclusive jeweler, Ruser, in Beverly Hills, California, 
the gems play an integral part in Miss Stanwyck’s role 
as heiress to a large drug fortune. Valued at approxi- 
mately a quarter of a million dollars, the jewels are 
sparkling highlights in the film, many of them offering 
valuable suggestions and trend-setting ideas. 

Created especially for Miss Stanwyck, every gem piece 
is not only distinctive and beautifully executed but also 
many of the pieces may be worn several different ways 
creating a new appearance each time. One such piece is 
a bracelet called “Illusion.” The links of this bracelet 
are graduated, and the four large center links are solidly 
set with fine diamonds. When fastened to another simi- 





(Please turn to page 269) 


Yellow gold bracelet is studded with 
cabochon rubies and diamonds. Brooch 
carries out the same treatment. Gold 
earrings are set with small diamonds. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











a diamond with fine color 









a diamond with the finest cut ~ 
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Physical Properties Used In the 


Determination of Jewelry Stones 


V: Hardness 


ARDNESS as a relative property of minerals has 
already been discussed by implication in a pre- 
vious article’, but a consideration of hardness as a 
physical property was left for this section. From the 
mineralogist’s standpoint it is today one of the least 
satisfactory properties either as an aid in the determina- 
tion of minerals or as of property to study for itself. 





Historically, the mineral hardness scale now in use 
stems from a German mineralogist, Friedrich Mohs, 
who, in a treatise on mineralogy, published in 1821, 
made up the first acceptable hardness series. In this 
book he calls attention to some of his predecessors who 
had also struggled with the problem, with little success. 
Kirwan, in his “Elements of Mineralogy”, published in 
1784, speaks occasionally of hardness, though in his 
preface he dismisses it as of little moment. Some of his 
standards for the description of hardness include 
diamond, ruby, topaz and emerald; in that order, then 
“striking fire with steel”, ““may be scratched by the nail”, 
and “soap rock.” Probably largely because he had no 
faith in the value of this property for testing, (his ap- 
proach is that of a chemist), his text must have been 
most unsatisfactory as a guide for the untrained worker. 


The famous Abbé René Just Haiiy drew up a more 
exact series of hardness distinctions in 1801. He com- 
pared minerals with a clear piece of quartz, a piece of 
glass and a piece of calcite. With his preoccupation with 
crystals he was naturally conscious of hardness variation 
between each of the members of his well defined groups, 
and we find in his “Traité des Pierres Precieuses” (1817) 
that he compares the gems with the same standards, but 
considers that some scratch quartz better, or poorer than 
others. His comments are enlightening, for in speaking 
of “topaz of Brazil” he says that it readily scratches 
quartz; it is clear that he does not mean the citrine 
quartz generally sold today as topaz, and practically all 
of which comes from Brazil. 


Probably the authors of the lapidary books, because 
of their contact with the harder, better defined minerals, 
realized far sooner the importance and constancy of 


hardness differences, but it was some time before the 
chemical mineralogists appreciated the potential determ- 





1 Pough, F. H. Hardness and Durability of the Various Gem- 
stones. The Jewelers’ Circular-Keystone, April, 1946. 


218 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


inative value of the property. We find in Nicols’ “A 
Lapidary, or the History of Precious Stones” of 1652, a 
series of relative hardnesses which is probably the same 
as one that we might make out today, if we change his 
name for ours. Adamant is first, then topaz, then “orient. 
al chrysolite” sapphire, granite, jacinth, smiris, achate, 
basaltes, opalus. Pliny and other authors speak of the 
great hardness of “adamant”, though we may consider 
that the confident statement that they may be softened 
by immersion in goat’s blood an indication that they 
were not yet prepared to make their own tests. One 
might guess that from Plat’s “The Jewel House of Art 
and Nature” (1653), in which the goat’s blood story is 
repeated, along with an admission that he had not 
tested the inclination toward chastity supposed to be 
imparted by emerald “in so cold a climate as England 


> Fe 


1S. 


In 1771 Hill’s “Fossils Arranged According to Their 
Obvious Characters” was an extensive series of tables, 
with hardness the heading of the second column. Under 
if we find, however, only descriptive terms, like flexible, 
splintery, very hard, hard, soft, brittle, tender and the 
like. In view of the fumbling attempts at an adequate 
hardness scale, which was clearly desirable from the 
amount that it concerned the early authors, it is remark- 
able that the table drawn up in 1821 by Mohs should 
have stood so well the test of time. It is not entirely 
satisfactory today, because it is not based upon factors 
which can be reduced to the mathematical expression 
required by the modern professional mineralogist. 
Hence, hardness as a physical property for the descrip- 
tion of a mineralogical species is of little significance. 
Some day, after an extensive piece of research with 
modern testing devices, it should be reinstated as an im- 
portant property. 


By hardness we mean, naturally, the resistance of the 
stone to abrasion. In the paper mentioned above, an 
attempt was made to separate this particular property 
from brittleness and the consequent ease of fracture. 
Hard stones may be brittle, and we have shown that 
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hardness alone is not a good criterion. Comparatively 
few stones are of any concern to the jeweler. For him, 
hardness may at times be a useful test, when he lacks 
other facilities for testing or if the stone is opaque or 
so cut that the refractometer cannot be used. 


Careful hardness testing by modern instruments, such 
as the Knoop Microhardness Tester discussed by Win- 
chell’ reveals that there is considerable variation in 
crystal hardness, depending upon the crystal direction, 
and that hardness, like refractive index, cannot be 
stated in most cases except in terms of several figures. 
It is more complicated than the optical properties how- 
ever, because even cubic system minerals like diamond 
and spinel, have directional hardness variations. These 
variations within a crystal have been noted as mineral 
characteristics for years because, in some cases, they 
are exaggerated. Calcite, which is 3 on Mohs’ scale, can 
be scratched on a basal face by the finger nail, making 
that plane less than 21% in hardness. Kyanite is the 
best known of “anisoscleric” (unequal hardness, to coin 
a phrase) minerals, for it commonly forms blades which 
can be scratched by a knife parallel to their length, 
but not across it. The difference in hardness in diamonds 
is well known to cutters, who must carefully place their 
facets and cutting directions in relation to the “grain” 
of the stone. 


OTHER DISADVANTAGES 


There are other disadvantages to the use of hardness 
as a means of identification. Primarily there is some 
danger of damage to the stone, for a customer would 
rather not have his stone badly scratched even though 
it might mean that an identification could not be given. 
Secondarily, as the test is usually applied it is some- 
times difficult to be certain, short of serious defacement, 
that a stone has been really scratched. 


Supply houses carry sets of hardness points, metal 
rods with sharpened mineral tips which can be applied 
to the stones. It is best to start with the lowest thought 
likely to make a mark and work up the series, so that 
only one real scratch will result. These points usually 
go up in half steps where it is practical, and a diamond 
point is unnecessary, since obviously it would scratch 
anything. To make this test, it is best to scratch the 
stone on the girdle, so that the work will do no harm. 
Next to that, if the girdle is rough, a point on the pa- 
vilion very close to the girdle should be selected. A 
binocular microscope will help, for very slight scratches 
will often suffice. 


A better and less risky method is to obtain a set 
of polished mineral plates. These are not commerically 
available but such a series could be made by any lap- 
idary. Then the test would be made by rubbing the 
girdle of the stone against the plate. In this case start 
at the top hardness and work down; to keep the num- 
ber of scratches on the test plates to a minimum and 
thus extend the time before it becomes necessary to 
repolish them. As a caution, be sure that the scratch 
made is a true one, and not an abrasion of the film of 
polish on the surface which, in some stones, might be 





2 Winchell, Horace. The Knopp microhardness tester as miner- 
alogical tool. The American Mineralogist, vol. 30, #9 and 10, 
op. 583-595, 1945. 
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softer than the true hardness—if we accept the theori 
of the mechanics of polishing. 5 


A suitable series of easily obtained plates might be: 


sapphire 9 almandine garnet 71/4 feldspar 6 
chrysoberyl 814 __ rock crystal 7 opal 5, 
topaz 8 nephrite 642 apatite 5 


The lower hardness would be of little interest to the 
jeweler, since, except for the plastics, he is unlikely to 
encounter much softer stones. Pearls and coral are 
largely calcium carbonate and hence, would be aboy 
3 on Mohs’ scale, amber is about 214, and Jet is about 


31, 


The Mohs’ scale for minerals is: 


1. 


Nw 


Nee Po 


~ 


10. 


It is 


Micaceous talc 

Massive gypsum (alabaster) or rock salt 
(halite ) 

Calcite—the cleavage face 

Fluorite 

Apatite—clear crystallized material 
Apatite—the white orthoclase called adularia 
Quartz—rock crystal 

Topaz 

Corundum—the variety with rhombohedral 
partings 

Diamond octahedron 


interesting to note that Friedrich Mohs was 


more specific about the minerals to be employed, and 
their appearance, than his followers have been. Par- 
ticularly interesting is 2, which Mohs selected primarily 
because of its greater availability or permanence, in 
place of the halite, which he says can be used in the 
determination of the hardness of the gypsum. He speci- 
fically excludes the clear selenite variety customarily 
supplied in hardness sets as being too soft. 


Dana’s first edition of his “System of Minerology” 
uses this series, with halite listed first, but recognizes, 
as Breithaupt did before him, that the intervals were 
unequal in value. Hence, two further steps are included, 
mica is called 214, and scapolite 514. The intervals 
are not equal, as we know from modern sclerometers, 
but they are still excellent guides and serve a very useful 
purpose. The modern instrument, for example, has shown 
that the interval from 9 to 10 is as great as all the 
others together, the Knoop hardness of diamond is 
3800 to 6200, while sapphire is 1525 to 2000. Hence, 
Mohs’ hardnesses are of significance only for compari- 
son, but in their place they serve a useful purpose and 
should be understood by the jeweler. Exact hardness 
determinations are not sufficiently valuable to justify 
the time consumption and equipment cost. 
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(Below) Interior of the renovated Gelula store, 
looking toward the entrance. Note use of ver- 
tically striped wallpaper to give width illusion. 
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(Above) Looking toward rear of the Gelula store 
in Atlantic City, N. J. Service desk at rear is 
used not only for repairs but, also, collections 


Conservative Modernization 





casa middle-aged ladies are not, generally 
speaking, enthusiastic about the very latest fash- 
ions, the same cannot be said for jewelry stores. A case 
in point is a 58-year old Atlantic City, N. J., retail jew- 
elry enterprise which has come up with the “new look”. 
Max Gelula Co., trading as Friedebergs’, at 1532 At- 
lantic Ave., Atlantic City, recently completed extensive 
alterations involving a new ceiling, a complete new elec- 
tric installation and, by removing a wall, the adding of 
almost 500 square feet to the store’s selling area. 
According to Henry C. Gelula, manager of the firm, 
in planning any physical change in the establishment it 
was important to retain certain features which would 
indicate the conservative spirit linked with a highly rep- 
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Expresses Progressive Policy 


utable jewelry firm nearly 60 years old. At the same time, 
it was necessary to express, in an adequate fashion, 3 
modern and progressive policy. 

Physically, the store is now 25 feet wide and 70 feet 
deep, the alteration having added 28 feet to the depth. 
This additional space was divided between the enlarged 
repair department and more commodious credit and ex- 
ecutive offices. 

At the rear of the store, a rounded long counter which 
ends in a double watchmakers’ bench, is used as a nerve 
center to care for incoming and outgoing jobs, as well s 
for storage of repair parts, store forms and records per- 
taining to the repair department. A Kardex file of all 


(Please turn to page 293) 
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One of a series of messages to help you increase your understanding of business paper advertising, and its effect on your business. 





Maybe “more production” 
isn't the answer 





to all our problems 


MERICAN INDUSTRY is already producing at almost 

double its pre-war rate. Yet with labor and mate- 

rial costs at an all-time high, the experts insist that we 

must produce still more goods, faster, more efficiently, 
if we are to avoid another boom-and-bust cycle. 


We'll buy that—as far as it goes. 


But let’s never lose sight of the fact that production 
1s only half the problem. Because for every increase in 
our rate of production, there must be a comparable 
rise in our rate of sales. 


Actually, of course, there is no such thing as pro- 
ducing goods at a profit. Goods are sold at a profit— 
yes. And while production line savings are vitally 
important, it is of equal importance to keep down the 


cost of manufacturing sales. 


That is the function of mechanized selling—to pro- 
duce sales on a mass production basis, and at the 
lowest possible cost per unit. Translated into more 
familiar terms, it simply means advertising to the 
right market, in the right way, at the right time. 


Like the machine on the production line, good 
advertising is a multiplier of men’s efforts, for it 
enables us to produce (and earn) far more than we 
could alone. And when it goes to work in business 
papers — with their tremendous concentration of 
hand-picked readers —advertising becomes the most 
efficient machine at our disposal for manufacturing 
sales at a profit. 


What are the ten ways to measure the results of your business paper 
advertising? You'll find the answers in a recent ABP folder, which we'll 
be glad to send you on request. Also, if you'd like. reprints of this adver- 
tisement (or the entire series) to show to others in your organization, you 


may have them for the asking, 





THE JEWELERS’ 


CIRCULAR - KEYSTONE 


is one of the 129 members of The Associated Business Papers, 
whose chief purpose is to maintain the highest standards of editorial 


helpfulness—for the benefit of reader and advertiser alike, 
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Darling Jewelry, of Warren, 






Pa., goes all out to supply ° 
the bride. They installed a bc. 
furniture department two years | 











ago and now added appliances. 









by WALTER RUDOLPH 
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The jewelry part of the business is kept separate 
from furniture and appliances, but latter store is 
right next door, leaving no doubt it's same firm. 


T DARLING JEWELRY CO., Warren, Pa., the 
merchandising of electrical appliances is just “do- 
ing what comes naturally.” 

In a sort of “man bites dog” story in THE JEWELERS’ 
CIRCULAR-KEYSTONE for May, 1946 (p. 292), it was re- 
counted how the Darling firm had added a furniture de- 


partment to the jewelry store simply because it appeared 
that such merchandise was the natural extension of deal- 
ing in engagement and wedding rings, and other such 
merchandise. — 

This reasoning has now been extended to electrical 
appliances as well. 

Manager E. E. Sullivan explains it like this: “Nor- 
mally, a jeweler looks at his customers and realizes that 
he wants to sell them diamonds, watches, rings and so 
forth. He sets out to establish as many credit accounts 
as possible, if he operates like us. 

“He figures that after one item of jewelry is purchased 
and credit assured, the customer will come back for the 
next occasion when jewelry lines of merchandise are 
required—for anniversaries, weddings, graduations, births 
and what-have-you. 

“All right, the jeweler uses every kind of promotion 
in the books to build up these credit accounts—heavy 
newspaper advertising, direct-mail, telephone salesman- 
ship, door-to-door, special price offers, etc. For years he 
builds up a good consistent trade in jewelry merchandise, 
then from time to time, he launches various additional, 
timely promotions to bring in new accounts. 

“At Darling’s we say, ‘Why stop at jewelry, when 
you've got hundreds of customers on your credit lists, 
coming in more or less regularly, wanting to buy all 

. kinds of other merchandise for home-making and greater 
E. E. Sullivan, manager of Darling's, believes 


: enjoyment of living?’ ” 
a jewelry store's credit customers are poten- " — . ; 
tial buyers of other home furnishings as well. The answer is that Darling’s doesn’t stop, when ordi- 
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nary jewelry lines are set up and going well. The credit 


lists are potential buyers of appliances, aren’t they? So 
let’s put in appliances. To really make a place for our- 


selves in the appliance retailing field, let’s not do a half- 
way job, but let’s dig for leadership in electrical mer- 
chandising! 

With this philosophy or business sense, Darling’s last 
year bought up a building next door to the established 
jewelry outlet they have had for some time. Entire store 
space now runs about 11,097 square feet, counting second 
floor storage and basement facilities. 

An entirely new black vitrolite front was installed, 
with cream, standout lettering of “Darling’s Furniture,” 
and in smaller type, “Rugs . . . Appliances . . . Stoves.” 
Modern aluminum trim, awning and step-like bottom 
boundary to the show-window are other details. 

To clinch spectator or traffic interest, especially after 
dark, a false ceiling was installed, running back from 
the top edge of the show window about 20 feet. This 
gives a show window area of about 10’x20’x25’. The re- 
mainder of the furniture and appliance display and sales 
area runs about five feet higher and is between three and 
four times as deep. : 

This false ceiling, however, is not an end in itself. 
It serves to bring a rectangular arrangement of fluorescent 
lighting closer to the appliances and furniture on display. 

“There’s nothing in town like our brilliant lighting,” 
said Sullivan. “It makes our store stand out at night 
like a showplace in the downtown district. Together with 
our large display area, it’s hard to beat.” ? 

Altogether there are 56 fluorescent tubes, four rows, 
with four spot lights, one at each corner of. the light 
rectangle. At 9 a.m. every morning, this lighting ar- 


Traffic items 
are displayed 
under a_ stair- 
way at one end 
of the jewel- 
ry department. 
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rangement automatically kicks on, and at 11 p.m., night. 
ly, it kicks off. Where the false ceiling ends, and the 
ceiling shoots up an additional five feet or so, four Spot- 
lights are installed on the facing between the two ceilings 
These lights burn all the time during the night and day 
lighting up the rear of the store, affording protection 
from prowlers and highlighting deep displays. 


The areas mentioned above were determined insuff. 
cient for display purposes, and so an area under the 
stairway which leads to the second floor, in the jewelry 
division of the building, was turned over to appliances, 
Two-foot and one-foot shelves were installed, and here 
are concentrated the greatest proportion of the store’s 
traffic or table appliances. 

Vacuum cleaners are also displayed in this area, 
around a column, and impulse displays of various kinds 
of appliances are placed on a stand right in the middle 
of the jewelry division. It is apparent the display angle, 
in appliance selling, has not been slighted in the least, 

In the appliance department, refrigerators, ranges, 
deep freeze units and radios (table models on shelves, ) 
line one wall, while furniture runs along the other wall 
to the arch between the jewelry and appliance depart- 
ments. From this point to the store rear are washing 
machines, ironers, kitchen sinks and cabinets. 


“We've left nothing out in our attempt to carry one 
of the most complete stocks of appliances in the com- 
munity,” commented Mr. Sullivan. “Name your appli- 
ance, and we've got it. 

“You see,” continued Mr. Sullivan, “we can completely 
outfit the home, from kitchen to living room, and it pays 
off. There is always something needed in the home, and 

(Please turn to page 291) 
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EXPERIENCE... 
RESOURCES... 
CONFIDENCE... 
CO-OPERATION... 


ARE ESSENTIAL QUALITIES WHICH SHOULD BE POSSESSED BY YOUR 
SOURCE OF MERCHANDISE SUPPLY. 


Benj. Allen & Co., has gained skill and practical wisdom by more than 80 
years of application to a single purpose — that of selecting the right kind of 
jewelry store merchandise which makes its service of great practical value to the 
jeweler. 

Benj. Allen & Co., in its more than 80 years of service, has with telling effect 
weathered many and varied business conditions and to do this must be most re- 
sourceful and capable. 

Benj. Allen & Co., success has been built on confidence—confidence in our 
power of judgment to select jewelry and allied merchandise to jewelry store 
needs and reliance in our ability to maintain quality standards. 

Benj. Allen & Co., can serve you better, more promptly, personally and effi- 
ciently through the active, earnest co-operation of every member of the organ- 


ization. 


BEN]. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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Spotlight 
Your 


School 








Supplies 


HE jeweler who handles cameras, field glasses, and 
typewriters is in the preferred position when “Back 
to School’ items are being strongly played up by sta- 
tioners and department stores. These supplies are “musts” 
and students or their parents coming in to secure a 
typewriter, fountain pen, or camera are exposed to the 
full lines of the jeweler—costume jewelry, perfumes, 
rings for both men and women, watches, de luxe sta- 
tionery and small leather goods, any of which form 
an appropriate going-away-to-school gift. 
Window displays should, of course, highlight this 
type of merchandise during August and early September. 
Kays, San Diego, Calif., for instance, had a long win- 
dow last year in which were three separate units. The 
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(Left) One of three windows at 
Silton's, Los Angeles, devoted 
to “back to school" items fea- 
tured variety of men's jewelry, 


by W. B. STODDARD 


(Below) Schwabacher-Frey, also 
in Los Angeles, had this “all- 
out" display which attracted 
a wide amount of attention. 


first showed a couple of typewriters, with the card “Type- 
writers for the student—immediate delivery assured.” 
The other end fixture featured cameras, with a card 
“The whole town’s talking about it—The Blank camera 
—$15.00.” The central fixture showed a little figure of 
a man fishing, a mechanical arrangement causing the 
line to rise and descend. A card suggested “Before you 
fish for a good catch, cast for a Kay guaranteed watch. 
For accuracy and dependability this watch will show 
you that your cast was a good one.” When the line 
rose, a gold watch was seen attached to the end of it. 
During the entire month of August typewriters were 
shown on a stand near the entrance, and could be seen 


(Please turn to page 289) 
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smart, richly wrought settings in 14K gold to 

effectively highlight the enchanting beauty 

of Linde Synthetic Star Rubies in this perfectly 
matched ensemble. 





This identical ensemble with Linde 
Synthetic Star Sapphires is also available. 


Help satisfy the ever-mounting demand for 
jewelry of quality with the accent on beauty 
by stocking the Church Line. 











Bracelet +4505 
Ring + 2640 
Earrings + 4386 
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Advertising . . . 


A Tool of Management 


“Mass consumer demand ean be created only through advertising and 


sales promotien.”’ says well known Detroit store executive in address 


summarized here, given before the Advertising Federation of America. 


T HAS been said so often that many people actually 

believe that distribution has lagged far behind pro- 
duction in progressive development. As a matter of fact, 
we have witnessed the miracles of distribution for so 
many ages that they have been taken for granted, whereas 
it has been only in recent years that the methods of 
production have approached distribution in facilities 
and know-how. 

It is time for us who work in the field of distribution 
to hold up our heads and stop this insidious propaganda 
that production is all important and distribution is 
lagging somewhere back in the old horse and buggy 
days. Of course, we must make more progress in the 
field of distribution, but we shall accevt the challenge 
to move the merchandise if it is produced in the right 
qualities, styles, and at the right prices. 

The amount of merchandise that can be sold to con- 
sumers depends upon two things primarily, assuming 
sufficient supplies: | 

1. The desire of people to buy, or demand. 
2. The ability of people to buy, or purchasing 
power. | 

Notice that both of these have to do with human 
relations and problems in economics. They have nothing 
whatever to do with our ability to distribute goods from 
a mechanical standpoint. These problems should not be 
laid at the door of distributors. They are inherent in 
the whole economic and social system. 


Both of these factors in determining how many people 
can or will buy depend upon price to a considerable 
extent. This is a most important consideration in any 
study of production and distribution. We have been 
speaking of the costs of production and the costs of 
distribution in the past as if they were separate and 
distinct, which of course they are not. 

A manufacturer may think that he has only his own 
production costs to consider, but if his products are 
not distributed to consumers, he soon finds that he must 
stop making that merchandise, and his whole manu- 
facturing process bogs down. Production costs and dis- 
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by JAY D. RUNKLE 
Vice-President and General Manager 
Crowley, Milner & Co., Detroit, Mich. 


tribution costs must be considered together in arriving 
at the final prices that consumers pay. 

It must be remembered that there can be no mass 
production without corresponding mass distribution of 
products, and mass consumer demand can be created 
only through advertising and sales promotion. The old, 
old story about the mouse trap has been greatly over 
done. Even the best mouse trap will not sell in sizeable 
quantities unless enough people are told about them. 
There is where advertising comes in—letting people 
know what we have to sell and why they should buy it. 

Mass distribution is unthinkable without advertising. 
But many people seem to think that if we did away with 
advertising we could reduce the prices of merchandise. 
Rather than reduce the prices of merchandise, the elimi- 
nation of advertising would greatly increase the prices 
on merchandise that consumers would have to pay. 

Advertising is absolutely essential in our modern so- 
ciety to keep our economic machinery running. But this 
does not mean that we cannot or should not seek to 
improve the effectiveness of our advertising. Some of 
our advertising is good, some is bad, and much of it is 
mediocre. 

At once, the question arises, “How can we improve 
our advertising to make it more effective?” 

Advertising, particularly in the retail field, can be 
improved in the following ways: 

1. By better selection of merchandise to be advertised. 

2. By better preparation of the advertising itself. 

through 
A. Better copy work. 
B. Better headline copy. 
C. Better illustration and layout work. 

3. By better coordination between the merchandising 

and the advertising within the store. 

4. By closer cooperation with national advertising. 

(Please turn to page 295) 
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Yet many retailers virtually do just that when they concentrate too 
heavily on items priced for a class market. This year particularly, 
when you're fighting to beat last year’s volume, you need mass market 
merchandising that gives the right of way to heavy sales-making traffic. 





In tableware, popular appeal King Edward Silverplate clears the 
road for mass-market volume. King Edward Silverplate is 
expensively styled and finished yet is priced for easy buying within 
the most modest budget. 


¢ 


And for you, King Edward Silverplate offers so many traffic-making “KING EDWARD” 4“ CAVALCADE” 
extras ... widest open stock selection as well as complete set 


assortments, magnificent packaging, an “Unlimited Service Guarantee,” Yes yY | 
powerful national advertising, store-proved promotion support. King Hlwar 1 | 


King Edward Silverplate is your green light to more EXQUISITE 


trafic ... more sales . . . more profits. Silue (’ p late 


**the popular-priced silverplate with the high-priced look’’ 


Visit our exhibit at the A.N.R.J.A. Convention, August 8-12, Waldorf-Astoria, New York (Carpenter Suite). 
NATIONAL SILVER COMPANY New York - Chicago * Detroit * Dallas * Miami . Los Angeles * Atlanta * San Francisco * Portland (Ore.) * Seattle 
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Cosmetic line carried by F. G. 
Wehrle & Son, Belleville, Iil.. 
for past 20 years aceounts for 
a sizable annual volume in its 
own right besides bringing in 


many new customers for store. 


Inside the store, a large case with six 
shelves is used solely to display cos- 
metics, one particular type to a section. 


A HIGHLY unusual department which has shown 
dual advantages in direct profit and in creating 
prospective jewelry-purchaser traffic is the “fine cosmetics 
and toiletries division” of F. G. Wehrle & Son, jewelers, 
Belleville, Illinois. 

The Wehrle jewelry store has carried a_nationally- 
advertised line of toiletries and cosmetics for more than 
20 years, according to Fred J. Wehrle, who, with brother 
LeRoy A. Wehrle, manages the store. Cosmetics appear 
regularly in a special section of the display window, and 
one full case, equal in size to those devoted to sterling 
silver hollowware, gifts, etc., at the left-front of the store. 
is devoted to interior display. 
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As markup on cosmetics does no} 
warrant regular newspaper pro- 
motion, the store depends upon 
attractive display in their win. 
dows to attract new customers. 


by R. L. ATKINS 


Heavy Cosmetic Inventory 


A Traffie Leader to Other Lines 





Making a success of cosmetics in the jewelry field 
necessitates precisely the same type of “sales engineer- 
ing” characteristics of such fine lines as electrical appli- 
ances, leathergoods, china and glass, etc., according to 
Mr. Wehrle—it is simply necessary to have the best pos- 
sible line, carry it in a larger inventory than “the com- 
petition” and give it the benefit of the specialized display 
and presentation which only the jeweler can muster. 
“Our inventory averages around $600 in cosmetics at 
all times,” Mr. Wehrle said, “which is at least three 
times the usual inventory in drugstores, beauty shops, 
or even in department stores in a city the size of ours. 


(Please turn to page 297) 
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WATCH BRACELETS 


Safety Chains 
17-Jewel Watch 
Gold Dot Dial 


SS 
SE 


BRACELETS 


#8-100 30 links.......................$200. 
8-101 18 Hinks... ne 110. 


CHOKERS 


#8-500 7 linke.............................8130. 
Sl Es = =— 
8-503 11 links................ ee 
S606 36 Make............................. S92. 


DRESS PIN CLIPS 
#8-200 7 links ....$130. (Pair) 
also 31% links , 80. (Pair) 


EARRINGS 
#8-250 2 links.................. $37. (Pair) 
8-251 3 links . 50. (Pair) 


BROOCH 
#8-300 9 links 
also 4 links 


ALL PRICES 
“KEYSTONE” 
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Executed in FULL 14 Karat 


Faceted and Mirror Finished 


Originated and Patented* by 
ae LE Oe RY Be) 1 ie 3 


for Better Jewelers 


Die-struck, Hand-lapped, 


Hand assembled. 

All gold colors: 
Yellow, Red, Green— 
and combinations of 


Red and Green. 





vie Ged F117: 11 titel fas ee fk 1) ere, ee 











The Ad-Viser 





..- How to Use a Mat Service 


by IRVING SETTEL 


Eighteenth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotien job. 


HE small town jewelry merchant obviously cannot 
afford to hire a high paid advertising staff to turn 
out the kind of advertising he wants. Usually, he will 
turn to his newspaper for assistance. The local newspaper, 
similarly does not have the resources to supply its ad- 
vertisers with costly illustrations, copy, headlines, etc., 
as can the metropolitan dailies. 

As a result of this need, the advertising mat service 
was born and has grown to its present size. The modern 
advertising mat services are the main sources of adver- 
tising material for small retailers. They afford an endless 
supply of illustrative matter and ideas for newspaper ad- 
vcrtisements. 

Most of these companies are located in large cities 
where they employ excellent artists, copy writers, idea 
men, etc., to produce generalized advertisements which 
can be adapted to individualized stores. While the cost 
of the initial work is high, the total is broken down 
among the thousands of subscribers who utilize the 
service. A small monthly service fee makes available to 
advertisers and newspapers all over the country, a com- 
plete and professional staff. In this way, almost every 
business man can afford “big city” advertising. 

In the form of inexpensive mats, the service company 
supplies retailers with effective advertising material. In 
addition to the mats, a proof book is supplied. This 
shows the illustrations as they look in printed form. In 
addition, the books usually contain copy, suggested ads, 
radio material, etc. 

There are two types of mat services for which the 
jeweler will have use. The genera] “newspaper service” 
supplies the local newspapers so that they, in turn, can 
supply the advertiser. The “retailer mat service” caters 
to retailers, selling the material on an exclusive fran- 
chise basis. Only one jewelry dealer, for example, can 
subscribe to certain mat companies within a specified 
area. The price is determined by the size of the city, cir- 
culation of the paper, etc. 
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Either one of the two mentioned above can be ex- 
tremely useful to the small retailer who cannot afford his 
own advertising department. The mat service is very 
flexible. There are many ways a jeweler can utilize it 
effectively. However, the extent of its use depends upon 
the ingenuity of the user. Let us examine some of the 
ways which can be employed for the maximum effective- 
ness and economy. 

1. Make Use of Your Newspaper’s Mat Service. 
Whether or not you subscribe to an exclusive service, 
make frequent visits to your newspaper office. Go through 
the general newspaper service, choosing the material you 
can use. This is usually available free of charge to news- 
paper advertisers. 

2. Make Use of Both New and Old Service Books. 
Just because a book is out of date does not mean that it 
should be discarded. It is often easy to find interesting 
and usable material in last year’s books. This holds es- 
pecially true in fields where styles do not change too 
rapidly. 

3. Use the Mat Service As An Idea Source As Well 
As For the Mats Themselves. With pad and pencil in 
hand, thumb through as many mat services as possible, 
as often as possible. Make notes of headline ideas, body 
copy, layout ideas, etc. Many services contain radio copy 
which can be used with slight changes. Sometimes, com- 
plete campaigns are published which can be used as a 
guide in planning your own. 

4. Use the Services As Holiday Reminders. Most 
mat services publish the following month’s calendar with 
all holidays marked off for retailers. This can act as a 
reminder for the planning of special events and the pos- 
sible promoting of items, 

5. Use the Books to Get Up “Individualized Ads”. 
You may feel that you do not want to use the general 
type of advertising which is offered by mat services. It 
may not serve your purpose. It may not be in tune with 


(Please turn to page 249) 
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Cat 
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by OxX FOR D 
Giftware supreme—exquisite serving pieces of 
distinguished design...and jewelry of rare 
(old Meat Fork 


beauty. Hand-made by OXFORD 
$28 80 doz. <j Y of heavy Sterling...to retail 
@ ® ‘ ’ ‘ » . | 


profitably from $1.00 up. 


Serving Spoon 


H100 ph 4 $42.00 doz. | ’ ‘ H103 / 
Sipper AN 
Sipper | a Oe 


Relish Spoon 
$12.00 doz. 
$9.00 doz. 4 


$21.60 doz. H118 


Letter Opener 
$28.80 doz. 


Cross — handmade chain 
$54.00 doz. 


¢ } _ wa —— } Sugar Tong 
nage: See % A } =—--$13.20 doz. 
$13.20 doz. — 


f . | 
; Se ae 
sd F ge i sate 
‘ 
, A 


if Fy H 1 20— Salt Spoon wt 23 
ia H194. H119—Mustard or Salt Dish Lemon — Pickle Fork 
Rome : Set: $28.80 doz. $21.60 doz. 
Sugar Tong Demi Tasse Spoon 
$21.60 doz. $10.80 doz. 








Terms: 2/10 E.O.M. F.O.B. Malden, Mass 


Write for price list on complete line of Sterling Giftware & | 


OXFORD Company, Ltd. 


ewelr) 


Factory: Malden, Mass. 
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Ice Tong 
$36.00 doz. 


H105 
Sandwich Tong 
$50.40 doz. 


Sugar Shell 
$21.60 doz 


200 Fifth Ave., N. Y.10, N. Y. 























errors 


Riemends 


in all 


SIZES 
SHAPES 


Memorandum Selections Upon Request 
Also 


Fine Diamond Jewelry occasionally purchased 
at Sacrificed prices. 





























Visiting Jewelers to the 
A.N.R.J.A. Convention are 
cordially invited to make 
\ our offices their headquar- 


EROTHERS 


WHITELAW 


Diamond Importers & Cutters 


46 WEST 46TH ST..N.Y.C. 


BRYANT 9-O103 
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TWO WINDOWS FOR THE COMING MONTH 
(From page 183) 


or cardboard cut-out or even better—it may be done in 
relief on a flat background by using narrow wooden 
mouldings, raised numerals and hands on the clock and 
a half-round weathervane on top. The slanting panel 
which forms the floor may be covered in fabric, pleated 
horizontally at intervals to suggest a roof’s shingles. 

Since even the kindergartners now have their Mickey 
Mouse watches, it seems a good merchandising idea to 
show selections of watches for the various age groups of 
Back-to-Schoolers — the novelty watches for the smal] 
children and an ascending scale of prices for grade. 
school, high school and college students. The watches 
are shown on step elevations of graduated heights with g 
blackboard background carrying flat cut-outs of school 
books, sums and diagrams. Cut-out letters spell out the 
window copy on the background. 





JIC AIMS AT BIRTHDAY GIFT MARKET 
(From page 185) 


“Are you getting your share of this vast market that 
is right at your doorstep—a year ‘round market that 
exists each and every year? 

“Research studies indicated that jewelry, in the aggre- 
gate, had not been getting a worthwhile share of the 
birthday gift market. 

“To help the jeweler take steps to obtain a consider- 
ably greater share of this birthday gift business, the 
Jewelry Industry Council has prepared its new promo- 
tional booklet-—‘How to Say Happy Birthday in a Happy 
Way. 


“With your store imprint on the back cover, these 


_ booklets will tell your customers—and those you desire 


as customers—that YOUR store is the place to select 
gifts that make someone’s birthday a happy and mem- 


_ orable event. 


“Obtaining a supply of these booklets with your own 
imprint on them, however, is only the first step in culti- 
vating and winning a greater share of the Birthday Gift 
Market. The next step is to put the booklet to work. 

“You can put them to work for you in a variety of 
ways. Wrap them up with each purchase. Dispense them 
on your counters. Include them in your direct mail ad- 
vertising. Announce that they may be obtained at YOUR 


_ store in your newspaper and radio advertising. They 
_ can do a big selling job for you provided you put them 
' to work, 





‘As soon as the Council’s records show that there is 
an adequate distribution of this booklet among jewelers, 
then the Council, according to present plans, will tell the 
public—in full page, four-color national advertising— 
to go to the retail jeweler for this attractive and helpful 
birthday gift suggestion booklet.” 

In order to get the greatest possible number of 
jewelers promoting the jewelry store as the place to buy 
birthday gifts, the Council, by order of its Board of 
Directors, is making the booklet available to non- 
members as well as members. 

Prices for the booklet to members, however, are re- 
duced considerably below those for non-members. 
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LOW COST RADIO GETS BIG RESULTS 
(From page 187) 


In Miami, $14.50 each mention; 
In San Diego, $15 per mention for three per week; 


In Columbus, $15.75 per mention; 

In Salt Lake, $20 for running comment, one to two 
minutes ; 

In Baltimore, $23 for the same service; 

In Kansas City, $25 per mention. 

All the above come down in scale when you are on the 
air three or more times a week or when you buy partici- 
pation over a long period of time. For instance, on a 
Minneapolis station, the cost is $25 for one mention a 
week, but if you go daily (five days) the cost is only 
$20 each time. On the Columbus station where the rate 
‘s $15.75 for one participation, it comes down to $12.75 
if you are on daily (six days) for six months. 


Aside from this amazingly modest cost, you gain in 
three other ways when you buy this sort of program: 

1. The audience is established. You don’t have to 
wait for a new program to catch on. Even if you stop 
participation and then start again, the customers are 
still there, listening. 

2. You can buy this advertising seasonallv for gifts, 
etc. The minimum time is 13 weeks, and if you only 
want some new watch repair business, this will probably 
be more than you need. But determine to use radio as a 
long-term prestige builder and to make yourself known 
to new customers. S. Kind & Co., Philadelphia, have 
been on the air continuously for five years, sometimes 
weekdays and Sundays both! Their diamond business 
has increased every one of those years. 


3. You have no program, talent, or script headaches. | 


The woman commentator is the whole show. She even 
writes her own script if you'll let her. 

4. And finally, she reaches people who have the 
money to buy and to whom buying is rather pleasurable 
business. Mother, the family purchasing agent, even has 


a voice in how much her son will spend to get that girl | 


an engagement diamond. Very often it’s Mother who 
digs down in her sock for the money! 


WHY SO FEW JEWELERS? 


Well, with all these seeming advantages, what’s been 
going on that jewelers as a class have not used participa- 
tion radio shows? And very few of them have. 


One factor has been that jewelers just couldn’t see 
(or hear) themselves on the same program with 
laundries, lima beans and hand lotions. Your store isn’t 
in that class: It is in the symphony orchestra class, and 
if you can’t sponsor the Detroit Symphony, you think 
you want nothing to do with radio. 


Part of your seasoning is entirely sound. Diamonds 
and fine jewelry should be surrounded with all the at- 
mosphere you regularly give them on velvet pads and in 
polished showcases. But there are different types of 
women commentators with different classes of audience. 
The station will give you a complete report on this for 
your locality. Luxury goods such as perfume, mink coats, 
grand pianos and de luxe cars are sold this way. So are 
dignified business institutions, banks, railways, travel 
services, famous hotels — even the American Express 
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Company. Famous international figures, statesmen 
writers, world travelers, screen stars and clergymen ap. 
pear on these programs without pay and no matter what 
is being advertised. 

Besides, there’s a difference in the way the woman 
commentator deals with your subject. And that leads ys 
to the way in which you deal with her. 

Supposing you say “yes” to this type of advertising 
here’s how to get a good deal more out of it th ; 

5 5 OF 1 than you 
invest. These suggestions come from Allie Lowe Miles 
of Station WNJR in Newark, who has two participation 
programs on the air. 

Allie Lowe says: 

“Tip 1. Maybe I don’t know as much about dia. 
monds as you do, but I wear them myself, and I can 
make other women want to buy them and buy them from 
you. I am a trained reporter. I will listen and learn, 
You must take time to teach me. 

“Tip 2. We will first make out a schedule based on 
the calendar, noting all holidays, birthdays of famous 
persons, important coming events such as benefit balls 
when people might be dressing up. I will tell you about 
fashion shows, and fashion trends that affect jewelry. 

“Tip 3. We will plan together what lines or depart- 
ments of the store are to be featured and on what days, 
But you, Mr. Jeweler, must give me a description of 
specific items you want advertised, and the sales talk 
on each just as you would give it to a customer. Then 
let me write it up or talk it off my own way. It will 
sound more like the program and less like a ‘plug.’ 

“Tip 4. Clip and send me interesting items about 
diamonds—or watches or silver—from newspapers and 
trade magazines. Even when you're reading the current 
best seller, read with me in mind. Name the book and 
page on a postcard, or stick the clippings in an envelope 
and mail. Don’t wait to write a letter, just send them 
along—I’ll know who they’re from! 

“Tip 5. TVll try to drop by the store once a week, 
but please designate some one person to show me mer- 
chandise or to give information over the phone. | will 
know that I am to see you—the boss—or this one per- 
son; no one else. Don’t try to show me the whole store. 
Let’s take up one department at a time, or one line of 
merchandise. I will try to see all items before I talk 
about them on the air. Maybe we can arrange an ap- 
pointment for me to visit the store and see the mer- 
chandise every second week, same day and hour. 

“Tip 6. Please send me all booklets that come from 
manufacturers; again, just stick in an envelope and mail 
immediately. Then let’s see if we can offer a booklet or 
folder over the air; the manufacturer to furnish these. 
Booklets with useful pictures and information, or direc- 
tions on how to do (as ‘How to Clean Diamond Rings’) 
usually have the best appeal. But let me help decide this 
as I know what my listeners will ‘go for’. 


“Tip 7. Promote your radio program in every pos- 
sible way. After all, it is your radio program; you're 
helping to pay for it. Mention it in your advertising, 
put a sign in your window, enclose a printed slip with 
bills, tell customers that you are now on such-and-such 
a program and invite them to listen in. 


“Tip 8. Make suggestions to me for possible guest 
broadcasters. Maybe he’s an out-or-town speaker at your 
luncheon club and has nothing to do with the jewelry 
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business, OF maybe he’s a well-informed diamond sales- 
men who calls on you regularly. Let me meet him and 
decide whether or not he would make a good guest. | 
‘nterview men as well as women. . 
“Tip 9. Let’s plan a ‘radio special’ sometime; a good 
‘em that you don’t advertise in any way except over the 
radio and perhaps in your window. Let’s see how radio 
ylls. I am willing to make this test, and so is any com- 
mentator whe is sure of her audience.” 

Tip 10. (Allie Lowe Miles, modestly, wouldn’t sub- 
scribe to this, but it’s too important to omit.) Do some- 
thing nice for your commentator occasionally. You want 
your customers to give gifts. Give a few yourself! Buy 
her a good jewel book which she can take home and 
read. Find out her birthstone and give her some small 
item that contains it. If she speaks at some women’s club 
or has a large visual audience to hear the program and 
is dressed up for the occasion, loan her a handsome piece 
of jewelry. She'll talk about it with raves on the air 
waves! 

And in conclusion, here’s your advantage over almost 
any other advertiser this commentator is apt to have: 
She probably loves jewelry and could talk about it from 
now to eternity. All her enthusiasm and love of beauty 
will literally gush forth and go to bat for you! She is 
confronted with many a “ho-hum” product—“What can 
I say about this one?” And yet she sells the daily bread 
and butter. How much more she could do for your 
diamond department! . 

Alice Fairn Friberg of Station WJHL, Johnson City, 


Tennessee, has been on the air for ten years. She gets 


more keen and enthusiastic as she tears pages off the 
calendar. She says, on a questionnaire: 

I should love a jewelry sponsor. The tradition, 
romance, luxury and glamour of jewelry would be a 
sold mine for me. | would leave out most of the usual 
commercial talk and work on the angle of prestige, 
reliability and discrimination of the store. I would really 
educate my audience with carefully prepared diamond 
scripts and fascinate them as well.” 





MODERN MARKETING 
(From page 189) 


10 per cent to, at most, 35 per cent can afford the luxury 
for which they have indicated a preference. That is an 
illustration of weighing carefully the difference between 
desire and ability to buy—a conclusion which can be 
reached if proper analysis is undertaken. 

Proper analysis comes from marketing research. This is 
a term that has various meanings, depending on whether 
or not the market involved is that of a nation, such as 
with a manufacturer; that of trading areas within a 
nation, such as of a wholesaler, or that of one particular 
trading area if the study is for a retailer. Regardless of 
the outlook, the object of research is predicated on 
consumer research and a rather complete knowledge of 
consumer buying desires and abilities. In the United 
States, for retailers (and I think we can confine our 
thinking to retailers because that is where the blood of 
the manufacturer and wholesaler finally flows), market 
research has led to not only well aimed advertising and 
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merchandising but, also, it is the predominant factor in 
establishing branch stores, prospects for telephone sales 





Consumer Debt Is Unusually Low 
In Relation Either To Savings Or Income 


1940 





1$75.7 Billions 
1$68.4 Billions 


1$33.8 (49.4% of Sovings - 44.7% of income) 














Consumer Debt -Morigages |__ 
=Short Term [___]$91 (13.3% of Sevings - 12.0% of income) 

















1946 - 1947 
Disposable Personal | 
(1st half — ii —] 81096. 
— | 7829] 





. Consumer Debt -Mortgages — L 1$38.8 (21.2 % of Savings - 22.9% of Income? 





- Short Term [_]$w.2 (5.6% of Savings- 6.0% of income) 


Possible Expansion In Debt Before Passing 1940 Relation To Savings or Income 
Consumer Mortgage Expansion To Equal 1940 Ratio of : 





| $51.6 Billions 


| $37.0 Bilhons 


49.4% of Savings L_ 
44.7% of Income |. 











Consumer Short Term Debt Expansion To Equal 1940 Ratio of : 


13.3 % of Savings © [__] $14.1 Biions 
12.0% of Income [___] $10.2 Bitions 











and mailing lists for direct mail activities and even, in 


some cases, the market for direct selling activities. 





This is a never-ending activity because our marker 
is never quite the same. Just think—in America today 
3840 people will die. Those are 3840 customers wh, 
knew you and have bought from you and have told of 
your tradition to others. At the same time today, 520¢ 
marriages are contracted, and 10,220 births take place 
meaning that many new customers are born. They do 
not know anything about you and won’t unless yoy 
know who they are and where they are and begin to 
make yourself known to them as soon as they can hear 
and write. 

The final factor is sales analysis. This is a summary 
of results based, not on last year’s figures, not on some. 
body’s guess, but on a comprehensive analysis of what 
your sales results should be if you are to guide your 
activities properly so that you will get the maximum 
output from the potential that is known to you. 

The importance of marketing analysis begins with the 
manufacturer in his program of expenditures for all 
selling effort. If his program is carefully explained to 
and understood by the wholesaler and the retailer, you 
have the beginning of concentrated marketing effort. 

Today, the importance of realizing the potential of 
your consuming public is of extreme importance, particu. 
larly since your business future depends upon the suc- 
cessful sale of so-called semi-luxury and luxury mer. 
chandise. There can be no doubt of the desire of 
consumers to adorn themselves and their homes with 
what they can find in jewelry stores. Opinion and desire 
must be qualified by the ability to pay and, too, we 
must remember that that ability to pay is a known 
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CULTURED PEARL NECKLACES 


AND ALL SIZES OF LOOSE 
PEARLS FOR MOUNTINGS 


L. BORRELLI Corp. 


Durect Importers of Finest Quality Cultured Pearls 


Selections Sent on Approval 


Tel. CIrcle 5-4267 


New York 19, N.Y. 
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factor to competing industries and our fight for the 
potential consumer dollar is not our exclusive property 





within our industry. i 
7 : H. R. Benedict & Sons 


INCOME DISTRIBUTION OF CONSUMER 
SPENDING UNITS IN THE U.S. INCORPORATED 
62 West 47th St. New York 19, N. Y. 


There were 4% Times As Many Buying Units With Incomes 


Over $2000 In 1947 As There Were In 1935 -1936 
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UPWARD CLIMB OF CONSUMER SPENDING UNITS 
1941 101947 | 
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62 West 47th St. New York 19, N. Y. 


potentialities than any we experienced prewar. It is a 
buyers’ market composed of millions of buyers looking 
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for guidance in the use of their discretionary spending 
power; looking for ways to improve their standard of 
living. 

For most U. S. families, the increases in the basic cost 


HOW INCOME SHIFT AFFECTS 
POTENTIAL MARKET 


Example -Family Moving Up From $1500-s3000 Group to 3000-5000 Group 
(Some 10% Million Families Made This Upward Move-91% of Those Now in the 43000-5000 Group) 
































BEFORE AFTER 
600 - $20 a 1941 STATUS OF 
$1500 - $3000 23,000-$ 
Oia) rh $3000-$5000 GROUP 
$3860 
J $3,731 
/) $66 
; _ $643 
fase 
i $3088 
i/ | $1930 
Average Money Income $2360 /: Up 49% 
Taxes, Gifts, Savings ° $205 |; $1956 
(ote br 
Current 
| teem pt 
Basic Living Costs $1295 
( Food. Housing « 
Operation, Clothing ) y 
$4270 
Balance available for $1532 
discretionary spending $660 


























* Federal Income Tax $ 5 $370 $21 
Sovings, Gifts. Other Toxes 200 290 622 
TOTAL 205 660 643 


** Cost of Living index ( Consumer Price index -US. Dept of Labor) in June 1947 was 1571 compored with 
105.2 in 1941, or an increase of 49% 











of living, which they will have to absorb, applied to their 
prewar standard of living, leaves substantially increased 
discretionary spending power that can be selectively 
applied to increasing their standard of living—to jp. 
creasing purchases of jewelry store merchandise. 


A buyers’ market need not be synonymous with de. 
pression, distress prices and unemployment. It can be g 
sound condition of a prosperous economy with high 
levels of production and employment leading to the 
better standards of living that high productivity makes 
possible. 


To see how, in the United States, we interpret dis. 
cretionary spending power as a challenge to continued 
prosperity at our counters in the jewelry business, ex. 
amine the accompanying charts. They tell the story. 


There is plenty of opportunity in 1948 for increased 
sales, even in a buyers’ market. A buyers’ market implies 
that from among a variety of products and services, 
prices and qualities, the consumer can, at his own dis- 
cretion, choose the things he desires most to maintain 
his standard of living within the limits of his purchasing 
power. 


I present this as a challenge of what marketing in- 
dicates: it is good sales potentiality if, on behalf of our 
industry, we are aggressive. This means aggressive mer- 
chandising aggressive advertising, agressive selling. 
It means union within the industry and_ active 
participation in trade activities sponsored by all associa- 
tions. It means self-education. It means recourse, for con- 
tinuing knowledge, to your trade papers. 









I. Kassoy Announces... 
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KASSOY MASTERKRAFT KASES 
A Line of the Finest Quality Show Cases 





Mr. Kassoy made a careful study of requirements, manufactur- 
ing facilities, and craftsmanship of the show case line—a most 
capable manufacturer has been contracted at the lowest prices. 
Meticulous examinations were made with special emphasis on 
properly seasoned fine woods, finishes, joint construction, and 
glass used. Send a blue print, sketch, photo, clipping or what- 
ever you have to go by and it will be returned with an estimate, 
at no obligation to you, within 10 days. Send for catalog, 





16 ft. wall case set, 7 {?. noms picture frame style: 
(2) 6 ft. end pieces with sliding doors, 2 glass ad- 
justable shelves, mirror backs, 3 drawers, bottom 
with wood shelf and solid wood flush sliding doors; 
(1) 4 ft. center section with round mirror in al- 
cove, 10 utility drawers. Lot No. 901-P (3 pc.), 
— $840.00. 6 ft. 16°° glass front show case, 

adjustable glass shelves, flush mirror back slidin 
doors, bottom with wood shelf and sol’'d wood flus 
sliding doors. Lot No. 911-6 price $79.50. Woods 
and finish to your choice. 


All structural joints, screwed and glued. All door 
oints doweled and glued. Guaranteed warp-proof, 

nd rubbed finish. All cases have black base. All 
cases F.O.B., N. Y. C. 
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Marketing figures for 1948 indicate a potential con- 


sumer market for all industries. It is a good potential. If, 


as seems apparent, 















































Based On 1941 Actual Demand by Income Groups 
PRESENT ANNUAL 
POTENTIAL DEMAND 
At 1941 Rate of Buying 
319,000 
“! 1 1,620,500 
1944 re 
MONEY INCOME O44 1947 OEMANO ACTUAL NEW 
@ROUP FAMILIES ® FAMILIES® RATE ** CAR BUYERS; 
UNDER 4000 «13,311,000 7,871,000 1% waroo_}' {  |3,009500 
9000-92000 11,967,000 10,649,000 3% 358,900 |): 
42000-1000 8,306,000 _~—ti575,000 14% 162,800 i 
93000-45000 4,139,000 _—==I,5 75,000 20% 1,076,200 
1713,100 
Over $5,000 564000 4630000 37% 578,700 
TOTAL 39,287,000 46,300,000 3,309,700 Buyers 6,741, 100 Buyers 
( Representing 
3,731,166 Cars) 7,415,000 Con) 
* Consumer spending unts (Fomihes ond Seagle individuals) Note- Ata 60% "ice increase Over 194i Demand 
** New Cor Buyers im 1941 os percent of Fomilies in each income group Ceuld Be 4430,000 Cars 











ise, continuing sales of volume and profit, the jewelry 
industry should recognize the potential and aggressively 
campaign for its full share of it. 





CLUB PLAN DEVELOPS STERLING POTENTIAL 
(From page 191) 


and yet at such a low cost that most people would be 
able to participate.” 

And the results of the event were amazingly success- 
ful. People recognized the chance of a lifetime! They 
could complete settings started years ago, or at last a 
woman could purchase something for which she had 
always wished, or the bride-to-be could begin her sterling 
service. 

“We made it possible for people to own finer mer- 
chandise without resorting to purchasing inferior brands 
because they did not have sufficient funds at the time,” 
said Louis Berman. “We found that the patrons were 
grateful to us for giving them this plan, and it has 
developed and increased our jewelry business greatly.” 

In order to get the message across effectively in news- 
paper announcements, three-quarters of a page was used 
to illustrate the more than fifty patterns featured by the 
store. This advertisement was placed in Glendale’s local 
newspaper, and although immediate results were not 
spectacular, word soon spread throughout the community 
and then the event began to gather momentum. People 
who joined the Club were so pleased with the idea of 
buying sterling this way that they told their friends, and 
people came from Long Beach, North Hollywood, Pasa- 
dena, and other nearby communities to join. 

“We knew that immediate results were of minor im- 
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portance,” Mr. Jensen said, “because the kind of busi- 
ness which we wanted to obtain would build for the 
future. Therefore, we did not want to use a sensational 
method of advertising, for too often this is accompanied 
by a wild rush of business for a short period of time 
only. With this in mind, we are certain that three times 
the amount of business which we did during the special 
event can be accrued eventually.” 

The caliber and character of the people who responded 
to the event were remarkable. Even though 90 per cent 
of the patrons were new faces, not a single applicant had 
to be turned down. The public was given a good, clean 
merchandising event and the response was of the same 
nature. 

The age of the patrons who came in to become mem- 
bers averaged around 30. Rather than attracting the 
bride or debutante class ,it seemed to draw the middle- 
of-the-road patron—those who had been married in the 
twenties or the thirties. Apparently, these people had 
never purchased sterling before or wanted to add to 
incomplete settings started several years ago. 

Messrs. Berman and Jensen were both pleased with 
this type of clientele, because they knew that such patrons 
would be in the market for the next 20 or 30 years. “The 
silverware business is progressive; sterling is cumulative 
sale merchandise, because it ties into a repeat sale. One 
piece of silver always calls for reciprocity,” said Jensen. 

Although the minimum payment was 77¢ for each 
place setting, the average payment developed into $5 
or $10, or about 1714 per cent of each purchase, all of 
which was voluntary. The firm did not request more 


than the required payment, but it was generally found 
that people were anxious to pay more. This, in itself in- 
dicated that the event attracted people who were not only 
good risks as far as credit was concerned but, also, these 
people were not the usual credit buyers. 


ACT AS COUNSELLORS 


Mr. Jensen believes that although the average person 
has sufficient intelligence with which to choose a design 
of beauty from the many fine silverware patterns ayail- 
able, flatware has many variations of design for each 
period. And since not everybody is schooled in the cor. 
rectness of the designs, both Mr. Berman and Mr. Jensen 
often act as counsellors, pointing out which pattern will 
best blend and harmonize with other furnishings, 


“The trend today is that virtually every young lady of 
good taste wants to own sterling silver,” said Mr. Jensen. 
“It is something which she can cherish through the years, 
and the pattern she chooses plays an integral part in 
setting the theme and tone of her home. Sterling, after 
all, reflects the personal tastes of the individual. And it 
helps to achieve the balance and atmosphere of a home.” 


Consequently, when a prospective patron asks to see 
some flatware, Mr. Jensen is careful to inquire how she 
has furnished her home or how she intends to furnish 
it. Then he shows her what he considers to be the most 
outstanding patterns along those lines, informing her of 
the salient features and attributes of each. 

He also stresses the fact that trays, teasets, silver hol.- 
lowware of every kind, and even meat platters should 
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to view a choice collection of rings and mountings, all 
designed and manufactured in a tradition of quality, 
through many years of creative design and master crafts- 


to receive the worthwhile souvenir awaiting you in our 
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match the design of the flatware. “Of course, this sort 
of coordination is only possible in a store which carries 
complete, well-rounded lines, which, in itself, is one of 
the main arguments which the jeweler can use in counter- 
acting the house-to-house peddlers,” Mr. Jensen pointed 
out. 

“And the established jeweler will always be there to 
replace or add to flatware services,” he continued. “The 
patterns represented are obtainable at any time, so that 
the consumer knows where to buy those additional match- 
ing pieces. Therefore, we can act as a guidepost for our 


patrons’ sterling future.” 


KEEPS COMPLETE REGISTRY 

The store keeps a perpetual and complete registry of 
silver bought by each patron. This works to the advantage 
of their customers and is also a record of inventory in 
case of fire. Such records eliminate a patron’s friend 
making a duplication of something already bought and 
can also be referred to for pattern purchases made. The 
sales force can make intelligent suggestions as to what 
a patron needs most and, too, they can become aware of 
a customer’s likes and dislikes. 

“Since the event has taken place, we have found that 
our position and prestige have increased in the com- 
munity,” Mr. Jensen contended. “We not only liked do- 
ing something like this for the people in our town, but 
also we are so pleased with the results of this merchandis- 
ing plan that we might run it every year. By giving the 
public what it wants and needs in a legitimate manner, 
the house-to-house salesmen’s activities will be stemmed.” 


MEN'S JEWELRY CENTER 
(From page 193) 


Connecticut Avenue the wishbone of being the retail 


avenue in Washington, but the BACKBONE.” 


All of these letters are individually typed above Mr. 
Grape’s signature. The response has been so lucrative 
in the form of inquiries and acknowledgments, with a 
high percentage of sales, that the management is firmly 
addicted to the policy of using Uncle Sam’s letter-carrier 
system for bringing in trade. 

Newspaper advertising also forms an integral part of 
this promotion procedure. But instead of using space to 
play up particular brands of items, Grape’s goes in 
heavily for institutional copy, the kind that stresses the 
store’s distinctive jewelry and its quick services as de- 
signers or importers. Although small in size, averaging 
about five inches, single column, these ads are repetitious 
and consistent being used daily in three of the four 
newspapers in the city. Extra space is used in Sunday 
editions. The store’s promotion budget calls for an ex- 
penditure of 75 percent for newspaper advertising and 
25 percent for direct mail campaigns. 


A profitable adjunct to this type of sales appeal and 
one which a man particularly enjoys if he is of an inven- 
tive or technical bent, are the store’s special order, re- 
pair and designing departments located on the mezzanine 
and open to public view. There, a fastidious customer 
can help supervise the design and manufacture of such 
varied items as cigar punchers and cutters, roulette 
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Set a True Course to Better Trade 


Distinction is the merchandising buoy that will 
guide discriminating patrons to your store. 
These influential customers — so important in 
prestige and in their purchases — want the 
unusual. Gain their attention. Give distinction 
to your offerings by featuring the aristocratic 
appeal of the mellow chimes, the distinguished 
designs, the superb craftsmanship of Herschede 
Chiming Floor Clocks. Send for catalog. 


THE HERSCHEDE HALL CLOCK CO., Cincinnati 6, Ohio 


eee 

















245 

















Watches of Distinction, 


Beauty and Durability. 





Each ALTON Watch 1s 
Beautifully Boxed, 
Cased and Timed in U.S.A. 
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SEND FOR OUR LATEST 1948 
ILLUSTRATED PRICE LIST. 


Weksler & Goodman, Ine. 


CHICAGO 3 
Wabash Ave. ILLINOIS 


5 South 




















wheel or alarm watches, gold stays for soft collars or 
even a champagne stirrer. 

A popular selection is the 14-karat gold house-key 
About 15 to 30 are brought in monthly and completed 
after a 15-minute waiting period. Special rings and jp. 
dividualized crests for masculine tastes are designed and 
executed with a speed which sometimes leaves the average 
customer, accustomed to long waiting periods, gaping in 
astonishment. Resetting orders are heavy. 


SHOWMANSHIP WITH SALES APPEAL 


Mr. Grape is the type of jeweler who believes in com. 
bining showmanship with sales appeal. He wants cus. 
tomers to talk about him and his store, to whet their 
curiosity and ultimately, to induce them to come ip 
and walk around. Then, he is certain, they'll buy. A rood 
example of this procedure can be found in the way he 
played up gold toothpicks. 


Toothpicks may be frowned upon in polite society with 
Emily Post turning up her etiquette-sensitive nose at 
them. But they are a novelty item, appealing to the 
fastidious man’s taste. More important than that to a 
retailer, they bring in a high margin of profit. Grape has 
sold about 500 gold toothpicks in four years and, to 
accomplish the job, he had the aid of the city’s most 
prominent society columnist Austine Cassini of the 
Washington Times-Herald. 

Miss Cassini heard that Grape’s was doing a roaring 
business in 14-K gold toothpicks and the notion intrigued 
her. In her column she told her amused readers that 
about half of these sales were made to members of the 
diplomatic corps. Avid for further details she learned 
their names (after permission to publicize them was ob- 
tained by the jeweler), and then busily called up some 
of the leading ones to obtain their reaction on the use 
of what she termed an “unromantic” adornment. The 
opinions of the toothpick buyers were, in most cases, 
given without too much persuasion and their remarks 
splashed out in print for everyone to read—with the 
Grape name freely and judiciously interspersed, Such 
free and effective advertising is usually not so easy to 
obtain. 

Another novelty item which helped to build the | 
store’s reputation was black garters with gold buckles, 
individually monogrammed with the purchaser’s initail 
and selling for $84 per pair. This time the most dis- 
tinguished customer was President Truman and _ the 
publicity aids were such equally distinguished media as 
Drew Pearson’s column, Time Magazine and other well- 
known publications. They gleefully recounted that the 
President, while window shopping along Washington’s 
Fifth Avenue, espied the garters in the Grape store and 
the next day sent a secretary from the White House to 
pick up a pair bearing his initials. Also carried in stock 
are gold garters selling for $175. per pair, but only one 
set of these has been sold in the past year. 


It is this practice of carrying a wide range of men’s 
jewelry needs—from the most luxurious items to things 
which the ordinary man on the street finds essential— 
that has helped to build up the reputation of the Grape 
establishment. Thus, a shopper may choose between a 


watch, cuff buttons and money clips; matching pocket 
coins in gold and silver, or military brushes, ship bell 
clocks and cigarette cases. For specialized jewelry of 
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this type it is necessary for Mr. Grape to place his remedial steps are taken to move the slower items. The 


specifications with the manufacturer and in many cases store operates on a cash basis, although some accounts 
he has originated ideas which the plants have executed, are carried for 30 days. | | 
building up new markets for their products. This performance is all the more note-worthy since it 

What is the fastest selling item of men’s jewelry? Mr. comes from a man who is a comparative newcomer to 
Grape’s records show that cuff buttons are fast growing the jewelry business. Formerly an automotive parts and 
in popularity and he attributes this to the mounting sales accessory wholesaler, Mr. Grape took over his present 
of shirts with French cuffs which were scarce during the store about five years ago after selling his former busi- 
war years. Combinations which also turn over quickly ness. He changed the name from “The Jewel Shop” to 
are men’s dress sets with diamonds, or pearls, selling its more individualized title and, with the aid of nine 
at from $100 to $500. employees (all thoroughly versed on the stock carried 


and the needs of patrons) has developed a selective trade 


THER LINES , : a" . 
sTIMULUS TO O keyed to a choice and discriminative clientele. 


Do the sales of men’s jewelry help stimulate purely 


feminine stock and vice-versa? Do women customers out SPECIAL ORDER DEPARTMENT BUILDS SALES 


for masculine adornments reach out and pick up items 
for their own use? The store’s experience shows that 





(From page 208) 


“’s about an even choice, perhaps with the odds some- vary from three days to three weeks depending on the 
what in favor of additional purchases when Milady walks nature of the order and the materials available. 

in. She may tarry at the showcases for her own extra-cur- Seven craftsmen and setters are employed in this 
ricular needs, but the male is often of a one-track mind. section which comprises an area of about 150 square 
He determines what he wants in advance and usually feet. Every inch of space is utilized and the equipment 
cannot be persuaded to make any additional purchases contained there is of the latest type. 


A popular form of service which such a kind of sec- 
tion can render is the remounting of diamonds. The 
store has learned that this type of work has proven 


for the lady in his life. 
Management procedure occupies a place equally as 
important as merchandising acumen in helping to move 


men’s stock, the Grape firm has found. Under the care- highly effective in building good will and creating word- . 
ful guidance of the store’s bookkeeper, R. L. Hales, a of-mouth publicity. Pleased customers who are enchanted 
running inventory is tabulated daily on the amount sold with their gems, in their new settings, some of them 
and the quantity remaining in stock. Thus, orders are family heirlooms, generally are quick to show them to 
sent out promptly for the fast-moving merchandise and their friends who comment on the splendid new appear- 














"A Gem of a Buy Every Time” 


HENRY MEYER 


ESTABLISHED 1914 


Diamonds 


20 WEST 47th STREET 
NEW YORK 19, N.Y. 
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Wire or write for an assortment for 
examination. Also, special attention 
given to matching diamonds. 
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ance of the jewels. Such satisfaction reacts favorably to 
the store which furnished it. 

This innovation in retail stores may be attributed 
largely to the foresight and years of jewelry technical 
skill of Philip Grobe, who with his two sons, Ira and 
Seymour, own the business. The senior Grobe entered 
the jewelry line as foreman of a manufacturing jeweler 
40 years ago. He left 20 years later to form his own 
business as Grobe & Yasner. Sometime ago the partner- 
ship was dissolved and the Grobes, opening their own 
establishment, decided to take advantage of the average 
jewelry buyer’s desire to have his work done to order. 
It is a trend which has helped considerably toward set- 
ting the store off to a fine start from a sales viewpoint. 

Conforming to this modern merchandising approach 
of trying to furnish the customer with every service and 
convenience possible, right on the spot, as well as a 
well-rounded line of stock, the store’s appearance and 
furnishings is in line with this pattern. It occupies its 
own four-story building in the downtown business dis- 
trict which is growing rapidly. 

The main floor presents a bright, cheerful appearance 
and there is plenty of room for customers to move 
around in and yet see all of the stock easily. Merchan- 
dise is departmentalized, both for the convenience of the 
customers and the 12 sales clerks. Selection can thus be 
made with a minimum of effort. 

Large showcase counters on the right of the main 
floor offer a variety of diamonds and rings and other 
jewelry in a price range suitable for shoppers of mod- 
erate means as well as customers who care to spend 
large amounts in fine jewelry. Built in the wall are 





seven show cases on the right as one enters; three op 
the opposite side. Plenty of light and gaiety is enhanced 
by the color scheme of blue and gray wall paper through. 
out all of the store. 

The watch repair corner and order desk jis in the 
rear. Behind it are two diamond consultation rooms 
separated from each other. A weighing scale close by 
can readily determine the carat size of the gems under 
consideration. 

An unusual feature is the lighting arrangement, “We 
have endeavored to improve on the usual, indirect fluor. 
escent lighting plan, mixed with incandescents,” Sey- 
mour Grobe explained. “Often it is necessary to vary 
the amount of lights depending on outside atmospheric 
conditions and the need for stressing light effects on 
particular type of merchandise. To accomplish this we 
place our flood lights on different circuits. In this way 
every other light is hooked separately and can easily be 
regulated from the switch box. This is a far different 
arrangement from the ordinary store and is especially 
useful toward building up certain sections of merchan- 
dise.”’ 

The second floor houses the electric and gift appliance 
section with its variety of household goods, besides the 
special order department. In the rear of this floor are 
separate offices for the executive staff. 

Another innovation which the store is proud of is its 
air-conditioning installation which penetrates through- 
out the entire establishment. 

“All of these modernized improvements, together with 
our unique special order section, is in line with our 
paramount policy of instilling confidence in our cus- 
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A FABULOUS GIFT...BROSLAN’S 
LIPSTICK-WATCH IN 14 KT. GOLD 





It’s unique! It’s an exciting fashion first! It can 
build prestige for your Christmas season. It’s a 
magnificent timepiece—a 17-jewel MATHEY-TISSOT 
movement, in a stunning modern 14 kt. gold 
case. With a famous lipstick—Coty’s Pomade. 
The case is so designed that the lipstick cannot 
possibly get into the movement. Each in luxu- 
rious leather case. Nationally advertised in 
THE NEW YORKER magazine. Fine scratch-board 
art work and phoiographs available for your 
own newspaper and direct mail advertising. 
Suggested retail $185, inc. tax. $200. Keystone. 


Brostan Jewelry Co. 


767 LEXINGTON AVE., NEW YORK, 21, N. Y. 
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tomers,” said Seymour Grobe. “It has brought in hand- 
some returns not only in higher volume, but in that 
intangible quality of good will which every retailer is 


inungible al Largest Selection of 


IDENTIFYING GEMSTONES 2 
(From page 220) 
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Haiiy, M. L’Abbe. Traité de Minéralogie, Tome 1. 
Paris, 1801. 
Traité des Caractéeres Physiques 





For All Sports and Technical Purposes 


des Pierres Précieuses. Paris, all 
1817. 
Hill, J. Fossils. London, 1771. 
Kirwan, Richard. Elements of Mineralogy. London, 
| 1784. 
Mohs, Friederich. Charakteristik der Naturhistori- 


schen Mineralsystems, 8vo. 


Dresden, 1821. 


Nicols, Thomas. A Lapidary: or, The History of 
Precious Stones. Cambridge, 
England, 1652. 


Plat, Hugh. The Jewel House of Art and 
Nature. London, 1653. 
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THE AD-VISER 
(From page 234) 


your town’s buying trends. Even if you feel this way, you 
do not have to use the complete ads as published. Instead, 
you can make excellent use of the proof book. Your artist 
can use the illustrations, the hand lettering and even the 
blocks of copy. It will save him the trouble of drawing 
similar articles and save you the expense. He will merely 
use the parts he wants and make up the ad to suit your For More than a 
store. Remember, the service books contain pictures al- Half-Century this 
ready screened on fairly good paper stock. A complete 
pasteup can be made and reproduced as a line engraving 
rather than an expensive halftone. Concentrated on the 
You can also make use of the mats in part by cutting Miempcla 
out the illustrations you need. Send these to the news- Distribution of the Finest 
paper with whatever copy you want. They will make up Chronographs and Timers. 
a stereotype for you and set the copy around it. Here 
too is a saving and a flexibility of use. 






Organization has 








OTHER SOURCES OF ADVERTISING MATERIAL 
In addition to the mat services, there are many other GALCO TIMERS 


sources of advertising and inspirational material. It is 
possible, for example, for the retailer to obtain an inex- 
haustible supply from the manufacturers of the items 
sold in the store. Upon request, many of these organiza- 
tions will supply retailers with mats, proofs, direct mail 
material, radio copy, etc. These are usually furnished 
free of charge or at a small fee to cover cost of making. 
Check with any manufacturer’s salesmen or write directly 
to the manufacturer. He will be happy to send all ad- 
vertising material available since it advertises his own 


items. | 
Accumulate all the mats, service books, manufacturer’s J WAIN R ACTN li Ny } (Vi p | \ ) 


material, etc., and keep a perpetual file. This will provide 
you with an excellent source for all future advertising 20 WEST 47th STREET. NEW YORK 19.N. Y. 


in newspaper, radio and direct mail. 






GALLET TIMERS Write for latest 


Catalog... 


GUINAND TIMERS No obligation 
GALLET CHRONOGRAPHS 
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Because every Benstock ring 


is an exclusive original 
because every Benstock ring 
is unsurpassed in workman- 
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THE DIAMOND INDUSTRY IN 1947 


(From page 202) 


diamond cutting center. At the beginning of 1947, 12,009 to 
14,000 cutters were employed (15,500 on December 3], 1947) 
Some of these are emigres returning at the loss of the cutting oa: 
ters of England, South Africa, Brazil and Cuba. Both America and 
Palestine are feeling its keen competition. The industry is unde, 
strict government control, as it is a fertile source of American 
dollars. Late in 1946 wages had been reduced (cutters make $30 
for the three-day week) and the week was a three-day one a 
the year end. The black market in Antwerp diminished greatly 
in the latter part of 1946, but even in 1947 was a matter of some 
concern to the government. 

In 1946 Belgium enjoyed a favorable foreign exchange balance 
of $5,164,040 on its trade in gem stones and $2,131,373 on jp. 
dustrial stones, a total of $7,295,413. Late in 1946 imports of 
rough were prohibited, as stocks were ample temporarily, particu. 
larly as about $1,000,000 worth of rough stolen from Antwerp 
by the Nazis early in the war had been returned to that city, 
Imports were to be resumed in February, 1947. 

Belgium obtains most of its rough from London, although jp 
1946 (and even in 1947) part of it was stock imported from 
America and part diamonds commandeered by Nazis and re. 
covered. In June, 1947, there was complaint that rough was s9 
high in London that the cutter could not make his profit unless 
he could buy “outside goods” (from stocks in America or Eng. 
land, bought when rough was cheaper, or from uncontrolled pro. 
ducers, Brazil, British Guiana, etc.). 

Effective September 1, 1947, the industry went on a five-day 
week basis (40 hours). The first two weeks in September, hoy. 
ever, the shops were closed for the holidays. Some 8000 workers 
were regularly employed about September 1 and 3000 on part 
time. In the last quarter of the year, to avoid overproduction, the 
shops were shut down from October 6th to 10th, November 10th 
to 14th and December 22nd to 26th. 

Exports of cut picked up remarkably from September on. 

By the end of the year, imports of rough from the United States 
had ceased and all rough was coming from the Diamond Trading 
Company. 

Paul J. Tembal (Journal, Belgian Chamber of Commerce in 
the United States, Jan.-Feb., 1948) gives interesting figures 
regarding Belgian cutting. Rough imported from the United States 
into Belgium follow. 


Value 
Year Carats Value per Carat 
ae 13,804 $ 175,000 $12.70 
eee 626,839 9,700,000 15.50 
a 727,943 8,057,000 11.07 


In 1947 Belgium exported 330,210 carats of cut stones, worth 
$46,704,000 (1946, 294,740 carats, worth $51,755,000). 

In 1947 Belgium imported rough worth $28,881,000 and exported 
cut diamonds worth $46,704,000 or, say, a gain of 61.71 per cent. 


THE NETHERLANDS 


The Netherlands continues its brave attempt to revive its cutting 
industry, so crushed by the Nazis. Holland continues to cut sizes 
and but little melee, due to its shortage of labor. About 1100 men 
were employed in 1946-7 and 450 apprentices, who can scarcely 
be expert cutters for a year longer. Of the 1100, some 300 were 
unemployed in 1947. There are 92 factories, besides some marginal 
ones which trade in the product of small firms that rent their 
manufacturing facilities. Asscher, the largest factory, employs 
just over 100 workers. Some of the smaller firms are having dif- 
ficulty making both ends meet. 

In 1946 the Netherlands exported 43,888 carats of cut diamonds, 
worth 26,697,930 guilders (one guilder, about 38 cents), or a 
total of $9,993,213.40 and a per carat price of $227.69. Of the 
above exports, 80 per cent went to the United States, the next 
most important importer being Sweden, with 5.6 per cent, and 
Great Britain with 3.2 per cent. The market is so narrow that 
the Netherlands is trying desperately to broaden its base. 

In 1947 exports of polished were worth some 24,800,000 guilders 
($9,424,000) and imports of rough 15,800,000 guilders ($6,004,- 
000). Exports are back to over 75 per cent of the prewar level. 

The cutters apparently are working a normal week. As com- 
pared to Antwerp, the work on large stones is finer, but cutting 
equipment is less up-to-date. Antwerp can cut smalls more cheaply 
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Amsterdam and vice versa ; hence, the Benelux agreement is 
avor both countries. 
double those of prewar days and the average 
of artisan is high, meaning, of course, less efficient work. 
Average wage of the diamond worker is about $30.50 a week. 
! All rough, once cut, 1s said to be exported. 3 

As explained in last year's review, the government strictly con- 
all diamond transactions. 
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likely to f 
Dutch wages are 
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pALESTINE* 

The rapid expansion of the Palestine cutting industry was one 
of the industrial wonders of the war years (1940 exports were 
only 1,032 carats worth £P24,9999 (£P at $4.02); 1946, 116,588 
carats worth £P5,502,878 of which 98,289 carats worth £P4,628,219, 
or 84 per cent by value, were exported to the United States). It, 
however, lost much ground in 1947. At the beginning of 1946, 
4500 cutters were in the industry, but the masters’ agreement 
with the men had expired on December 31, 1946. The masters 
claimed they were losing money and the shops closed on 
January 2, 1947. Certain manufacturers suggested that the non- 
union members work at home, thus reducing overhead, and a 
number did so. The black market flourished and a place near the 
Diamond Merchants Bank is openly called the Black Exchange 
Center, and cutters there openly hawk diamonds. The men appar- 
ently prefer to work at home, or at least did, for themselves, and 
are likely to buy out some old line shops. Late in March, 12 shops 
re-opened, with an American loan of $500,000, with which rough 
was bought in America. About 500 cutters will be employed, but 
at reduced wages; indeed, the American market for cut was not 
what it had been. The Palestine wage, with social welfare adding 
20 per cent to them, was too high to compete with Belgians and 
Dutchmen. When piecework payment was discontinued, the quality 
went down. Further, most of the 150 owners are not cutters and 
on technical matters must depend on their foremen. Now that 
real competition from Europe has appeared, the masters refuse 
to take the risks they once did. The industry for a time largely 
degenerated into a home industry with black market attached. 
By March there were 1,000 such workers, who buy the rough, cut 
it and sell to licensed buyers. Each group has from four to 12 
artisans. About one-sixth to one-twelfth of the men’s time is 
given to buying and selling. Some groups work for themselves, 
others contract their work to others. They work secretly, as 
Palestine cutting must be licensed. Apparently, however, they 
make about as much as they formerly did. The unions hate the 
system, as their dues are dwindling; further, the government’s 
revenue is cut. 

Early in the spring a delegation which visited London to get a 
renewed contract to buy rough appears to have been partially 
successful. 

On April 1 some of the men returned to their benches, at the 
expense of cottage work. At that time there were three classes of 
artisans: home workers, cutters working only on piecework, and 
those who rent mills from manufacturers. By May 22, 25 factories 
employed 1500 to 2000 men (15 factories, 500 men, in Tel Aviv; 
eight, 350 men, in Nathanya, and two, 200 men, in Jerusalem) 
and some 500 home workers were working. Some of the factories 
are in part co-operative. Over-all salaries average 40 per cent 
lower than in 1946. Artisans then received $120 to $140 a month. 
Many of the stones are still sold in the black market. 

In July the London wholesalers promised the Palestine industry 
£250,000 worth of rough instead of the £350,000 requested. How- 
ever, the channel for rough to London evidently was again open. 
From August, 1946, to April 1, 1947, the Syndicate furnished no 
rough to Palestine; in the four months April to July, 1947, 
£530,000. Later in the year the amount increased. 

In the summer import licenses were granted 15 new manu- 
facturers, but these master cutters are understood to be not 
particularly strong financially. By mid-October business had 
improved markedly and the employees approached 2500 in number 
and a modest wage increase was possible. Of the employees, 500 
work at home. A new cutting center was being installed by the 
Orthodox Jewish workers, the Kapoel Hamizrahi “Darom”. 

Conditions were more or less normal in late October and early 
November, although operators of a black market workshop were 
convicted by a magistrate and their equipment confiscated. 





*The writer has quoted liberally from a personal communication from 
Mr. F. J. Pick dated Tei Aviv, January 28, 1948. 
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“Black” cutters still account for perhaps 30 per cent of the output, 
Wages in 1947 seem down, the cutters on the average ge tting about 
$160 to $200 a month, and skilful ones, $240, or 20 per cent lesa 
than in pre-crisis time. 

The 1947 imports of rough and exports of cut follow. 


Rough Imported Cut Exported 
Carats Value Carats Value 
298,100 £P2,138,000 49,386 £P 1,250,000 


In the first half of the year, most stones were exported to India: 
in the second half, over 90 per cent to the United States, In addi. 
tion to the exports of cut listed, stones in quantity presumably 
were smuggled out. But the lack of balance of imports ang 
exports was due mainly to political unrest in Palestine. 


SOUTH AFRICA 

There are employed in the South African cutting industry 
about 48 employers and about 600 artisans, of whom 380 are 
cutters and 220 apprentices. The latter’s wages are protected 
against reduction by the Apprenticeship Act. Like America and 
Holland, it specializes in cutting sizes. It and the United States 
have the highest wage scale of all cutting centers, but South Africa 
is not subject to the local 10 per cent export license on rough 
and in many ways has government support. 

In January the Controller of Man Power permitted a single 
apprentice working under two journeymen to cut one-carat stones: 
if there are two to a journeyman, only half-carat stones. 

In February the cutters’ union decided against the Rand strikers 
financially. The Minister of Mines continues, from time to time, 
to license more cutters. 

Due to faltering prices and poor demand, the Master Cutters 
Association posted notice in all shops of a 33-1/3 per cent reduc- 
tion in wages, dating from March 18, 1947. The men struck on 
the 17th. The masters claim that high wages preclude profit. 
The men returned to work in April, accepting a wage cut of 25 
per cent. 

In April the Chairman of the South African Master Diamond 
Cutters Association was congratulated by the Prime Minister 
upon the beauty of the cut of the stones presented to the Royal 
Family. Apparently the polishing was done gratis. 

In July the masters attempted to cut the cutters’ wages a 
further 25 per cent; first 10 per cent, then another 10 per cent, 
and then five per cent. A conciliation board was convered. The 
men naturally demurred, but were then informed that the whole 
25 per cent would be deducted July 14. The men struck on 
July 23 and after being out 76 days, returned to work October 6 
at the July wages. 

In August seven journeymen sought a court order against their 
masters employing too many apprentices on cutting rough over 
two carats. The artisans won their case. 

About November 10, the men demanded a return to wages 
current in January, 1947; annual holiday from 5 P.M. December 12 
to 8 A.M. January 5, and a closed shop. The masters rejected all 
these demands and stated they would employ non-union as well 
as union cutters, nor would they hereafter collect union dues. 
Late in 1947, as is usual, the industry shut down for three 
weeks holiday. 

On January 1, 1948, the government freed the industry from 
government control, canceling the notice of control issued in 
March, 1944. 

Early in 1948, the artisans demanded a 33-1/3 per cent in- 
crease in wages. The masters refused and the men struck on 
February 12, 1948. After the masters stated they would consider 
each individual on the merits, the men returned to work on 
February 17. 


GREAT BRITAIN 

In the past two years, Great Britain has increased its cutting 
industry from 500 to about 650, the increase being largely due to 
employment of discharged British servicemen. A number of these 
are disabled veterans, who seem to do well in what has become 
the highly mechanized trade of cutting small stones. The greater 
part of the polished must be exported. 


FRANCE 

In France there are some 580 cutters and 120 apprentices. Of 
these, 150 cutters and 50 apprentices are working for two firms 
near Paris and 500 cutters and 70 apprentices are working for 
Adamas (the co-operative) and three private firms in the Ste. 
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Claude (Jura) district. A further small shop (60 men) has 

‘ly opened up in Paris. There are, therefore, some 760 em- 
eae : in all in the French cutting trade, which will continue 
a skilfully the rough available and to repolish injured stones. 
. “8 African colonies, France has a small production that can be 


drawn on. 


GERMANY 


One hears fewer rumors this year than last regarding cutting 
in Germany. There is apparently some cutting, particularly of 
industrial stones, at Idar-Oberstein. At first the rough was re- 
ported to have come from the American Zone; more recently, it 
‘, stated, directly from America. Crushing bort is hard to get and 
in the black market commands an exorbitant price. Here the cut- 
ting industry faces keen competition on a wage scale definitely 
below the American. If this be true, the practice is dangerous. 

Another report however denies that diamonds are being cut 
at Idar-Oberstein. It claims that all the 3500 pre-war diamond 
cutters are polishing synthetic stones. 


CANADA 


Canada’s small cutting industry suffered greatly from a short- 
age of rough in 1946. Additional restrictions on importation of 
rough stones late in 1947 will further cramp the infant industry. 
The cutters are reported to have had only a three-month stock 
on hand. Most diamonds were imported from England. The 
largest shop (100 employees, mostly veterans) will have to shut 
down, according to Mr. S. Gross of the Dominion Diamond Cut- 
ting Company, Toronto, unless the law is changed. The finished 
product of this shop is reported to be worth over $1,000,000 a 
year. During the war Henry Birks and Sons cut a little rough, 
employing about four artists. A union representative, probably a 
bit of an optimist, claims that there are some 600 men cutting 
and setting diamonds in Canada. 


BRAZIL 

Brazil has had a cutting industry for well over a hundred years 
and during the war years, from 3000 to 4000 artisans were em- 
ployed, mainly Brazilian apprentices, but some Belgian and 
Dutch refugees. Some African rough was available, old stones 
were repaired, and part of the Brazilian production was cut. It 
would seem that all of this latter should be reserved for the 
Brazilian trade. Early in the year, the industry lacked rough, but 
in September melee was so expensive it paid to cut once more 


bove 


hundred rather than the 3000 to 4000 of 1946. 


A 
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more melee from stock on hand. Earlier in the year, increased All o Vell 

government controls and a tax on exports threatened the industry. cag 

Many of the Belgians and Hollanders have returned home, but the DAWN * 
government is attempting to retain such of them as it can. Even cleverly ho te 
by April, it was stated that the number of cutters had decreased wedding wre ee 
to 1500. Hereafter the industry is likely to be a small one —a few three wietn® a 


CUBA 

At one time during the war, 3000 cutters were working in Cuba. 
This number had dwindled to 1000 by the end of 1946. In April, 
1947, only two out of 52 factories were operating, although, in 
addition, a certain number of cutters were working in their homes. 
Even with this number, there was unemployment, but in Septem- 
ber, 1947, melee was so high that it was profitable to cut it from 
stocks of mediocre material on hand. 
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AUSTRALIA 

Australia has a small cutting industry, in part to make industrial 
tools, in part to cut gem stones— particularly to reshape in- 
jured polished stones, and in part to cut rough imported from South 
Africa. Jules Joris, a Belgian who primarily was a cutter of 
industrial diamonds, emigrated to Sydney about 1930. During 
World Wars I and II he worked on industrials, but between the 
two wars he reshaped injured gem stones. With the help of his 
children, he established an important business which in World 
War II was to help out Australia’s munitions program by mak- 


ing diamond dies. ia rier if G oly 
Mr. E. Andries of E. Andries & Sons is another Belgian now Ae yu y | 


established in Sydney. “DIVINE' RINGS 
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PORTO RICO cd 
The 600 cutters in Porto Rico must have had the same difh- 5 a : STYLIST AND MAKER 
culties during 1947 that American cutters had. Their rough comes ede rahe 
eet 5 _ OR Se aa. eee, eo oe, Bem ee, ee eee ee, eae 190? 


from the States. 








(To be continued) 
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| a focus on the jewelry field. Miss Dixon is already well known 
| readers as the author of many stand-out articles on jewelry store 
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by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will b 
answered in this department each month by Miss Virginia Dizon, one of 
America’s topnotch display experts whose talents have been brought to 


to JC-K 
display, 


INCE many jewelers will be in New York this month 

to attend the convention and on buying trips, jt 
seemed that a short directory of display sources in place 
of the usual column, might be helpful. Christmas ma. 
terials are already on display in most of these houses. 
Here is a good opportunity, if you are in the city, 
to get acquainted with firms that may be able to handle 
future orders by mail, and to get your important fal] . 
and Christmas windows, planned and ordered. There 
is nothing like seeing these generous stocks of decora- 
tions and props to give you ideas galore for your own 
store. 

Some of these firms are well known to jewelers for 
their helpful service for many past years. Others are 
firms with whom jewelers should become better ac. 
quainted. They have ideas and materials the jewelry 
store can use. As with any such brief directory as this, 
everybody just can’t be included, but I really feel that 
these are some of the firms that can be most helpful 


in jewelry store problems. 


CANDLES 


A. Ajello & Bros. 
Emkay Candle Co. 


FABRICS 
James A. Cole Co. 


Dazian’s, Inc. 
Maharam Fabric Corp. 
Price Fabrics Co. 

M. R. Weil 

Facile Corp. 


FIX TURES—Plastic and Metal 


Lustra-Cite Industries 
Scheuer Creations 
D. G. Williams 


FIXTURES—Fabric covered 


Art Jewelry Case Co. 
Buffalo Jewelry Case Co. 
Edwin Freed 

Jo-Mart Displays 
Mautner Co. 


FLOW ERS—artificial 


Arts and Flowers 

Bois Smith Studios 

L. J. Charrot 

Colonial Decorative Display 
Natural Creations 

Norton Centerpieces 
GLASS—spun 

Radiant Glass Fibers Co. 


LIGHTING 

Century Lighting 
Display Stage Lighting 
Kliegl Bros. 
MANNIKIN HEADS 


Greneker Corp. 


D. G. Williams 


NOVELTY ACCESSORIES 
Allied Display Materials 


| Austen Display 


| Jame A. Cole 
| Display Manufacturers Mart 


General Display Corp. 
Jo-Mart Displays 


100 E. 50th St. 
225 Fifth Ave. 


235 Fourth Ave. 
142 West 44th St. 
130 West 46th St. 
67 West 44th St. 
145 Madison Ave. 
675 Fifth Ave. 


225 West 28th St. 
307 West 38th St. 
498 Seventh Ave. 


203 East 18th St. 
608 Fifth Ave. 
1233 Sixth Ave. 
225 Mercer St. 
20 West 47th St. 


43 West 56th St. 
228 West 39th St. 
36 West 37th St. 
70 West 40th St. 
450 Seventh Ave. 
119 West 24th St. 


11 West 29th St. 
West 55th St. 


East 61st St. 
West 50th St. 


419 
417 
321] 


Seventh Ave. 
West 54th St. 


498 
250 


65 Madison Ave. 
133 West 19th St. 
235 Fourth Ave. 
34 West 35th St. 
500 Fifth Ave. 

225 Mercer St. 
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M. R. —’ 145 Madison Ave. 
PAPER 


Bulkley Dunton & Co. 295 Madison Ave. 


‘chrow & Co. 686 Greenwich St. 
Coy; noe ff Co. 112 West 42nd St. 
Dingleman 0 aor mid 
Laverne Originals 225 Fifth Ave. 
Timbertone Decorative Co. 324 Lafayette St. 


pAPIER MACHE and PAPER SCULPTURE 


361 West 58th St. 
15 East 22nd St. 
8 West 40th St. 


Chelix _ 

Rip Studios 

Staples Smith 

PICTURES and FRAMES 
Catalda Fine Arts 225 Fifth Ave. 


RIBBONS 
Taffel Bros. 


95 Madison Ave. 





ADAPTING TO CONDITIONS KEY TO SUCCESS 
(From page 206) 


the main problem is getting people to come into the 
store—our store—to get them from us. And that is 
where good public relations come in. After all, we are 
in a busy neighborhood that has many fine stores 
around; and if we are to persuade customers to come 
to us in preference to our competitors, we must de- 
serve it! 

“The best way to build good will, of course, is to 
have only satisfied customers walk out of our store. 
Another way is to keep our advertising before the pub- 
lic. And two more ways that we have found very effec- 
tive are window tie-ins with local movies, and taking 
a prominent part in civic and charitable drives. 


‘Take those window tie-ins, for instance.” Mr. Stone 
smiled in reminiscence. “Back in April, the manager 
of the Palace Theater across the street from our store 
showed the movie, “The Bride Ran Wild.’ Well, the 
title was a natural for exploitation. So when the young 
manager asked if we would cooperate with him by. put- 
ting movie stills in our window, surrounded by wedding 
rings, we agreed. People going by stopped to look at 
the colored pictures of the movie hero and his leading 
lady, and naturally, at the same time, they couldn’t help 
but see all the stunning wedding rings displayed around 
the pictures. Our sales rose accordingly. This is an easy 
enough promotion, for an alert store manager can ap- 
proach any local theater manager and suggest the tie-in 
with movies being shown, with little expense, but good 
advertising value for both! 

“The civic and charitable tie-in is simple, too, and 
one which most stores take part in. And it does gain 
respect for a firm when its name is listed prominently 
in every good cause. Also, it boosts the morale of the 
staff working in the store to know its policies are being 
admired! 

“To switch to another subject, though,’ Mr. Stone 
said, “I’d like to mention the many celebrities who drop 
into the store. Since we are in the heart of the theatrical 
district, we are often pleasantly surprised to approach a 
customer and find he is a famous person who has 
dropped into our store because he is starring at a 
nearby theater. 

“Take just the other day when five young men in 
tuxedos walked in and told us they had noticed our ad 
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in that morning’s paper. They were the musicians in the 
Don Orlando Quintet who were featured at Milwaukee’s 
top hotel, the Schroeder. Since they had only a short 
time between playing engagements, we waited on them 
quickly. But we chatted long enough to get the correct 
spelling of their names so that we could send a short 
‘thank you’ note with the purchase when the watches 
would be delivered to them at their hotel. They were: 
Don Orlando, the leader, who plays accordion with the 
group; Hamer Smith, bass fiddle man; Sam Bari, gui- 
tarist; Jack Marks, the flutist, and Danny Parker, the 
drummer. 

“IT mention the visit of this one group particularly 
because it shows how important good will is, for when 
these men travel on to other cities and meet other show 
people there who mention coming to Milwaukee, these 
boys will be in a good spot to help us by referring those 
newcomers to our store. 

“Now some jewelers might say, “Oh, you'll probably 
never see those transient people again, so why give them 
any special attention, like delivering their packages to 
their hotels?’ To them I answer, ‘When you drop a 
pebble in a pool of water, the rings created thereby 
grow bigger and bigger as they go outward, until the 
last one touches the rim of the pool.’ This country is 
big—but a good reputation can travel far! And one 
good contact in show business can send hundreds of 
actors and musicians into our store in the course of a 
year! Again, that’s what I mean by adapting one’s self 
to conditions that arise!” 

The windows in the Stone stores have their displays 
changed often, for most Milwaukeeans like to prome- 


nade downtown and window shop and they would 
tired of seeing the same old thing. One thing Mr, Stone ’ 
insists on, however, and that is the mass display idea ‘ 
He doesn’t approve of too many posters or fancy back. 
drops, since he believes this detracts from the merchap. 
dise itself. Rings and watches are attractive enough to | 
look at by themselves, he feels, and so except for a little _ 
figurine or two, or possibly some flowers to match an 
occasion or a season, the built-up windows feature 
nothing but the sparkling rings or other jewelry, 


The Stone firm sends out a large, colorful brochure 
every Thanksgiving, listing items suggested for Christ. _ 
mas layaways. The firm also sponsored a 15-minute | 
radio broadcast featuring the nationally known sports 
commentator, Harry Wismer, over WEMP, an ABC 
station. For commercials, Stone’s use an institutional. — 
type of announcement, boosting the store as a whole — 
rather than any particular items. Mr. Stone felt that the — 
newspaper ads did an effective job on particular items, 7 
so the radio time plus the newspaper space covers both 
angles completely. | 

Couples coming in, in response to advertising for 
diamonds, are invariably reminded of the silverware 
available, and the household appliances which they can 
get on the same account they open up for the ring. 

“Since credit selling is increasing now,’ concludes 
Mr. Stone, “it is up to us to give each applicant a closer 
scrutiny. Naturally we check with the Milwaukee As. © 
sociation of Commerce on all credit ratings. That is ~ 
for the customer’s protection as well as ours; and it | 
proves again that a business built on a solid foundation | 
of good judgment and good merchandise will grow!” | 
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OLD MINERS 


Through our secondhand sources, we are 
able to maintain stocks of Old Miners in 
a range of qualities, and in sizes up to 
half carats. You will also find us an excel- 
lent source for larger sizes in Old Miners, 
and for stones recut from Old Miners — 


all advantageously priced. 


Paul de Vries, me. 
DIAMOND CUTTERS & IMPORTERS 


535 FIFTH AVENUE 
NEW YORK 17, N. Y. 


ANTIQUE JEWELRY RE-PURCHASED JEWELRY 


| 


PPS Cg FO 


- 
; 
p 
, 
; | 
‘ 
; 
é 


Ke? 


THE JEWELERS’ CIRCULAR-KEYSTONE | 


























(Left) Original home of the Luria 
firm from founding in 1898 until 
1923, was at 100 East Broadway. 








(Right) Luria'’s present 10,000 square 
foot display area contrasts sharply 
with original store as shown above. 


Fifty Years As Wholesaler 








Observed by L. Luria & Son 


IFTY years of service to the retail jeweler are cur- 
rently being celebrated by L. Luria and Son, Inc., 
one of the nation’s pioneer jewelry wholesalers, with 
ofices and showrooms in New York, Miami and At- 
lanta. 

The firm was founded by Lazar Luria and his son 
Philip in small quarters at 100 East Broadway, New 
York, in 1898. The approximately 750 square foot area 
was devoted primarily to plated silverware—flatware, 
hollowware, pewterware, etc. 

The firm remained at the East Broadway location 
until 1923 when it became necessary to seek larger 
quarters. These were found at 623 Broadway. Sixteen 
years later the firm’s expansion again made moving 
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necessary and, in 1939, a move was made to the present 
location, 160 Fifth Avenue. This showroom, with its 
10,000 square feet of display space, contrasts sharply 
with the original 750-square foot premises and indicates, 
in a vivid manner, the expansion of the firm. 

Although the original two-man Luria organization be- 
gan, in 1898, by selling silverplate almost exclusively, 
other lines were soon added. Within five years the firm 
was also handling sterling silver merchandise, by 1908 
clocks had been added to the line and, somewhat later, 
dresser sets were introduced for distribution to the firm’s 
customers. Today, dresser sets remain one of Luria’s 
most popular lines. 

In the early 1920’s the Luria firm pioneered in dis- 
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Expansion of Luria firm from 
small store to nation-wide 
organization is indication of 


growth of jewelry industry. 


tributing small traffic appliances to retail jewelers. These 
proved so popular that a wider variety was added as 
time went on and today small appliances, too, are an 
important part of Luria’s merchandise. 

In 1940 the firm took on jewelry lines, including 
costume jewelry, bracelets, stone rings, watch attach- 
ments, necklaces, pendants, etc. Today, the firm carries 
virtually everything sold by retail jewelry stores with the 
exception of diamonds, diamond rings and _nationally- 
advertised watches. As in the beginning, however, Luria 
is proud to be- known as “The Silver House”. 

The past fifteen years have been the period of greatest 
expansion for the Luria organization. Today, including 
personnel in branches, sales representatives on the road, 
etc., the firm has approximately 150 employes, com- 
pared with the original two-man team of 1898. 

Until the year 1928 the firm’s activities were confined, 
for the most part, to the Eastern seaboard. Toward the 
end of the Twenties, however, Luria had several repre- 
sentatives covering cities in the Mid-West. In 1933 the 
Luria organization really began expanding until reach- 
ing its present proportions, embracing virtually the en- 
tire United States. There are a few areas not covered 
by Luria representatives at the present time, and further 
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Luria's Miami, Florida, office 
and showroom was opened in 1946 
for greater convenience of the 
firm's customers in the South 
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Last month Luria opened an addi- 
tional southern showorom-office 
at 214 Pryor St., S.W., Atlanta. 





expansion is not only possible but likely. However, Luria 
can truly be considered a national distributor. 

Until recent years Luria’s activities, though covering 
most of the country, stemmed from the New York head- 
quarters. But in 1946 the firm opened an office, sales- 
room and warehouse in Miami, Florida, at 400 S.W. 
Second Avenue. Just recently, on July 24th of this year, 
the firm’s Atlanta, Georgia, office, salesroom and ware- 
house at 214 Pryor St., S.W., were opened to the trade. 

In addition to the New York, Miami and Atlanta 
offices Luria is in contact with retail jewelers throughout 
the country through its field sales force and also as a 
result of participation in all leading jewelry and gift 
shows. A partial list of shows where Luria displays are 
always in evidence would include New York, Chicago, 
Dallas, Boston, Pittsburgh, Oklahoma City, Memphis 
and Atlanta. 

Besides providing retail jewelers with virtually every 
type of merchandise, the Luria firm has, in recent years, 
provided its customers with dealer aids, promotional ma- 
terial, etc. This program, which began about the time 

(Please turn to page 262) 





THE JEWELERS’ CIRCULAR-KEYSTONE 

















Congratulations to 


LLURUA and SON 
on their 50th 


Anniversary 





















Congratulations 


L. LURIA & SONS 


on your 


GOLDEN 


ANNIVERSARY 


May your success and growth 


continue with each succeeding year. 


THE SESSIONS CLOCK CO. 


FORESTVILLE, CONN. 




















For Values That Have No 
Equal .. . Be Sure to See 
Our Complete Fall 
Holiday Display at — 


A. N. R. J. A. CONVENTION 


Waldorf-Astoria Hotel, New York, N. Y. 


August 9-12, 1948 
CHINESE SALON (4th Floor) 


DIRECT FACTORY DISTRIBUTORS FOR: 


Alvin Ingraham Clocks 
American Thermos Juice King 

Bissell Juice-O-Mat 
Community Plate Kelton Watches 
Curtman Waterbury Watches 
Deltah Pearls Kromex 

Detecto Lux Clocks 
Dominion Manchester 
Dresser Sets Manning-Bowman 
Ekco Marathon 

Evans Marvella Pearls 
Finesse Mirromatic 

Flint Cutlery Mixmaster 

Forstner New Haven 

G.E. Appliances Nu Tone Chimes 
General Mills Parker Pens 
Gilbert Clocks Personna 

Griffon Pittman & Keeler 
Hadley Poole 

Hamilton Beach Proctor Appliances 
Handy-Hot Remington Shavers 
Hayward Revere Clocks 
Herschede Clocks Revereware 

Hobart Kitchen Aid Rittenhouse Chimes 
Ingersoll Wm. Rogers & Son 


1847 Rogers Bros. 


Ronson 
Saart 
Schick 
Sessions 


Seth Thomas 
Shavemaster 


Silex 
Soda King 


Sparklet Syphons 


Spartus 
Speidel 
Sperti 


Steam-O-Matic 


Sunbeam 
Telechron 
Thorens 


Toastmaster 
Tudor Plate 


Universal 


Wagner Sweepers 
Waring Blendors 
Wearever Pens 


West Bend 
Westclox 
Zippo 


L. LURIA & SON, INC. 


The Silver House 
NEW YORK ec ATLANTA 


e MIAMI 




















50 YEARS AS A WHOLESALER 
(From page 260) 


the firm occupied its present quarters. originally con. 
sisted of 4-page monthly fliers offering specific items at 
special prices. These “bulletins” proved so helpful thay 
they were expanded to larger direct-mail offerings, To. 
day. the firm has just reached its peak with the mailing 
of a 56-page anniversary catalogue listing nearly 609 
items of merchandise. ae 


Assistance to the retail jeweler is rendered by Lurig 
not only through the firm’s catalogues but. also, }y 
means of a newspaper mat service. cuts, suggested ad 
layouts, etc. | 


Joseph J. Luria, grandson of the founder of the firm, 
is the president of L. Luria and Son. Inc. His gop 
Leonard, who recently joined the organization, is secre. 
tary and Joseph D. Magid is vice-president in charge of 
sales. Manny Gould is advertising and sales promotion 
manager. 


TRADE TOPICS TO FEATURE ANRJA SHOW 
(From page 194) 


Address of Welcome—Hon. William O'Dwyer, 
Mayor of New York 

President's Address — Maurice Adelsheim, Min- 
neapolis, Minn. 

Introduction of Visitors 

Address — Hon. Harold: C. Kessinger, Judge, 
Philosopher and Author. 


10:00 P.M.—First showing of Life Magazine "Pictur. 
ama, Sert Room 


11:00 P.M.—Second showing of ‘'Picturama” in Sert 
Room. (Because of space limitations due to 
mechanical equipment required by ''Picturama," 
two showings are necessary, so that all may be 
accommodated. Tickets for both showings avail- 
able on first come, first served basis, to those 
attending opening Convention session in Wedg- 


wood Room at 8:30 P.M.) 


Tuesday, August 10 


8:30 A.M.—Breakfast Conference, ANRJA Executive 
Committee and ANRJA National Advisory Coun- 
cil, Palm Room, I8th Floor, Park Avenue side. 
Wilson A. Streeter, Philadelphia, Chairman, Ad- 
visory Council, will preside 

9:00 A.M. to 9:00 P.M.—Exhibits Open—Registration, 
Silver Corridor 

10:00 A.M. to 12:30 Noon—Convention Session—Presi- 
dent Adelsheim, presiding. Address and Discus- 
sions: "Merchandising for Profit" 

12:30 P.M.—Preliminary Announcements of Convention 
Committees— C. |. Josephson, Jr., Chairman 
Nominating Committee; Myron Everts, Chairman, 
Resolutions Committee; Robert J. Slagle, Chair- 
man, Credentials Committee; Kenneth |. Van 
Cott, Entertainment Committee 

2:30 P.M. to 4:00 P.M.—Report of Engraving Question- 
naire by Oscar Kinds, Jr., S. Kind & Sons, Inc., 
Philadelphia, Chairman, ANRJA Merchandising 
Committee. Mr. Kind will analyze the replies re- 
ceived to the Questionnaire mailed every member 
of ANRJA, following which Edward Krehbiel, 
New York, formerly General Manager, Black, Starr 


(Please turn to page 265) 
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'y Slant on steam ironing! 


IT’S THE NEW ATTACHMENT THAT MAKES THE TRU-HEAT IRON A STEAM IRON INSTANTLY 


or pressing to do, she simply slips the Attachment on the iron 
and she’s all set for the easiest steam ironing she’s ever done! 


You’ve already seen the Tru-Heat Iron climb from 
scratch to one of the two or three top selling brands in the 
country. Imagine what this new exclusive feature will do for 
your sales! No other iron ever had so much to offer in common- 
sense, usable advantages ...and concrete sales pluses. Be 
; sure you and your salespeople are using up every bit of sales 

Now she uses her Tru-Heat Iron all by itself for about | punch the new Steam Ironing Attachment gives them. And 
75% of her weekly ironing. Then when she has steam ironing watch it sell more Tru-Heat Irons for you. 








It makes sense! Why should a woman have to have two 
irons—one for dry ironing—another for steam? Why ‘should 
she have to push around the extra weight and bulk of an 
ordinary steam iron when she’s not even using steam? 


Well, she doesn’t, thanks to a completely new develop- 
ment in steam ironing appliances...the Steam Ironing 
Attachment for the General Mills Tru-Heat Iron. 


PRACTICAL FEATURES FOR 
PRACTICAL STEAM IRONING 


¢ Slips on or off Tru-Heat Iron in an 
instant 


¢ Plenty of steam in 2 to 4 minutes 
¢ Irons 30 to 45 minutes on one filling 


* Larger soleplate speeds ironing time 
¢ Weighs less than 6 Ibs., ready to iron 


¢ Steam flow is easily adjustable 

¢ Every part made of rustless metal 

¢ Ordinary tap water can be used 

¢ Can be cleaned easily at home 

* Needn't be cooled before refilling 

¢ Can safely be refilled with cold water 
¢ Water tank never gets hot 

¢« Completely safe—no steam pressure 
¢ Listed by Underwriters’ Laboratories 
















The Tru-Heat Iron with tapered The Steam Ironing Attachment slips The General Mills “Steam Team” is Copyright 1948 


back, longer, larger soleplate, 
Safety Side Rest, Tru-Heat 
Control, Button-Saver Edge. 
One of the two or three top 
selling brands in the country 
because its features spell faster, 
easier ironing to every woman 
who sees it. 


——— 


on the Tru-Heat Iron in a 
second. Generates plenty of 
steam in two to four minutes. 
Steam irons or presses for 30 to 
45 minutes on a single filling. 
Tap water can be used be- 
cause unit is easily cleaned 
right at home. 


beautifully balanced, light in 
weight, easy to handle, always 
completely safe. Steam irons 
many washables without the 
bother of dampening. Does a 
professional looking job of 
pressing woolens without 

a dampened pressing cloth. 


Minneapolis, Minn. 








Golden Anniversary Greetings to L. Luria & Son 


FOR AUGUST, 1948 





Betty Crocke? 
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trade name of 
General Mille 
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Everything Under One Reof 


Means Letter Serwice for You I. KASSOY, INC. 
1s highly honohed 


| te Announce 
i rT TT l | rT [ that the Gemological Institute 


of America has appointed 
Ss. NATHAN & CO., INC. them as exclusive east coast 


Stone Headquarters since 1901 
Precious, semi-precious, synthetic 


VICTORIA PEARL CO., LTD. 


The finest name in Pearls | 
Simulated, Cultured and START-O-PEARL Orientals 


NATHAN LAPIDARIES, INC. 


AComplete and Experienced 
Lapidary Service 








distributors of a number of 
the popular G.I.A. instruments. 
In keeping with the avowed 
policy and purpose of the in- 
stitute, prices will be exactly 
the same as quoted by G.I.A. 
on the west coast. 











: Write for complete catalog of dia- 
550 F IFTH AV ENUE | mond jewelers supplies oe il- 
5 lustrations, descriptions and prices 
NEW YORK 19, N. Y. : of the G.I.A. line to, Dept. K-G, 











6 | Makes No Comproma 
JI. KASSOY, INC. yin ai 
wes” TW. 45th St.,N.Y.19,N.Y.U.S.A. © LU 2-3260 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














PEARL NECKLACES IN ALL SIZES 
UNDRILLED ASSORTMENTS 


LEONARD ROSENTHAL, INC. 


Formerly of Paris 


608 FIFTH AVE., NEW YORK 20, N. Y. 
Cable address: LEOROSTHAT. 
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TRADE TOPICS TO FEATURE ANRJA SHOW 
(From page 262) 


& Gorham, Inc., will offer suggested solutions of 


the Engraving Problem 
Opportunity for Questions and Discussion 


Wednesday, August I! 


3:00 A.M.—Breakfast Conference, ANRJA Executive 
Committee and ANRJA National Advisory Coun- 
cil, Palm Room, !8th Floor—Wilson A. Streeter, 


Chairman 


9:00 A.M. to 9:00 P.M.—Exhibits Open; Registration, 
Silver Corridor 


10:00 A.M. to 12:30 Noon—Convention Session, Wedg- 
wood Room, Lobby Floor—President Adelsheim, 
presiding. Addresses and Discussions: ''Advertising 
and Selling'"—''Window Displays" 


2:30 P.M. to 4:00 P.M. — Wedgwood Room, Lobby 
Floor. Report of Cost of Operations Survey: 
H. Victor Paul, Wiss Sons, Newark, N. J., Chair- 
man of ANRJA Research Committee, will preside. 
Every member of ANRJA received a copy of the 
Questionnaire and should be very much interested 
in the Analysis of the Composite Figures resulting 
from the Survey, which will be made by Wroe 


Thursday, August 12 


8:00 A.M. — Secretaries’ Breakfast Conference, Palm 


Room, 18th Floor—National Secretary Charles T. 
Evans, presiding 


9:00 A.M. to 1:00 P.M.—Exhibits Open; Registration, 


Silver Corridor 


10:00 A.M. to 12:30 Noon—Convention Business Ses- 


sion; President Maurice Adelsheim, presiding 
Reports of Standing Committees as listed in pro- 
gram 

i of Secretary — Charles T. Evans, New 
Yor 

Report of Treasurer — Hoyt T. Purvis, Jones- 
boro, Ark. 

Report of Resolutions Committee—Past President 
Myron Everts,, Dallas, Tex., Chairman 

Report of Credentials Committee—Former Vice 
President Robert J Slagle, Houston, Tex., Chair- 
man 

Election of Officers—Past President Everts pre- 
siding 

Report of Nominating Committee—Past President 
C. |. Josephson, Jr., Moline, Ill., Chairman 
Introduction and Installation of Officers 
Unfinished Business 

New Business 

Adjournment 


Thursday Evening, August 12 





Alderson, Alderson & Sessions, Inc., Philadelphia, Convention RencustGread Bel Reem 
who have conducted the Survey q 


7:30 P.M.—Reception 
9:00 P.M.—Longines Symphonette Concert at Hotel 8:00 P.M.—Dinner 
Astor, Broadway and 44th Street. Tickets avail- 9:30 P.M.—Entertainment 
able at Longines-Wittnauer Booth 10:30 P.M. to 12:00 P.M.—Dancing 

















FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A- FULL - LINE - OF - SETTINGS - AND - SHANKS - IN - ALL- METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON inc. 


26 John Street — 7 Phone COrtlandt 7-0360 —  ## NEW YORK, N. Y. 
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WHO CAN 
DES| 
A MOUNTING? ™ 





Standard reference book for the jewelry 
trade, the Jewelers Buyers Directory can 
provide answers for hundreds of questions 
that arise in your business, day in and 


day out. 
It will enable you to serve every cus- 
tomer request . . . save you time, money 


and trouble in finding sources for mer- 
chandise, repair work, remounting, special 
services of every kind. You will use it con- 
stantly to check names and find addresses. 

This handy, pocket-size volume pro- 
vides instant access to any jewelry item, 
related product or service. For instance: 
if you want to buy ‘‘Chains’’, turn to this 
classification, and you will find a complete 
list of suppliers, divided by state and city 
and arranged in alphabetical order. If you 
are interested in jewelry repairing, silver 
plating or other services available to the 



























trade, the Index to Classifications will 
refer you to the proper listing. If you have 
a firm in mind, but cannot recall the name, 
refer to the classification and city and you 
will easily find the name. If you wish to 
write a supplier and don’t have his address, 
the alphabetical listing in the back of the 
book will provide it instantly. 

The Jewelers Buyers Directory affords 
as complete a listing of manufacturers, 
wholesalers, importers of jewelry and 
allied merchandise, as well as companies 
serving jewelers, as can be humanly gath- 
ered in one volume. Listings are based on 
questionnaires sent regularly to the trade 
and filled in by the firms themselves. This 
data is checked rigorously for accuracy 
and reliability, and reviewed against the 
vast background of facts built up through 
years of jewelry publishing experience. 
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It’s a 


GOLD 
MINE 


of New 
RESOURCES 






43rd Edition... 

comprising 50 years of directory 
experience in the jewelry trade... 
entirely revised and brought up-to- 
date . . . in one handy, pocket-sized 
volume. | 

The original, authentic directory 
of jewelry items, related products, 
and services entering into the jewelry 
industry . . . completely catalogued 


and indexed for your convenience. 


PUBLISHED BY 


The Jewelers’ 
Circular- 
Keystone 


100 East 42nd Street, New York 17, N.Y. 


FOR AUGUST, 1948 
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ORDER YOURS NOW! 


JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. 
New York 17, N.Y. 


Attached is my $2.00. Please send me my copy of the new, 
revised Jewelers Buyers Directory. 


NAME 





STREET 





CITY ZONE STATE 
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—= SYNTHETIC STONES 


CUT WITH PRECISION & CRAFTSMANSHIP 
has made METROPOLITAN GEM CORP. 
a LEADER in its FIELD! 


ALL SIZES FACETS : BUFF TOPS : CABOCHONS 


ORDER EMBLEMATIC JEWELRY 
NOW FOR CHRISTMAS 


Ruby Cushions Continued increased membership in 
Garnet Octagons — 
Kunsite ake lodges and fraternal organizations 
Alexandrite Antiques means substantial sales potential and 
Blue Sapphire Rounds : 

Rose Zircon Pear shapes better business for you this coming 


Golden Sapphire  Navettes 


White Sapphire Satie season. Because of an_ industry-wide 


Blue Spinel Shields shortage of skilled craftsmen, we urge 
Peridot Hexagons . 

Aquamarine Triangles that you order Christmas stocks of fine 
Zircon Fan shapes i. 2 , 
+ a Ruby Rods pee jewelry early, and avoid 
Tourmaline disappointing your customers. 


GEM STONE DRILLING 


Stones cut by Metropolitan reflect 
modern manufacturing methods 
that mean more profits for you. 








WEFFERLING BERRY & GO. 


BA ROSE ST. NEWARK 8, N. J. 


GEM CORPORATION 
SSSSOSANOIOO AOA OAS 
12 JOHN STREET © NEW YORK 7, N.Y. Preece 
Digby 9-1523 eies 
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When in  - York 


for Jewelers Convention or at 
any other time . . . visit our 
luxurious office and showroom. 
Airconditioned for your com- 
fort. It will pay you to see us. 
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craftsmanship consistently 
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jewelry. Creators of boxes 






for manufacturers, 







wholesalers and retailers 
since 1888. PROMPT . = 
DELIVERY. * 
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SEW YORK 19,N.Y. PHONE: PLAZA 7-8455 
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Pe | Rea are Old established credit Jewelry store for sale in 
i NET AS Pe 


Akron, Ohio. Pre-War lease, priced right for quick 










SEND FOR ee ) iy, eae 2 oscars action. Due to other commitments this store must be 
COMPLETE CATALOG : iat 






sold. Wire for information to 


QSCAR TRILSCH COMPANY eee eee 
150-25°18th AVENUE, WHITESTONE, N. Y., TELEPHONE FL 9-2365 JEWELERS’ CIRCULAR-KEYSTONE 
SALES OFFICE: 366 FIFTH AVENUE, N.Y. 1, N. Y., TEI HO 43328 100 E. 42nd St., New York 17, N. Y. 


REPRESENTATIVES: Los Angeles, Cal.: A. J. Luckman, 448 S. Hill 
Vandike 420( Q7 Mercantil 










) e Denver. Colo Mullen & Johnson, 4( 
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THE JEWELRY TRADE IN 1948 
(From page 214) 


faster than department store sales of jewelry. However, 
since the war, department stores have recovered a part 
‘t not most of the ground lost so that the two classes 
of outlets stand in about the same relationship to one 
another now as in pre-war 1941. Both have more than 
doubled their 1941 dollar volume of sales. 

Jewelry store sales are responsive to changes in per- 
synal consumption expenditures and on the rising side 
tend to increase more rapidly, relatively speaking, than 
total expenditures. As is shown by the chart, the gap 
narrowed in 1947. Whether or not this 1947 trend 
presages a levelling off in total expenditures or a tem- 
porary slowing up in the jewelry business can only be 
guessed at at this stage. In any event, jewelry store 
sales for 1948 to date are below their corresponding 


1947 level. 

It might be interesting to note in this connection the 
importance of the jewelry business in our national 
economy. Consumer expenditures for jewelry, watches, 
clocks, and similar items (including repairs) represent 
anywhere from one-half to more than one per cent of 
total personal consumption expenditures of all types. 
The ratio varied cyclically from a low of four-tenths of 
one per cent in the depression year 1933 to a high of 
more than one per cent in 1943, 1944, and 1945. Today 
the ratio may be slightly less than one per cent. 


JEWELRY HIGHLIGHTS FROM HOLLYWOOD 
(From page 216) 


lar bracelet, they form a stunning diamond and gold 
necklace. 

Earrings come in for a lot of attention in the film, 
with the use of flexible dangles very noticeable. These 
moveable dangles are seen on gold earrings and neck- 
laces as well as on diamond ear clips, such as the delicate 
ball and fan arrangement which Miss Stanwyck wears 
with a fuchsia designed diamond brooch. 

Paramount Pictures’ famous stylist, Edith Head, cre- 
ated clothes for Miss Stanwyck that would be in perfect 
accord with the jewelry. French lace was used to set off 
delicately fashioned diamond necklaces; a fur-edged 
decollete evening gown was contrasted to the beauty of 
a removable platinum and diamond clip patterned after 
the camellia; a simple black dress with elegant lines 
was designed for the proper background for a choker, 
bracelet, and ear clips of yellow gold disks with gold 
flexible balls studded with gorgeous rubies. Miss Head 
created a plain black evening gown to wear with the 
striking cabochon emerald and baguette diamond brace- 
let and the champagne emerald-cut diamond ring which 
is approximately 35 carats. 


Of particular interest is the wedding scene for which 
Miss Head created “what the richest girl in the world 
might wear.” The gown fashioned of heavy silver bro- 
cade has a veil of the same costly material and a six- 
yard train. To match the elaborate gown, jewelry ac- 
cessories were all diamonds, with Miss Stanwyck even 
wearing diamonds in her hair instead of orange blos- 
soms, which is a style trend worth watching. 


FOR AUGUST, 1948 
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Maybe you figure he’s just a little 
fellow ... but he’ll do a two-fisted 
job for you .. . and he packs plenty 
of power. 


If you “book him” in your busi- 
ness, he’ll draw a lot of people up 
to your counter . . . folks who are 
mighty apt to buy when they see 
the merchandise you have to sell. 
Thus, scrap business . . . buying 
old gold and other precious metal 
items that have become obsolete .. . 
pays you a two-way profit. 


The Dee Division of Handy & Har- 
man will take care of all precious 
metal scrap you aceumulate. Every 
lot is held intact awaiting your O.K. 
You will be paid top market prices 
. . + With a prompt return in the 
form of 








A CHECK THAT SATISFIES 








GENERAL OFFICES AND PLANT &, F ™ REFINERS & MANUFACTURERS 


1900 WEST KINZIE STREET.. & .. CHICAGO, 22,/LLINOIS 
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Traffie Stoppers 


Are Volume Builders 


by ANNA M. ROBBINS 


Crowds two and three deep were continually around window during contest. 


Anything that will build store traffic is worthwhile to the 
jeweler, reasoned owner of L. Pearlin & Sons, New Haven, Conn., 


who proved it to his satisfaction with window mistake contest. 


qpy ten thousand persons gladly walked the length 
of the L. Pearlin & Sons Jewelry store at 81 Church 
Street, New Haven, Conn., during one recent month, 
while other throngs crowded the pavement in front of 
the display windows. 


The occasion? A “Find the Mistake Contest” which 
the store sponsored to build traffic and to increase and 
bring up to date their mailing list. 


Idea for the promotion came from a recent trip through 
the west and to the Coast by Samuel Pearlin. Although 
he planned it as a pleasure trip, he worked in a lot of 
survey work on his own hook. He visited jewelry stores 
and jewelry sections of department stores in Chicago 
and other cities in Michigan and Detroit, then every 
large city in the states of Washington, Oregon, Nevada, 
California and Texas. He selected the largest department 
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and jewelry stores and made it a point to speak to the 
“help”. Interviewing “the people behind the counter” 
would yield more valuable information, he was sure, than 
introducing himself to “the boss”. He came back with 
the opinion that his store had comparable merchandise 
but lacked the displays and aggressive merchandising of 
the western and middle-western merchants. ‘Perhaps 
we've been here so long we take it for granted business 
will come to us’, says Mr. Pearlin, a native New Eng- 
lander educated in Eastern schools and the University of 
Pennsylvania. But whatever the reason, he is convinced 
that too much conservatism is a detriment to business. 
So, he did something about it as soon as he returned. 


He noticed sizable crowds gathered at western jewel- 
ers where a “Find-The-Mistake-Contest” was being used. 
He even stopped himself for several minutes—and figured 
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Watch these irons get up and go! 


LOW INVENTORY! HIGH TURNOVER! QUICK PROFIT! 


General Electric 
F-23 


“VISUALIZER” IRON 


Retail 11. 95 including tax 


This General Electric **Visualizer” [ron is 
the iron so many women prefer... 


Here’s one mighty good reason for this: 


This is the latest of a long line of General 
Electric Irons that so many women have 
learned is always dependable, always efli- 
co ee en cient. More than 24 million G-E Irons 

— : _— - have been sold to date! 


Besides, your customers will go for the 
“light that says when,” the convenient 
“Visualizer Fabric Dial,” the light weight, 
and the over-all ironing efficiency. Further- 
more, some women report that they cut 
ironing time up to 14 with this new General 
Electric “*} iswalizer™ Iron. 






Place your order today! 







General Electric 





COMBINATION 


eB IRONS | 

The fastest-selling pree 

irons in America! | 

DRY AND STEAM IRON si 


nesatt "17.055 ancien tan -~ (© ae 7 sa 


This streamlined General Electric beauty 


is two irons in one—an automatic dry iron - a see 
and an automatic steam iron. — | : “a SS = SS : 

This Iron permits your customers to - | = ——— > Eee cua 
iron half their clothes without dampening. a ——— 
Wrinkles steam out as the iron glides over oe j oo EN a 
lightweight fabrics. yf | | 








Note, also, that this General Electric 
Iron has no bulky boiler. Instead, water— 


one drop at a time—turns into steam as 





the iron is used. This streamlined iron 
will sell itself. 





Make way for the General Electric Com- 
bination Dry and Steam Iron! Order to- 
day! General Electric Company, Appliance 
and Merchandise Dept., Bridgeport2, Conn. 





Prices subject to change without notice. 








GENERAL @ ELECTRIC 
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“Over the shoulder” lookers 
like the girl standing on 
her toes, at left, had equal 
chance to find the mistake 
as those in front as error 
was placed high enough in 
window to be seen by all. 


customers would do the same at his store. “Anything 
that’s a traffic builder is worth money to the retailer,” 
he reasoned. Accordingly, upon arrival at home, he ar- 
ranged a display in the window which was between the 
main entrance and the corner of Church and Center 
Streets. It included: 15 ladies’ watches and 15 men’s 
watches of nationally advertised brands, two watch 
bands, six rings; one gold bracelet, two electric shavers, 
two cigarette lighters, arranged on simple, graduated 
display blocks of deep fuchsia-colored felt. The floor of 
the display was covered with white silk where the blocks 
did not cover it. A bouquet of artificial roses topped the 
display in the back of the case. Above this, against the 
rear wall of the display, hung a circular cardboard sign 
painted with one red and one blue circle resembling the 
“wheel of fortune” so often used for “chances”. White 
letters, painted on the outer, red circle read: “There is 
an intentional mistake in this window, can you find it?” 
The inner circle offered: “A watch free”. A small white 
sign on the highest step of the display, in front of the 
vase of roses, gave the rules of the contest: 


““). Contestants must come in store and register 
on official entry blank stating time and date. 

2. Employees or members of Pearlin’s not eligible 
for this contest. 

3. Winner will be man or woman who is first to 
register error on blank. 

4. Contest closes 5:45 PM April 20th, 1948.” (It 
opened April Ist). 


A small sign at the front corner of the window sug- 
gested: “Ask for an official entry blank like this .. . (an 
entry blank was pasted on the cardboard sign) ...” The 
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only advertising in the window was a sign facing the 
door advertising a novelty watch. 

The “intentional mistake” was a gold cord hanging 
over a prominent make wrist watch situated on the sec- 
ond tier at the left hand side of the window. “It’s most 
important to keep the error a secret’’, stressed Mr. Pearlin. 
“Not even our trusted sales clerks and other employees 
were given the correct answer. Making no exceptions is 
the only way to prevent a slip which would make the 
contest ineffective. 

The “mistake” was carefully selected. Wrong pieces 
and wrong boxes, the most suspected ideas, were dis- 
carded as too obvious. Errors in merchandise construc- 
tion and quality as too costly and difficult for the average 
person to detect. The chain was a happy medium which 
any non-jeweler could notice, yet it did not stand out. 


Inexpensive mimeographed ballots were placed in an 
inverted cardboard box lid, with a handful of pencils 
kept sharpened, on the counter at the rear of the store. 
A white cardboard ballot box sat on the counter beside 
the ballots. Customers were approached with a pleasant 
sreeting as they entered the store, then directed to the 
ballots with no high-pressure sales talk or delay. Of 
course, the situation of the ballot box, required them t 
walk the entire length of the store flanked by displays 
which tempted them. Many saw something appealing and 
bought it or put a deposit on it to return later and pay 
the balance or establish credit. 


No discussions were entered into and no questions 
answered about the “mistake” until after the awarding 
of the prizes. 

(Please turn to page 298) 
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WATCH BRACELETS 


4 


YELLOW, PINK OR WHITE GOLD FILLED 


New as tomorrow and bright with sales 
appeal, the new Pacer Zephyr ultra 
modern man’s expansion bracelet. 1/20 
10K yellow, pink or white gold filled. 
On handsome two color flocked card. 


YELLOW, PINK OR WHITE GOLD FILLED: 


Extra wide Pacer Comet expansion watch 
bracelet has modern massive masculine 
look. Finely made in 1/20 10K yellow, 
pink or white gold filled. On two 
color flocked card. 


YELLOW, PINK OR WHITE GOLD FILLED 


Modern wide massive looking man’s 
expansion and mesh watch bracelet. 
Finely made. 1/20 10K yellow, pink or 
white gold filled. Feature the new 
Pacer Rocket on two color flocked 
card. 


s NORTH WABASH AVE. « DAKUJLA and COMPANY | cxicaco 2. iuinois 
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ANOTHER BEAUTIFUL 


adsworl 


POWDER CASE 




















e... by leading fashion and beauty editors 


from the new powder case collection. 





Coro, Inc., New York 3, N.Y. 
WADSWORTH WATCH CASE CO., DAYTON, KY. 








I. KASSOY Presenis | 


rue KASSOY “VISIPOINT™”: 








HEART OF 





MORE TUR INTSX3 




















2 


t 

: ' 

In presenting this balance to the diamond in- t 
‘ 
‘ 
® 





Y Sell and Resell with it! 
¥ Show it! 
Y Refer to it! 
¥Y Mail it! 
Y Quote it! 
The GRAPHIC GUILD, Inc. 


333 Hudson Street 
New York 13, N.Y. 


|. KASSOY, INC. i oo ~ Watkins 4-4088 | 


TW. 45th St.,N.Y.19,N.Y.U.S.A.¢ LU 2-3260 | CREATORS & PRINTERS OF CATALOGS, FOLDERS, DIRECT MAIL PIECES 


dustry of the world a potential revolution 
in the weighing of diamonds is in the offing. 
This balance, sensitive to over 1/1,000 CONSULT 
carat, records, by the chain weighing meth- 
od, in direct reading visible numbers (about 
V2" high) from 1/1,000 carat to .999 carat. 
ee For complete description, prices and delivery, 
ae write for latest catalog to, Dept. X.V, 


*PAT. APP. FOR U. S. PAT OFF. 
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How Do Your Employes Work? 


If the retail jewelry store employe is made to ponder the 


value of his services—instead of how much profit the Old 


Man is making—_he will get a new understanding of his position. 


NEWSPAPER paragrapher pointed out recently 
that “A dollar won’t do as much as it once did, 
but we don’t do as much for a dollar as we once did.” 

Most jewelers will testify that his employes don’t do 
as much for a dollar as they used to. To some extent 
this is because of improved efficiency and sales techniques. 
But every employe naturally is hopeful of obtaining 
more and more dollars, and it should be brought home 
to him that achievement of his goal is not possible with- 
out increased production. The basic fact of all commerce 
is that payroll money is given out for services rendered. 
hence it is right that when services are better, the wages 
paid can be better. 

Why shouldn’t this truism be stressed just as often 
in sales training meetings as the importance of display. 
suggested selling, turnover, and so on? It isn’t, though. 
It’s too often lost sight of while we glibly talk new tech- 
niques. If the retail jewelry employe is made to ponder 
the value of his services to his employer—instead of how 
much profit the Old Man is making—then undoubtedly) 
he will get a new understanding of his place in the retail 
store setup. 

The jeweler, because it is his capital that’s invested 
never forgets that profits, wages, bonuses and other forms 
of compensation have to be earned before they can be 
distributed. The employe is likely to forget this. He 
should frequently be reminded that his interest, his 
ideas, and his labor are the only source of providing the 
store's profit which he shares in the form of wages. When 
better ideas and more efficient work provide more profit. 
the employe gets higher wages. 

How many jewelry store clerks understand this? How 
many are told this by their employers? How many retail 
jewelers set specific goals toward which the entire force 
can work, knowing that if this year’s goal is achieved. 
the firm will be in sounder condition to increase its pay- 
roll, either in cash or shorter hours or benefits? 

Chain stores and syndicate organizations bluntly and 
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by L. A. KEATING 


constantly remind their employes that production is the 
only source of their wages. They don’t speak of sales in 
general terms—‘“nice to have; what do you fellows say 
we improve our sales?” They don’t urge courtesy and 
service and then let the matter drop. Not the big oper- 
ators! They set up specific dollar sales-goals for each 
store and sometimes for each employe. They train their 
people in new, specific techniques of service and selling. 
These techniques enable the employes to reach those 
goals—specific goals, plain as the target an archery fan 
shoots at. The chains are not hesitant about continually 
drumming into employes what they are expected to do. 


The independent jeweler should not hesitate either. 
Yet many jewelry clerks have only vague and often er- 
roneous notions as to the source of profits and rewards. 
So many seem to think that profits come out of some 
magically ever-full drawer into which their employer 
can constantly dip to hand out higher wages and bonuses. 

This misconception is no more the fault of the employe 
than of his boss. Wherever it exists, the merchant has 
failed to teach the fundamentals of store operation—that 
buying costs, plus overhead, plus wages, plus profit have 
sot to be taken in over the counter. That the average 
store profit is small, and that unless every employe and 
the owner “goes to town” in his work potentials there 
may be no profit. Then after a few years of no profit. 
there may be no store, no jobs. 

An Ohio jeweler said that he liked to hire as clerks 
men who had experience as newsboys. “They’ve been 
in business for themselves,” he pointed out. “They learned 
how important it is to buy right so as not to be stuck 
with merchandise that the public doesn’t want. They know 
the narrow margin of profit. They have found out by 
experience that you have to bear down and sell and give 


(Please turn to page 305) 
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Over 15.000 Veterans Training 


For Careers in Jewelry Field 


Regulations of the Veterans Administration changed with respect 


to payments for veterans tuition to private trade schools, All 


schools, regardless of tuition rate, must negotiate contracts. 


ORE than 15,000 veterans of World War II are 
training for careers in the jewelry and allied 
trades under the provisions of the “G.I. Bill of Rights” 
according to a recent survey by the Veterans Admin- 
istration. Most of them are training in trade schools or 
other educational institutions and, according to the 
figures, watchmaking is the most favored field. 

Of a total of 15,119 individuals preparing for careers 
as craftsmen in the jewelry industry, nearly three-quarters 
(10,421) were enrolled in trade schools or other edu- 
cational institutions. The remainder (4,698) were on-the- 
job trainees. 

The VA’s survey, unfortunately, does not break tech- 
nical training in the jewelry field into sufficiently in- 
formative categories. Many of the courses listed in JC-K’s 
“Directory of Trade Schools” (opposite) are not even 
considered. According to the report, of those veterans 
taking formal training in trade schools, etc., 6,436 are 
training to be “watchmakers”, 2,317 are taking courses 
in “jewelry and watch repair” and 1,668 are studying 
“jewelry making”. On-the-job trainees, it is reported, 
include 3,891 persons training as “jewelers, watchmakers 
and gold and silversmiths” and 807 “learning to manu- 
facture clocks and watches in plants.” No mention is 
made of such courses as engraving, designing, gem- 
ology, etc. 





VA REVISES REGULATIONS 

In addition to reporting on the number of veterans 
training for various phases of the jewelry industry, the 
Veterans Administration has, also, revamped its regu- 
lations concerning trade schools of all types. 

Previously, it was the policy of the Veterans Admin- 
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istration to pay private trade schools the customary 
charge made to all students as long as the charge did 
not exceed the $500 figure for a full-time course for an 
ordinary school year as provided in the original “G. I. 
Bill” legislation. Schools with higher rates had to justify 
their charges as “fair and reasonable” and negotiate a 
contract with the VA. 

Now, however, new VA regulations require that all 
schools, even those charging $500 or less, show that 
their charges are “not excessive for the services they 
offer the veterans they enroll.” These schools must ne- 
gotiate a contract with the Veterans Administration in 
order to continue training veterans under provisions of 
the “G. I. Bill’. All schools, it is announced, will receive 
written notice at least 30 days before a contract is re- 
quired. 

In past versions of JC-K’s directory of trade schools, 
and in the accompanying list, an asterisk following the 
listing indicates that the school has informed us that it 
has the approval of state educational authorities and, 
consequently, that of the Veterans Administration. 

Under the new VA arrangement, however, it is pos- 
sible that many schools may fail to negotiate contracts 
with the VA and, therefore, may no longer be taking 
students under the provisions of Public Laws 16 and 
346 (the “G. I. Bill’). 

At the present writing the VA is unable to supply 
JC-K or anyone else with a list of schools which have 
signed contracts, simply because the new procedure is 
in the early stages of development. In subsequent ver- 
sions of the JC-K directory it may be possible to indicate 
whether or not a school actually has a contract with 


the VA. 
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Directory of Trade Schools 


Symbols following school listings 
are to be interpreted as follows: 


* Approved by State accrediting authority and Veteran’s Ad- 
ministration. . | 

+ Approved by Horological Institute of America. 

t Approved by United Horological Association of America. 

x Students take H.I.A. examinations but school not yet approved. 


WATCHMAKING (HOROLOGICAL) SCHOOLS: 


ALABAMA 


irmingham 
"Ema Watchmaking School, Ramsey Bldg., Ensley (8), 8 


months, Tuition $630, tools $224.97. *T}£ 


ARIZONA 


Phoenix 
Holt School of Horology, 424 N. 35th Ave., Phoenix, 18 


months. Tuition $810, tools $325. * 


ARKANSAS 


Forrest City . 
Forrest City School of Watchmaking, North Washington. 13 


months. Tuition $455, tools $102.70. * £ 


CALIFORNIA 


Glendale 
California School of Watchmaking, 140-A N. Brand. # 


Scientific School of Watchmaking, 3923 San Fernando Rd. 
60 weeks. Tuition $770, tools $70. * 


Los Angeles 
American School of Watchmaking, 5145 West San Fernando 


Rd. (26). 64 weeks. Tuition $825. * + 
Ballew School of Watch Repairing, 512 So. Broadway (13) + 
California Horological Institute, 345 So. Hill St., (13). 10 
months. Tuition $570. *T£ 
Los Angeles School of Watchmaking, 746 So. Figueroa St. 
(14). 48 weeks , Tuition $700, tools $62.45, books 
3. °3 
Precision Instruments Laboratory, 4401 W. Pico Blvd. (6) No 
data. ¢ 
Oakland 
Van Slyke Horological Institute, 2030 B’way (12). 1% yrs. 
Tuition $400. Specialized 16-week course. Tuition $160. * 
Sacramento 
Strutz School of Watchmaking, 2200 K. St. (16). 12 months. 
Tuition $420, tools approx. $350. * + 
San Bernardino 
Collins Watch and Jewelry School, 456-458 Highland Ave. 15 
months. Tuition $700, tools $62.45. * £ 
San Francisco 
Samuel Gompers Trade School. 1200 hrs. per year. Free { 
San Jose 
San Jose State College, Industrial Arts Dept., 7th and San 
Antone. 2 years. Tools about $200. * ++ 
Theron O. Sowers Watchmaking and Engraving School, 1115 
Yosemite Ave. (11). 1-18 months. Tuition $50 per month. 
South Gate 
Southern California College of Watchmaking, 3221 In- 
dependence Ave. 48 weeks. Tuition $653.40, tools $42.20, 
books $10. * 
COLORADO 
Denver 
American Academy of Horology, 1549 Lawrence St. (2). 18 
months. Tuition $603, tools $431.96. * + 
Emily Griffith Opportunity School, 13th and Welton Sts. (2). 
2 years. Tuition $600, tools extra. * 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology, 19 Congress Ave. 4 years. 
Tuition $2,000. * 
DISTRICT OF COLUMBIA 
Peters School of Watchmaking, 817 14th St.. N. W.. 
Washington. 18 months. Tuition $675. tools $50. * + 
Washington Technical School, Inc., 911 Pennsylvania Ave., 
N. W., Washington (4). 18 months. Tuition $675. * o 
FLORIDA 


Jacksonville 
Florida School of Watchmaking, 118 Clay St. (2). 18 


months. Tuition $650, tools $70. * 


FOR AUGUST, 1948 


o Cooperates with H.I.A. but students do not. as yet, take 
H.I.A. examinations. 

£ Approved by State Rehabilitation Board. 

# Did not reply to our request for information. 

{| Part of municipal school system. 


Miami 

Miami School of Watchmaking, 3240 N. W. 27th Ave. 9 

months. Tuition $375, tools $92.90. * 
Tampa 

Tampa Horological School, 2812 34th St. (5) 16 months. 

Tuition $600, tools $350. * o 
GEORGIA 
Clarksville 
North Georgia Trade School. 24 months. $35 per month for 
residents. $50 for non-residents. 
Waycross 
Waycross Vocational School. # 
IDAHO 
Coeur d’Alene 

North Idaho Junior College, Box 67, 1 year. Tuition $750, 

no extras. * 
ILLINOIS 
Chicago 

Chicago Institute of Watchmaking, 7 South Pulaski Rd. (24) 
1 year. (days), 2 years (evenings). Tuition $750, no 
extras. * 

Chicago School of Watchmaking, 1608 N. Milwaukee Ave. 
(47). 14 months. Tuition approx. $960, tools approx. 
$100. * 

Jewelry Training Service, 226 So. Wabash Ave. (4). 10-14 
months. Tuition $210-$375. * 

Olson School of Jewelry Trades, 166-68 W. Chicago Ave. 
(10). 12 months days, 24 months evenings. Tuition $265, 
tools approx. $185. * 

Decatur 
James Millikin University. + 
Elgin 
Elgin Watchmakers College, 267 So. Grove Ave. 11-14 
months. Tuition:‘$300, tools «$340... * +t 
Peoria 
Bradley University School of Horology. 18 months. Tuition 
$25 per month, tools $275. * tT 
INDIANA 
Corydon 
Cunningham Horology School. Approx. 89 weeks. Tuition 
$1114, tools $352.50. * 
Terre Haute 
Terre haute School of Watchmaking, 690 Church St. + 
KENTUCKY 


Louisville 
Kentucky School of Trades, Inc., 107 So. 3rd St. 20 months. 
Tuition $1,100, tools $520. * 
MARYLAND 


Baltimore 
C. & F. Watchmaker’s School, 107 Redwood St. (1). 5-6 


months full time; 10-12 months part time. Tuition $300, 
tools $70. * £ 
Watchmakers’ Institute of Maryland, Inc... 101 N. Eutaw 
St. # 
MASSACHUSETTS 


Boston 
Massachusetts Trades Shops School, 161-168 High St. 68 
weeks. Tuition $980. * o 
New England School of Watch Repair, 25 Huntington Ave. 
(16). 68 weeks. Tuition $925, tools $59. * 
North Bennett Street Industrial School, 39 No. Bennett St. 
(13). 18 months. Tuition $725, tools approx. $100. * 
Waltham 
Arthur A. Hansen Trade School, 55 School St. (54). 18 
months. Tuition $300. * t£% 
MICHIGAN 
Big Rapids 
Ferris Institute. 9 months to 2 years. Tuition $345 to $1035, 
tools $120. * 
(Please turn to page 307) 
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LUSE THEM <= 
AS ASHTRAYS! 


They’re so good-looking 
| use them everywhere in 
the house—from my bedroom to 
my living room—and 


they're so easy to keep clean. 


1 USE THEM 
AS COASTERS! —1. 


i'm always so proud 


when | use them to serve— 





everyone always remarks 


about them—and they‘re 





bins so practical in their three sizes. 


s 
oo) 2 
1 GIVE THEM ) a Sameer 


Seeewes <2 
They’re wonderful . . . not 
only are they rich looking 
but | never have to worry 
about duplication—no one 


can have too many of them. 
a eee Pisrcoes : a 


a #02/8—Coasterack—Set of 8 Coasters (02) in Sterling Silver. 

Retail Price $16.00. 
b #02—Coaster—Sterling Silver rim. Daisy design hand engraved 
glass bottom. Retail Price $1.50. 
c¢ #03/8—Coasterack—Set of 8 Coasters (03) in Sterling Silver rack: 
Retail Price $12.00. 
d #03—Coaster—Sterling Silver rim. Snowflake design cut glass bottom. 
Retail Price $1.00. 

e€ #1646—Coaster—Heavy Sterling Silver rim Daisy design hand 

engraved heavy glass bottom. Also with Walnut bottom in ring desian 
Retail Price $3.00. 

(All retail prices include Federal Tax) 
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ever before such opportunities 
to sell everyone’... 


again as gifts .. . but they'll buy them for themselves 





* Those who ‘buy on impulse’’— as well 
as well. 


h iit _ Just as with any Sterling Silver product bearing the 
H | t ortun ou ve ever ha 
ere then is the finest opportunity y siehcialiids : maine 


—not only to sell more merchandise to more cus- depend on the quality, the design, the craftsman- 
tomers but to “cash in” on resulting repeat sales. ship, and the value of Coastrays. You can promote 


as those who know what they came for. 


Your customers will not only buy them again and _ them to your customers with confidence. 





Goldsmith and 
Silversmith Tradition since 1840 


unk LU Whe 
by L392 e Meriden + Conn. 





Beautfiully molded glass—in crystal or ebony— 
crowned with a rich wide band of Solid Sterling 


Silver. 






#04—Tumbler Size (3”)—Retail Price $3.00. iL = Z 
#05—Goblet Size (312”)—Retail Price $4.00. i : Ba eee Some 
#06—Decanter Size (5%4”)—Retail Price $6.00. “jee 


(#04—Tumbler size also comes in Ruby and 
Royal Glass) (All retail prices include Fed- , 
eral Tax) 


+ Registered Trade Name 
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Table-Setting Contest nna 


Makes Community 


Sterling Conscious 


F LANSING, MICH., isn’t the most sterling-conscious 

city in the United States it’s no fault of Morgan’s 
Jewelers! And the technique used by this firm in arous- 
ing interest in both sterling and plate is the sort that 
could be used by virtually any jeweler, anywhere. 

With the assistance of seven of the large sterling manu- 
facturers, Morgan’s capitalized upon three perfectly nor- 
mal, universal factors present in almost any community: 
(1) a keen rivalry existing between local woman’s clubs; 
(2) the public’s natural desire to inspect fine merchan- 
dise at first-hand; (3) everybody’s desire to win some- 
thing. 

As a result, sterling (and Morgan’s) were the talk of 
Lansing. The firm’s mailing list netted 4,500 new names 
of persons interested in silverware. And last, but by no 
means least, much interest in silverware was generated 
among untold numbers of local housewives, brides-to-be 
and schoolgirls. 

Although it may sound complicated, the idea behind 
Morgan’s sterling exhibition was really quite simple. 

As a first step, J. Stanley Nixon, manager of the Mor- 
gan store, made arrangements for exclusive use of the 
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Crowds throng the main ball- 
room of the Hotel Olds to 
view the various table set- 
tings (featuring sterling 
from Morgan's) arranged by 
members of woman's clubs. 
(Below) Typical club entry 
blank for Morgan's contest. 
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main ballroom of Lansing’s Hotel Olds for two consecu- 
tive days—May Sth and 6th. This was done several 
months in advance of the planned exhibition dates. 

Assured of a place to hold his exhibition, Mr. Nixon 
thereupon began to arrange for exhibitors. True, as sell- 
ers of silver, the Morgan firm itself would actually be the 
exhibitor, but it was felt that a spirit of competition, 
utterly divorced from commercialism, would lend interest 
to the event. 

Looking around for a competitive angle, Mr. Nixon 
seized, almost immediately, uvon women’s clubs. Numer- 
ous in Lansing, these organizations had many worthy 
aims and, all too frequently, insufficient funds to attain 
them with. And so the idea was born: “Why not let the 
women’s clubs be our exhibitors, and award prizes to 
the winners?” 

With this notion as a starting point, the whole idea 
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contest. (Right) Two advertisements, 


typical of those used to announce event. 


By means of a competition 
among women’s clubs, Morgan’s. 
Lansing, Mich., made the 


whole town sterling conscious. 


grew rapidly. Letters were prepared, addressed to the 
president of each of the city’s leading women’s clubs. 
Each club was asked to sponsor and decorate a table for 
the exhibition at the Hotel Olds in competition for a 
first prize of $200, a second prize of $100 and a third 
prize of $50. Sterling flatware would be furnished by 
Morgan’s but linen, china, crystal and whatever else 
the table needed to be made attractive would be fur- 
nished by each competing club. Prize-winning clubs, it 
was stipulated, would have to use their cash awards for 
some worthy charitable purpose. However, the nature 
af the charity would be left to the club’s discretion with 
the proviso that its name be divulged for publication. 


Each club wishing to participate in the exhibition 
would, naturally, have to appoint a committee to visit 
Morgan’s and select the sterling pattern deemed most 
appropriate to grace the club’s table. Thus, weeks before 
the actual show dozens of Lansing club members visited 
the sponsor’s store and were “exposed” to sterling. Dis- 
cussions centered about the various other items being 
provided by committee members—china, crystal, linen, 
etc., and Morgan salespeople were able to suggest ap- 
propriate patterns in each case. This, naturally, impressed 
committee members and, it is to be suspected, may have 
convinced many of the ladies that they needed a different 
sterling pattern themselves to harmonize with the treas- 
ured items they were loaning for the exhibit. 


Preparations for the sterling exhibit were eight weeks 
in the making and, as the date for the event drew near, 
some 22 local women’s clubs. had been signed up for the 
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(Above) Door-prize coupon for Morgan's 
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table competition. During this period of preparation, 
Mr. Nixon arranged with various sterling manufacturers 
to have factory-trained representatives present at the 
Olds for the exhibit. In addition, arrangements were made 
for securing special motion pictures to be shown at the 
exhibit, lecturers, etc. 

Through large-space newspaper advertisements and 


(Please turn to page 315) 
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for Prides of 


1948 


One of the-most popular Sterling patterns 
with brides of today is Reed & Barton’s ex- 
quisite Georgian Rose. The romantic influence 
of 18th Century craftsmanship reflected in its 
delicate carving and graceful balance is always 
in good taste, ever in demand. 


All across the country this season, in the 
most powerful advertising campaign in our 
124-year history, millions of consumets are 
seeing Reed & Barton Sterling displayed in top 
national magazines ...including Ladies’ Home 
Journal, Good Housekeeping, Charm, Glamour, 
Mademoiselle, Bride’s Magazine, Bride’s Reference 
Book, Vogue, Harper’s Bazaar, House Beautiful, 
House & Garden, and Town & Country. 


Reed & Barton 


Herling Silver 





















GEORGIAN 
ROSE 








REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 


FOR AUGUST, 1948 283 

















AST year’s lay-away business garnered so much fav- 

orable customer reaction that B. E. Nibert, owner 
of Paul’s Jewelery of Distinction, Edinburg, Texas, con- 
tinued with it all through the year. Last year Nibert 
made a feature of lay-away the ten weeks preceeding 
Christmas. 

Nibert claims that lay-away automatically does away 
with credit business. “It clinches sales, too”, says Nibert. 
“Often a customer wavers between buying and postpon- 
ing. They falter about making a decision one way or an- 
other. Then, we propose that they may pay a deposit on 
the article, and we will hold it for them. In that way 
they are assured the item they want will not be sold to 
another. 

“Seldom do people come in to buy for immediate need, 
other than inexpensive items. 65 per cent of our dollar 
volume is done via our lay away department. Not 65 per 
cent of our sales, however. We make many small sales 
for cash, of course. But it takes a lot of these five to ten 
dollar sales to balance off the sale of a diamond ring, a 
diamond watch, or sets of silverware. 

“Too, many lay-away customers coming in to make 
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“The trick isn’t in making 
people want jewelry; it is 

in showing them how easy they 
can acquire it,”’ says B. E. 
Nibert, owner of Paul’s, of 
Edinburg, Texas. 


by C. THOMAS 


A section of a window display at 
Paul's. Small printed suggestion 
in corner of window is all that's 
necessary in promoting lay-aways, 
is belief of owner of this store. 


Year- Round Lay-Away Promotion 


Keeps Sales and Traffic Steady 





B. E. Nibert looks on as customer considers sterling 
tea set she would like. Lay-away plan makes more of 
these sales possible than in a straight cash business. 
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LARGE SERVING SPOON 
(Shown ¥% size) 
This luxurious, heavy 
cj elolol smear melastloliny 
12 inches in length 


G5 (@) a @) 44 
(Shown % size) 
This graceful fork 
measures |] % 
inches, tip to tip 


Keppra 


TARTLING contrast of rich, brilliant Sterling with jet- Among the additional new serving pieces presented by 


RELDA at the recent California Gift Show were the lance- 
like Chop Fork and the oversize Serving Spoon shown above. 


whelm your patrons with desire to buy and possess RELDA In today’s market there is nothing larger, heavier, nor more 
Sterling. Excitement, beauty, size... who can resist? luxurious. Write or wire for price list and complete catalog. 


RELDA need only be seen to be sold! 
RELDA STERLING PRODUCTS COMPANY e 43 East Palm Avenue, Burbank, California 


black Ebony; graceful, tapering beauty of line; massive 
elegance of giant-size serving pieces ... all completely over- 
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payments make other small purchases from time to time.” 

“About customers changing their mind? Less than 1 
per cent. All this year we had only one customer who 
asked that his money be refunded. And that was because 
he was moving away from the city and frankly. told us 
that he was not in position to pay out the balance before 
leaving, and did not wish to bother with payments by 
mail. We refunded what he had paid in. 

“As a rule, when something unforseen occurs that 
makes the item no longer desirable, the customer will 
transfer the payments to another article . . . usually a 
higher priced item. 

“Windows are our best advertising medium. We do 
use radio . . . two stations. One station, KRIO, carries 
three announcements per week. We are on KRGV once 
a day with an announcement. Both stations plug our lay- 
away plan. We use the newspaper on an average of once 
a week. Again, here we always mention our lay away 
plan. But it is our windows that bring us the best results. 

“People come in and ask to see a particular item that 
is in the window. Or they come in, evidently expecting 
to be disappointed, to exclaim, ‘I’ll bet you sold that 
watch you had in the window last week that I liked so 
much’. Probably we had sold it. That was our error, 
according to the customer’s attitude. We should have 
known. 

“Why didn’t you come in and put a deposit on it? 
we inquire. Then, we could have held it for you. Let me 
show you something else. 

“In this case we never show the customer an item 
cheaper or in the same price range. We always show 
them something a little better. Not way beyond their 
price range. But a priced item that will fit into their 
budget by paying a few more cents per payment or taken 
care of with one or two extra payments. The average 
person likes to feel that they have profited in some man- 
ner after losing the opportunity to buy a particular item. 
They don’t want to settle for less. Less than what they 
had their mind on buying in the first place. 

“Since we have featured our lay-away plan, we have 
sold more men’s items. This because wives can secretly 
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Windows are best advertising medium of 
Paul store and they are left lighted 


long after store is closed for night. 


Success of lay-away plan during 
last Christmas season where it 
was played up in newspaper ads, 
resulted in decision to carry 
it out throughout entire year. 


make payments on a gift for their husband, without the 
husband being aware of it. The gift comes as a complete 
surprise.” 

“But, then, men are the same way,” says Mrs. Nibert 
coming to the defense of women. Men will buy gifts for 
their wives in the same manner. The average family 
have a set income. Both the wife and the husband know 
pretty well where the money goes. When one scrimps a 
little here and a little somewhere else to buy a gift for 
the other, the gesture and the gift is more highly ap- 
preciated.”’ 

‘That explains,” says Mr. Nibert, “the reason we have 
so few defaults. The items are generally bought for a 
purpose. The intention behind the purchase is our best 
guarantee that payments will be met. 

“We are positive that the lay-away plan automatically 
increases volume. For us it was the means of making 
three sales materialize where only one did before. The 
jewelers’ competitor isn’t the other jewelers. Oh no! 
Every jeweler has to compete for the public’s dollar 
against department stores, gift shops, the grocer, the 
baker and the vendors of amusements. The trick isn’t to 
make the people want jewelry. It is to show them how 
easy they can acquire it. The lay-away plan is the best 
we have found.” 
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FASHIONED IN PERIOD DESIGNS TO 
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Cigarette lighters in sterling silver extinguishes with one easy click. 
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Regular Format 
Miakes Ads Noticed 


Hausmann’s, New Orleans, gets more attention 
on their newspaper ads by continuing same 
format and breaking up their offerings into 


small insertions instead of one large one. 


FORMULA for making every item the store ad- 

vertises stand out from the newspaper page—in- 
deed, for making the store’s ads standout presentations 
that have top customer attention and bring in top re- 
sults—has been worked out by Hausmann’s, a leading 
New Orleans jewelry store located in the heart of the 
Crescent City’s main business district on busy Canal 
Street. 

Henry Hausmann reasoned that with New Orleans 
chock-full of jewelry stores, and with all three of New 
Orleans’ daily newspapers crammed on almost every page 
with both large and small jewelry advertisements, some 
gimmick or trick would have to be developed if Haus- 
mann’s newspaper advertisements were to secure a good 
share of attention and customer response. 

So a formula for jewelry store advertising was worked 
out. It depends on three factors. They are: (1) Use of a 
continuing format in which every item advertised must 
fit; (2) Use of several small advertisements rather than 
one big ad when many different jewelry and gift items 
are to be advertised; (3) A “frame” in which all ad- 
vertisements are featured, giving them a day-in, day-out 
continuity that, over a long period of time, has made 
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by DAVID MARKSTEIN 


Hausmann’s advertisements distinctive and easily rec- 
ognized over any other ads run by New Orleans jewelry 
stores. 

The continuing format utilizes a space taking in two 
newspaper columns wide by 75 agate lines deep. (The 
agate line is a measurement by which newspaper space 
is charged in New Orleans, instead of charging by the 
column inch as is done in many cities. The agate line is 
one-fourteenth of an inch.) When Hausmann’s intends 
to run five or six items, as frequently happens especially 
when the store is advertising in Sunday newspapers for 
Monday selling, several of these small-space insertions 
are ordered instead of following the more accepted jew- 
elry store practice of lumping all items into one “omni- 
bus’ advertisement. 

At times like this, the insertions are usually ordered 
on different pages of the newspaper. This allows Haus- 
mann’s an added advantage: newspaper readers are con- 
fronted with Hausmann’s ads on several pages rather 
than merely on one. Should one ad be skipped or missed, 
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d ad and the third have a good chance of cap- 


he secon 
f the reader’s eye after it escapes 


turing the attention o 


the first advertisement. 
The “frame” into which all Hausmann’s advertisements 


ft is literally just that. The ads have for a border a 
deep and very distinctive drawing of a picture frame. 
Inside this, one or two—never more—of Hausmann’s 
offerings are pictured. Short, snappy, to-the-point copy 


describes them. 


Hausmann’s has found that the store’s newspaper ad- 
vertisements now are among the most readily identified 
of any run by New Orleans retailers. Readers seeing the 
distinctive frame instantly recognize the offering as a 
Hausmann’s ad. Following a single, continuing format, 
and observing the three-point formula for advertising 
attention, has boosted results from the store’s ads to a 


higher point than ever before. 


SPOTLIGHT YOUR SCHOOL SUPPLIES 
(From page 228) 


through the glass door when the store was closed at 
night. 

A firm in Loss Angeles had a series of three windows 
featuring watches, pens and men’s jewelry, respectively. 
All were floored and backed with yellow silk, with many 
red velvet squares on which the different items were 
displayed. The window calling attention to men’s jew- 
elry had a large oval of red velvet, lettered in gold 
“Silton’s for nationally advertised men’s jewelry.” Small 
cameras were shown at one side, fountain pens at the 
other, and men’s jewelry -—— tie holders, signet, birth- 
stone, and fraternal rings, watches, small leather goods, 
cigarette holders and cases—in the center. A card sug- 
gested “Back to School with an Eversharp from Silton’s.” 
They have an extensive camera department and small 


cameras and photo supplies were given much publicity | 


prior to the opening of school. 

For the college crowd nothing is more appreciated 
than good field glasses. The display at Schwabacher- 
Frey, Los Angeles, attracted much attention and resulted 
in many sales. At the top of the display was a big mega- 
phone, to which were attached many little pennants of 
western colleges. A stepped-up fixture showed a photo 
of a football game in the Rose Bowl, and several pictures 
of leading college teams. Field glasses were hung on 
the wall and displayed on the shelves. Beside a football 
was the card “You’re always on the 50-yd line with, a 








Sue 








pair of field glasses.” Another window featured cameras | 


including several of the motion picture variety. 

Milen’s, Oakland, Calif., arranged a window with a 
white background and floored with red. An art card 
suggested “A gift sure to please the student—cameras 
and equipment from leading manufacturers.” They 
showed a camera with flash attachment, and movie 
cameras and projectors. A card said “Tuck an exposure 
meter in his suit case as a surprise parting gift.” 

Ben Tipp, Jeweler, Seattle, Wash., devoted a window 
next to the entrance to the showing of typewriters. 
Photos of several Washington schools and colleges were 
shown on the wall and on tables at each side were field 
glasses and fountain pens, watches and desk clocks. A 
card announced “For the convenience of the student—a 
Remington, $78.97.” Another card advised “Gifts the 
student will appreciate.” 
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Modernization 
With 


Limitations 








EWELRY retailers who operate on a moderate scale 

and who currently plan to rebuild and modernize 
stores that have acquired drabness and become outmoded 
with age, might well take a cue from H. & L. Alliance 
Jewelry Co., of east side Cleveland, Ohio. 

While any modernization program can be charged up 
to betterment of physical facilities for increasing mer- 
chandising potentials, the Alliance store, viewed by the 
public in a grand opening only weeks ago, shows special 
attention to layout and fixturizing to conform with avail- 
able space and the rebuilding budget. 

“We figured the thing from all angles, and dictated to 
the builders and equippers just the way the store should 
be laid out and fitted to give us maximum income pos- 
sibilities from a small, narrow salesroom,” said Harold 
Alliance, who. returned from military service with plenty 
of business ideas accumulated in his mind. 

Alliance Jewelry’s new store had to be confined io a 
limited space in a crowded business block. With its fifty 
feet of length, ten feet of width and a 13-foot ceiling, the 
partners had their work cut out for them. 

Instead of lining both walls with costly showcases and 
200 
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These small, angled plastic 
tee, display aids are doing good 
— job of stopping .traffic in 

front of the store's window 
Passersby can better see the 
details of rings on disp 


lay, 
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View toward the rear of the Alliance 
store. To facilitate serving the cus- 
tomer, showcases are departmentized. 


relegating actual transactions to, possibly, small tables, 
the decision to make a “one-sided store, and a good one- 
sided store,” was arrived at. And rather than leave the 
wall not fronted with fixtures bare of any attempt to 
impel sales, it was decided to evenly space three display 
boxes, or “sample cases” as Harold Alliance puts it, and 
two circular mirrors to fill out the effect. 

“The whole job cost about $7,000,” said Harold, “and 
some $4,000 of that went for the latest showcases, de- 
signed to fit our needs. Showcases, etc., are on the right 
as you enter the store, but with the left wall display boxes 
you get the store’s one-sidedness turned into a two-way 
merchandising setup.” 

To facilitate handling and save steps, even within such 
narrow store layout, the Alliance store has “depart- 
ments , as it were, consisting of combinations along the 
showcase side of the sales area of wall cases and counter 
cases to give concentrations of merchandise. 


(Please turn to page 292) 
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WEDDING RING ONLY THE START 
(From page 226) 


‘f the customer can get it at one store, where credit is 
already established, he'll be inclined to do so, But we 
don’t let it go at displays alone, of course. Our promo- 
tion plans are concrete.” 


Sales of appliances come from two-way merchandis- 
ing. Darling’s has a live-wire trio of sellers and collectors 
who work outside the store only, and their efforts are 
abetted by heavy, skillful direct-mail advertising. The 
outside force works an area that includes Union City, 
Corry, Bradford, Johnsonburg, St. Mary’s, Ridgeway, 
Sheffield, Clarendon and other communities within a 50- 
mile radius of Warren. 


“With the formal opening of our appliance department, 
early this spring, we started outside selling from scratch 
and built it up,” said Mr. Sullivan. “We’d take a truck 
full of appliances and go out and park it in the middle 
of a city block. Then the three salesmen would begin to 
pound doors and ring doorbells. 

“The big step was the initial purchase—to get the ac- 
count opened, if it wasn’t already opened. Then it was 
more or less smooth sailing. Once you have a name on 
your mailing list, you have your foot in the door as long 
as you ve got merchandise that is certain to be wanted.” 


About 50,000 direct mail pieces are sent out annually 
from the Darling store, with the number increasing as 
the appliance business grows larger. Some of the mailing 
is directed toward specials of one kind or another: jew- 
elry, or furniture, or appliances. 


One of the firm’s standard practices is called “ATC” 
mailing. This consists of sending out, to paid-up accounts 
and from 100 to 150 individuals every week, a form letter 


like this: 


Dear Friend: Come and get it! Every year around 
this time we always have a little gift ready for every 
one of our old customers. Be sure to drop in for 
yours. Just present this envelope at our store within 
the next week and get your gift. But don’t wait too 
long or they may all be gone. 


“We keep these going into the mail channels,’ Mr. Sul- 
livan said, “just enough to keep a steady parade of paid- 
ups coming in for their gifts. This provides us with an 
opportunity to suggest appliances, jewelry gifts, anni- 
versary specials, and so forth. The gifts are usually some- 
thing like glass lemon squeezing dishes, or ash trays— 
something along that line. 


“Around Christmas, we bombard all the active paid-up 
accounts with some kind of announcement similar to the 
above. If we have 200 along R.D. 1, we get ’em all at 
Christmas time. We keep traffic heavy at all times.” 

Not at all unusual, but of interest in connection with 
direct mail advertising, is the mailing to all babies or 
new-borns, of the following letter, on two-color stationery: 


“Dear Newcomer: The Darling Jewelry Company 
wants to welcome you to our community. We feel 
sure you will be happy here. To help you feel at 
home we have put aside a special gift for you. If one 
of your parents will present this letter at our store. 
we will be happy to give this gift to them for you.” 

This, of course, is another traffic builder, and hence 
an aid to building jewelry and appliance sales volume. 
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hospitality sets and 
table accessories 


Krome-Kraft does not duplicate anything 
else in your store! It’s a unique, fast- 
moving line of non-tarnishing giftware 
made of lustrous chrome and fine hand- 
made glass. Continuous national advertis- 
ing in leading home magazines helps sell 
it to smart hostesses everywhere. Krome- 
Kraft’s going places in gift, jewelry and 
department stores! Write today for de- 
scriptions and prices of complete line, 


REPRESENTED AT THE 
GIFT SHOWS 


FARBER BROTHERS ¢ 17 Crosby St., New York City | 


New York Showroom — 339 Fifth Ave. 


Snaps on | Snaps off 


(patented feature) 








For instance, there are four main _ lines—watches, 
clocks, women’s jewelry and silver items. Beginning at 
the store front and moving to the rear, we find wall cases 
holding watches, clocks, women’s jewelry and silver, in 
that order. Strung along in front of these four main divi- 
sions of merchandise are five counter cases. They display, 
in the order given, watches, rings, costume jewelry, 
women’s jewelry and men’s jewelry. 


This arrangement gives proximity of related items to 
each other, as best can be achieved in a one-sided store 
layout. You will note, too, that merchandise placement 
is planned to take advantage of store traffic. Normally, 
the greatest percentage of walk-in trade will be directed 
to the rear of the store and must pass a maximum num- 
ber of displays, a factor important to impulse and sug- 
gestive selling. 


One of the most compelling forces for pulling traffic 
through the store’s length is their pen-and-pencil set 
fixture and displays, attractive and inviting, and fronting 
the rear wall of the store. Customers who come in to buy 
these items, or see about maintenance of them, are po- 
tential buyers of merchandise in gleaming displays the 
length of the store. 


The interior decorating motif is in line with the current 
“bright” effect that practically all new retailing establish- 
ments strive for. (Cases and the three “sample boxes” are 
constructed of light or bleached oak panels; wall and 








To save the expense of having a false ceiling 
installed to cut down the height of the store, 
this was done "visually" by running an 18 inch 
band of white along the top of the four walls. 


Jewelers up against the problem of limited space such as a long 


narrow store, might take their cue from this Cleveland firm which 


turned that kind of a room into a two-way merchandising setup. 


Showcases on the left wall of the store aid in 
the two-way’ merchandising plan of the firm 
as incentives for impulse and suggestive sales. 





ceiling are of light blue and white; the asphalt tile floor- 
ing is mottled, near-cream in color, with a circled mono- 
gram “A” to be laid near the center of the store.) 

“We didn’t like the height of the ceiling,” said Harold, 
“and wondered what we could do about it without going 
to a considerable bit of extra work to put up a lower false 
ceiling, for instance. The final solution was simple enough 
and incurred no extra expense. It consisted of ‘lowering’ 
the ceiling, visually, by running an 18-inch strip of white 
along the top of each wall, down to the blue.” 

The main source of light was scientifically planned, 
resulting in a near-daylight appearance throughout the 
store. It consists of a single, broad line of fixtures, five 
in number, each with four fluorescent tubes. Between 
adjoining fixtures, however, the ability to highlight cus- 
tomer-level displays was gained by inserting “spots” that 
can be adjusted at will, or aimed at a particular area 
below. 

Showcases have individual fluorescent lighting from 
stainless steel fixtures. Three two-foot alcoves break up 
the line of wall cases. In each, at a convenient height 
from the floor, are shelves or work-counters, adaptable 
to displays or wrapping and other needs of sales per- 
sonnel. Each is also enhanced by a circular wall mirror 
and a fluorescent light concealed by the alcove’s top trim. 
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Wainscoting along the lett wall trom the entrance to 
the rear of the store is of light oak paneling, in harmony 
with showcases. The three “sample boxes” are con- 
structed of the same material, and are slightly larger than 
a king-size medicine cabinet. 

They have glass doors and can be locked. Glass shelves 
in each can be raised or lowered to suit the “samples” of 
the moment. Three comfortable chairs are placed along 
this wall to encourage leisurely inspection of merchan- | 
dise and ease shoppers’ tired feet, creating good will. 

“Reasoning behind the ‘sample’ displays goes like this,” 
explained Harold. “There will be no two items of mer- 
chandise of the same description in these wall boxes. 
Customers will hardly miss seeing the displays, and their 
‘nterest in different cases will center on items that they 
have been thinking about and desiring. | 

“Our work will be to watch customer interests and be 
alert to opportunities for impulse sales or suggestive sell- 
ing. We'll carry complete stock on each ‘sample’ in our 
showcase drawers and the other storage areas. It’s simple 
enough to produce this merchandise for the customer’s 
closer inspection and handling, which invites selling 





tactics.” 

For a rather small jewelry store, this one has a spacious | 
show window to the right of the entrance, about 4 x 614- 
ft. in floor area, and brilliantly lighted during all hours 
of sidewalk trafhc. An interesting feature, too, is the 
provision for keeping dust off display merchandise, while 
permitting clear vision from the street to the store’s rear. 
Sliding glass panels, backing up the show window, do 
the trick. 

Alliance Jewelry has studied various kinds of display 
helps and decided upon the use of small plastic devices 
for maximum spectator visibility of rings, displayed in 
their special boxes. Often the rings are taken out of their 
boxes, but not from the plush holding pieces, and set on 
the plastic pieces. The latter have an angled top surface. 

“With the rings displayed at an angle like this,” said 
Harold, “your sidewalk traffic can see details much better 
and don’t have to twist and crane their necks while doing 
it. I’ve watched traffic interest and I’ve found that the 
use of these plastic holders gives you one of the best or 
most effective forms of displaying.” 


Alliance Jewelry has a streamlined, black vitrolite 
frontage or trim around the show window, easily main- 
tained at a like-new gleam. A huge clock is to be installed 
vertically from the building over the sidewalk, with the 
cooperation of a clock manufacturer. All told, this new 
jewelry store is making a mark for itself in the trade, and 
is set up to do a bang-up merchandising job. 





CONSERVATIVE MODERNIZATION 
(From page 222) 


credit accounts is built directly into this counter beneath 
the cash register, thus facilitating checking on all col- 
lections and preventing cumulative errors. 


Prior to the alterations the Friedeberg store had an 
extremely high, beam-ridden, unattractive ceiling. The 
ceiling level was lowered a full 21 inches and covered 
with Celotex, and an entirely new electrical system was 
installed, consisting of eight four-unit fluorescent fix- 
tures and 12 recessed 150-watt spotlights individually | 
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An instructional book for the student 
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and interesting illustrations. 


Price $1.00 a Copy 


Postpaid 


Check or money order must accom- 


pany all orders. Do not send cash. 
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Directory of Trade Associations 






NATIONAL 


The names given in each case are those of the president and secretary. 


American Gem Society—James G. Donavan, Jr., 435 W. 7th St., Los Angeles, Calif. 
(Also International Committee Chairman): Alfred L. Woodill, 3142 Wilshire 
Ivd., Los Angeles 5, Calif. 
American ee Watch Manufacturers Association—C. M. Kendig, Hamilton 
Watch Co., Lancaster, Pa. 
eee > National Retail Jewelers’ Association—-Maurice Adelsheim, 811 zueetiet 
Minneapolis, Minn.; Charles T. Evans, 551 Fifth Ave., New Yo 
anne ‘Stone importers Association—Thomas H. Benedict, 62 W. 47th St... , New 
York; Lloyd V. Lassner, 10 West 47th St., New Yo rk. 
American Watch Assemblers Association—A. Carnow, Bulova Watch Co., New 
ork; William H. Fox, 2 Broadway, New York. 
hoses Jewelers, Inc. —Henry “Peterson, 126 W. 46th St., New York; David Sarkin, 
93 Nassau St., New York. 
Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, New York; 
Archer L. Chapin, 18 Park Road, Maplewood, N. Jd. 
ee ~ _ er Association—D. E. Hutchinson, 574 Granville St., Vancouver; 
an J. Leach, 73 Richmond St., Toronto. 
Ciock Manufacturers Association of America—F red Lux, 95 Johnson St., Waterbury, 
Co ; W. J. Parker, 366 Madison Ave., New Yor 
Diamond | Simatastovens Association of America—George Fine, 20 W. 47th St., New 
ork; Joseph S. Kipnis, 580 Fifth Ave., New York. 
Educational Jewelry Manufacturers Association—John H. Mahoney, 1600 Clinton 
N., Rochester, N. Y.; Irvin Rosa, Josten Mfg. Co., Owatonna, Minn. 
Fousteie ‘Pen and Mechanical Pencil Manufacturers Association—James V. Car- 
michael, Atlanta, Ga.; Bertram E. Strauss, 29 W. 17th St., New York. 
Gemological institute of America—Board of Governors—H. Paul Juergens, 55 E. 
gy a _— a Ill.; Dorothy M. Jasper, 541 S. Alexandria Ave., 
ngeles, Calif 
H orological institute of America—Alfred S. Rowe, 15 E. Washington St., Indian- 
apolis, Ind.; Ralph E. Gould, Wationel Bureau of Standards, Washington, 


). : 
Jewelers Board of Trade—Lester F. Morse, The Gorham (Co., Providence. R. I.: 
Hicrace M. Peck, Turks Head Building, Providence, R. I. 


on * Security Alliance—Walter Eitelbach, 608 _ Ave., New York; Richard 
rphy, Exec. Secy., 535 Fifth Ave., N. 

Jewelers” ‘Vigilance Committee—G. H. Niemeyer, *e Fulton St., New York: p 
Irving Grinberg, Exec. Vice-Pres., 17 W. 45th St., New York. oe 

names} Crafts Association—Herman L. Baskin, 38 W. 48th St., New York; Henry 

Sperling, 20 W. 47th St., New Yo 

Jewelry ‘Industry Council—Cecil D. Kaufmann, 702 H. St., N.W., Washington, D.¢. 
Chairman; A. E. Haase, 366 Fifth Ave., New York, Executive Director. 

Machine Chain Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., Paw- 
tucket, R. I.; George Benker, 75 Eagle St., Providence, R. I. 

Metal F indings Manufacturers’ Association—Robert C. Cooper, 301 Friendship St., 
Providence, R. I.; John T. Murray, 151 Exchange St., ‘Pawtucket, -~ & 

National Association of Credit Jewelers—H. A. Goldberg, 327 High St. , Portsmouth, 
Ja.; William Wagner, Exec. Secy., 545 Fifth Ave., New York 

National Association of Metal Finishers, Inc.—Ed. J. Musick, 206 So. Ninth St. 
St. Louis, Mo.; Raymond M. Shock, 2236-39 Dime Building, Detroit, Mich’ 

National Association of Watch and Clock Collectors—Robert Franks, Jr., Caversham 
Road, Bryn Mawr, Pa.; J. S. Fuchs, 1450 Jesup Ave., New York. 

Naticnal Gift and Art Association—A. S. Henry, Little Jones Co., 15 West 24th 
St., New York; William E. Little, 220 Fifth Ave., New York. 

National Wholesale Jewelers’ Association—R. Dix Edwards, 1115 Walnut &t.. 
Kansas City, Mo.; Thomas A. Fernley, Jr., 505 Arch St., Philadelphia, Pa. 

New England Manufacturing Jewelers’ & Silversmiths’ Association—Raymond L. 
Wells, 47 County St., Attleboro, Mass.; Exec. Secy. George R. Frankovich, 
Sheraton-Biltmore Hotel, Providence, R. , 

Platinumsmith’s Association—Jacob Mehrlust, 6 W. 48th St., New York; w. 
Stanley Smith, 15 W. 47th St., New York. 

i i i Sinclair Weeks, Reed & Barton Corp,, 

Taunton, Mass.; Emily McGrath, 551 Fifth Ave., New York. 

United Horological Association of America—F. A. Morey, 421 Erie Building, Clevye- 
land, Ohio, Orville R. Hagans, 1549 Lawrence St., Denver, Col. 

Watch Material Distributors Association of America—Fred Reid, 10014 E. Wash- 
ington St., Springfield, Ill.; William R. Katz, 1604 Main St., Dallas, Texas, 





STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jeweters’ Association—Robert Bromberg, 123 N. 20th St., Birm- 
ingham; W. Garfield Goodwin, 323 N. 19th St., Bessemer. 
Arizona Retail Jewelers’ Association—Gerald E. Wesley, White & Wesley, 7-9 W. 
ams St., Phoenix; Lars H. Dahlgren, Mesa. 
Arkansas Retail Jewelers’ Association— Floyd A. Denman, Stuttgart; W. CC. Whorley, 
Ar elphia 
California, Horological Association of—Norman D. Luth, Box 5089 Metro Station, 





__ Los Angeles. ; 
California Retail Jewelers’ Association—Maurice Enguehard, 401 E. Main St., 
Stockton, Calif.; William Erb, Room 309, 46 Kearney St., San Francisco, 


Cali 
smeanes Master Watchmakers of—Edward M. Hewitt, 413 Colorado Building, 
Jenver 2. 
Colorado Retail Jewelers’ Association—(Inactive). 
Connecticut Horological Association—Herman J. Tulin, 35 Asylum St., Hartford. 
Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hart- 
ford; Sturman F. Dyson, 54 Main St., New Britain. 
Florida Retail Jewelers’ Association—Dale D. Ernsberger, Underwood Jewelers, 
Palatka; W. W. Putnam, Tallahassee. 
Florida Watchmakers Association—F. W. Sage, Mount Dora. 
Georgia Retail Jewelers’ Association—James M. Rudder, 207 Peachtree St., N.E., 
Atlanta; Miss Lillian Harclerode, P. . Box 604, Atlanta 
Hoosier Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. Haerr, Gruen Watch Co., Cincinnati, Ohio. 
idaho, Horological Association of—Charles Braun, 434 State St., Weiser. 
idaho etm Jewelers’ Association—M. G. Sexty, 215 N. 8th 'St., Boise; Earl 
hy, Boise. 
iNinols Retail Jewelers’ Association—Milo C. O’Dell, 104 S. Genesee St., Wauke- 
gan; Charles H. Barker, 605-606 Leland Office Building, Springfield. 
INMinois Leg arg Association—Gerald C. Kimes, 1200 East 55th St., Chicago; 
Johnson, 4403 N. Clark St., Chicago. 
Indiana "Sowetere® Association—Ralph E. Roessler, 102 E. 4th St., Marion; Charles 
ardach, 448 N. Capitol Ave., Indianapolis. 
Indiana _, Watch makers’ Association—T. S. Banta, Waveland; Harold K. Cal- 
Indianapolis. 
lowa, “Heselaaton Association of—Ben Grismore, Corydon; G. Y. Swartzendruber, 
9 Guaranty _Bldg., Cedar Rapids. 
lowa Retail Jewelers’ eieiadion.<tnasies Blanchard, 3 W. State St., Mason City; 
ark Swacina, Marshalltown. 
Kansas — Jewelers’ Association—Vern Webster, 123 North Santa Fe Ave., 


Kansas ‘State Horological Association—Ira Bailey, 8a North Main St., Hutchinson; 
E. Overstreet, Kiowa 

Kentucky Retail Jewelers’ Association—Mark J. Scearce, Shelbyville; William K. 
Ewing, 330 W. Chestnut St., Louisville 2. 

Louisiana Horological Association—Joe €. Bryan, 1858 Texas Ave., Shreveport: 

. Clark, Shreveport. 

Louisiana Retail Jewelers’ Association—Louis J. Bernard, 108 Baronne St., New 
Orleans; S. Goldberg, 829 Ryan St., Lake Charles. 

Maine Retail Jewelers’ Association—KEverett B. Coffin, 503 Congress St., Portland; 
Matson Tinker, 521 Congress St., Portland. 

Maryland-Delaware-District of Columbia Jewelers’ Association—Howard (€. Heiss, 
1000 W. 36th St., Baltimore, Md.; Harry Groll, 7th & Shipley Sts., Wil- 
mington, Del. 

Massachusetts Horological Association—K. L. Osmun, 47 S. Pleasant St., Amherst; 
Winfred D. Hebert, 1114 Main St., Worcester. 

Massachusetts & Rhode Island Retail Jewelers’ Association—John H. Peterson, 
Peterson’s Associates, Needham, Mass.; David A. Robertson, 5 Hollis St., 
Framingham, Mass. 

Michigan Horological Association—T. F. Barnes, 31 Pearl St., Grand Rapids; 
Stanley Gaver, 200 Monroe Ave., N.W., Grand Rapids 2. 

Michigan Retail Jewelers’ Association—FEarl J. Le Beau, Midland; Deane Herrick, 
Plymouth 

Minnesota Master Watchmakers Association—Joseph W. Felix, 208 W. Lincoln, 
Fergus Falls; Leslie E. Dewey, 5007 South Girard Ave., Minneapolis. 

Minnesota Retail Jewelers’ Association—Maurice Adelsheim, Jr., 811 Nicollet 
Ave., Minneapolis; William (€. Walsh, 1116 Northwestern Bank Bldg., 
\*inneapolis. 


Missouri Horological Association—Walter G. Stephenson, St. Louis; Robert W., 
Pieschel, St. Louis. 

Missouri Retail Jewelers’ Association—W. ©. Hales, Lebanon; 
Dierks Bldg., Kansas City. 

Nebraska Horolological Association—A. J. Auble, Ord; Robert F. Mosher, Box 91, 
Grand Island. 

Nebraska Retail Jewelers’ Association—Corey Chase, 711 Fourth <Ave., Holdrege; 
William J. Breckenridge, 643 W. Second St., Hastings. ie 

New Hampshire Retail Jewelers’ Association—Albert E. Alie, Dover; Mrs. Majoric 
A. Noury, 824 Elm St., Manchester. Place 

New Jersey Retail Jewelers’ ‘Association— Louis B. Haimann, 9 Washington St., 
Morristown; Henry Gelula, 1532 Atlantic Ave., Atlantic City. 

New Jersey Watchmakers’ Association—L. H. Hayenga, 85 Nesbit Terrace, Irv- 
ington; Paul Stanoch, 78 Court St., Newark 2 

New Mexico Horological Association—L. Ww. cw al 723 W. Roma, Albuquerque; 
S. Bell, 723 S. Walter St., Albuquerque. 

New Mexico Retail Jewelers’ Association—Edmund P. Sellard, Gallup; Howard 
Bluestein, c/o Frank Mindlin Co., 314. W. Central Ave., Albuquerque. : 

New re and New ~~ Associated Credit Jewelers—Sidney Singer. 25 West 

St.. New Yor Exec. Secy., William Wagner, 545 Fifth Ave., New York. 

New York State Retail " Jewelers’ Association—Charles P. Coster, 1519 Lake Ave., 
Rochester; Lathrop Sunderlin, 364 Main St., E., Rochester. . 

New York State Watchmakers’ Association—Robert G. Taylor, 124 Lafayette St., 
Utica: Paul O. Beckes, 210 Armor Road, Orchard Park. 

North Carolina Retail Jewelers’ Association—Robert H. Day. 428 N. Trade St., 
Winston-Salem: Ned Cohen, Jefferson Standard Building, Greensboro. 
North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarek;, Iver Larson, 

Mandan. , 
Ohio Retail Jewelers’ Association—Raymond M. Hay, Coshocton; Hugh N. Beattie, 
1117 Euclid Ave., Cleveland. e 
Ohio Watchmakers’ Association—William Ramisch, 14504 Shaw Ave., Cleveland; 
Fred A. Morey, 421 Erie Building, Cleveland. , 

Oklahoma Horological Association—Roe Zumwalt, Oklahoma City; Finley Reeder, 
Oklahoma. City. ; ; 
Oklahoma Retail Jewelers’ Association—H. S. McCurley, Norman; V. P. Hildreth, 

130 W. Main, Oklahoma City = 
Oregon Master Watchmakers’ Association—Jack Peare, La Grande; Harold Sabro, 
536 S. E. Miller, Portland. , ; 
Oregon Retail jewelers’ Association—Sidney L. Stevens, 339 Court St., Salem; Exec. 
Secy., John Breall, Portland. ‘ , 
Pennsylvania Horological Association—Herman R. Pedrick, 275 Harvard Ave., 
Collingswood, N. J.; Phillip Sommer, 1524 Beaver Ave., N. S.. Pittsburgh, 
Pennsylvania Retail Jewelers’ Association—Leonard Helfer, 715 Liberty Ave., 
Pittsburgh; William Pinkstone, 142 S. 52nd St., Philadelphia. eune 
Rhode Island Watchmakers’ Association—J. H. Coutu, 49 Olneyville Sq., Provi- 
dence; John P. Clinton, 126 Benedict Road, Lakewood 5. sn 
South — Retail Jewelers’ Association—D. F. Merrill, Easley; W. P. Cart, 
237 King St., Charleston. ; 
South Dakota Retail Jewelers’ Association—Carl R. Damuth, Redfield, acting 


Fred Sands, 1610 


Sennmens Retail Jewelers’ Association— (Inactive). ae 
Tennessee Watchmakers’ and Jewelers’ Association—W. R. Kingston, 6/4 Market 
St., Chattanooga; H. C. Johnson, 2210 Bennett Ave.. Chattanooga 
Texas Retail Jewelers’ Association—B. O. Perdue, Crockett; H. E. Dill, 402 Stewart 
Bldg., Dallas. “ ? oils 
Texas Watch makers: Association—C. E. Mulholland, 1510 Congress Ave., Austin; 
J. Crutehfield, Dallas. : es oa 
weil Retail Jewelers’ Association—R. FE. Van Gelder. 9% Church St., Burling 
ton: W. S. Preston, Jr... 17 Church St.. Burlington. : | 
Virginia Retail Jewelers’ Association—George M. Rhodes, Staunton; Frank Moose. 
207 S. Henry St., Roanoke. mavres 
ee Retail Jewelers’ Association—Ben Brice, 722 Riverside Ave., Sposane, 
Don D. Stewart, 714 American Bldg., Seattle. iil 
West Virginia Retail Jewelers’ Association— -Floyd Frazee, 814 Market St., Park 
ersburg: P. K. Stanford, Elkins. hase — 
Wisconsin Retail Jewelers’ Association "eee c. Hentschel. 2045 Fond du L 
Ave., Milwaukee; B. W. Heald, 224 N. 25th_St.. Milwaukee. we 
Wisconsin Watchmakers’ Association—Richard R. Meissner, 1641 Douglas Ave., 
Racine: C. G. Anderson, 1547 S. 8th St., Milwaukee. 
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controlled for each counter in use. Provision was made, 
at the time of the new installation, for adding further 
fuorescent fixtures at a later date. 

Much of the wall space in the main section of the 
newly modernized store is occupied by high wall cases 
surmounted by cut-out departmental designations. Above 
these cases, however, and in the rear of the store. is a 
cloth type wallpaper in soft pink and gray stripes, hung 


horizontally to give an impression of greater width. 


ADVERTISING A TOOL OF MANAGEMENT 
(From page 230) 
5. By better follow-up on advertised merchandise, 
through 
A. Better selling displays. 
B. Better sales training of salespeople. 
C. Better service to customers to make it “Easy 
to Shop.” 
6. By more accurate and scientific measurements of 
the results of advertising. 
1. Advertising Can Be Improved by Better Selection of 
Merchandise to Be Advertised: 
The basis of all good advertising is the proper 
selection of the merchandise that is to be advertised, 
for obviously not every item in a store can be ad- 


vertised. If merchandisers will be more careful 
in the selection of items to be advertised, we cannot 
help improving our advertising results. Merchandise 
must be selected which is wanted by a sizeable num- 
ber of people, at that time, at that price—unless we 
are running purely prestige advertisements. But ad- 
vertising that is expected to “Pull” customers into 
the store the next day must have these three elements 
of—l. Being wanted; 2. Being timely, and 3. Being 
priced so that a sizeable number of people can afford 
to buy. 
2. Advertising Can Be Improved by Better Preparation: 
The best of merchandise will go begging to be 

sold unless the advertising itself is well prepared. 
Really good copy that has the “come hither” appeal 
can only be written by a good copywriter who is 
interested enough to get the feel of the merchandise 
and a story about it by direct contact with the mer- 
chandise and the people who buy it. There is no 
other way to produce good copy, any more than 
there is any shortcut on the Road to Geometry. 

Newspapers long ago found the immense value of 
powerful headlines. They found that it was the head- 
lines which sold the papers, which gave them circulation 
that they could talk about to their advertisers in selling 
them space. But it all goes back to effective headline 
work. The majority of our advertising headlines do not 
even approach the news headlines in the paper, and yet 
we are competing with those same news headlines for 
customers’ attention. 

In newspapers the best brains are hired to do nothing 
but headline work. They are experts. But we in retail 
advertising leave this important job to anyone who hap- 
pens to be handy at the moment. This is a job for 
experts, and not for amateurs. 

Another place where we need a lot of improvement 
in our retail advertising is in the field of illustration 
and layout work. Advertising is for the purpose of selling 
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Guaranteed by 
Good Housekeeping 


‘\) 
wor 4s anyeanistd WE 


INCREASE YOUR PROFITS 
CUT THEIR COOKING TIME 


With an EKCO Safety Pressure Cooker she spends only minutes 
in the kitchen. Housewives want this safer—simpler—surer— 
pressure cooker, because it has these exclusive EKCO features: 


Magic Knob .. . Automatic Double-Lock 
Safety Cover . . Positive Built-in Pressure 
Control and the 3-Way Protection Safety Shield 


Note to Dealer: Nationally advertised products such as these 
are in great demand by housewives. Send your order today. 
We guarantee immediate delivery of these items. 


. A SIZE FOR EVERY NEED 


Dealer's price, $ 7.77 
Retails for $14.95. Dealer's price, $ 8.97 
$17.95. Dealer's price, $10.77 


WRITE OR WIRE °* 








Retails for $12.95. 


4% Quarts. 
6 Quarts. 
6-Way Combination. 


° CALL ° 














Vlaolesale Joweiers Electrical Distributors 
Lynch Bidg., Jacksonville 2, Fla. 
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merchandise. Even so-called institutional advertising must 
have as its ultimate aim the sale of merchandise, or it 
is wasteful. 

Advertising must sell. It cannot be the artist’s dream 
merely. It cannot be something that pleases the boss, or 
tickles his vanity. It cannot merely look pretty. It must 
make the customers want to buy. 

3. Advertising Can Be Improved by Better Coordina- 
tion Between Merchandising and Advertising: 

We can greatly improve the effectiveness of our 
advertising by better coordination between the mer- 
chandising and the advertising. Our advertising will 
never be as effective as it should be until these two 
divisions work together as one, in the selection of 
the items to be advertised, the preparation of the ad, 
and the follow-up in the selling departments. 

4. Advertising Can Be Improved by Closer Cooperation 

With National Advertising: 

During the war period the prestige and the good- 
will of nationally advertised brand lines were greatly 
increased. 

Manufacturers and Retailers alike have an equity 
in trade names that have been nationally advertised, 
and both manufacturers and retailers should work 
together to take full advantage of the power of the 
advertising in increasing sales, with the retailer at 
the local level coordinating his advertising in local 
media with that of the national advertising by the 
manufacturer. | 

Sometimes there is a demand on the part of manu- 
facturers of nationally advertised brands that re- 
tailers place their orders in advance for long term 























6. 


deliveries, and in quantities set by the manufacture, 
himself. In other words, these manufacturers are 
taking over the merchandising of the retail stores. 
and if I know anything about retail management 
it will become more and more resentful of this 
interference with its own merchandising policies. 
Let the manufacturer produce and advertise, by 
leave the distribution at the local level to the Re. 
tailer. 

Advertsing Can Be Improved by Better Follow. 
Through: 

Much of our advertising effort is wasted because 
there is not the proper follow-through in the selling 
departments. To get the most out of our advertising 
there must be good displays of the merchandise ad. 
vertised in the selling department. The salespeople 
must be trained and eager to sell the merchandise, 

Everything possible must be done to “Make jt 
Easy” for the customer to shop when she comes into 
the store. The merchandise must not only be dis. 
played properly, but it must be arranged in stock 
for fast, easy selling. Better service will make better 
advertising more effective, and it is the satisfied 
customer and the sale at the end that counts. 
Advertising Can Be Improved by Accurate Measure. 
ments of Results: 

The surest way to bring about the needed improve. 
ments in the effectiveness of advertising is to make 
those who are responsible for the advertising face 
up to the actual results produced. Any other method 
is dependent upon personal opinions and_ second 
suesses. 



































express prepaid. 
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Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 


Or Anything in Used Silver, Flat or Hollowware? 


These are frozen assets and can readily be 
converted into CASH. 

No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 


—— 
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We at our store have been measuring the results of 
our advertising for more than four years. We know 
exactly what each advertisement costs us, and what sales 
are produced, and what the advertising cost is in percent 
to sales. We also know how much merchandise we | 
had to sell, and how much is left to sell after the pro- | 





motion. | 

We also summarize these results so that we know our | 
costs by advertising media. We can summarize our re- 
sults over a period of time and determine our advertising 
costs in percent to sales by days of the week. There are 
so many uses of the information obtained that the man- | 
agement 1s constantly referring to the data obtained | 





and summarized. 
If management once gets the facts about the results 


of the advertising money spent, and if management 
looks those facts squarely in the face, it will demand 
improvements in some of these ways we have already 
discussed. The only reason why so much mediocre and 
poor advertising has been tolerated is because manage- 
ment did not have the measuring sticks for judging the | 
results, and so has been at the mercy of opinions and 
hunches when it came to advertising. 

All this will change, and it must change if we are to 
do the job ahead, as soon as management gets the facts 
about its advertising. Advertising must be recognized 
for what it is, a tool in the hands of management in 
the movement of merchandise. 


COSMETICS ARE TRAFFIC LEADERS 
(From page 232) 


By allocating this large a percentage of the inventory 
to toiletries, we are able to carry an unusually extensive 
line including an extremely wide choice. We can offer 
the customer a dozen varieties of colognes for example, 
more than three dozen nationally-accepted perfumes and 
at least ten choices of lipstick, powder, etc. Our custom- 
ers know this, and the fact that we are usually able to 
please the woman with a ‘difficult complexion’ or particu- 
lar makeup problem of any sort. We heavily stress the 
extreme width of our inventory at every possible oppor- 
tunity—which is, of course, the best means of making 
sure that the customer will come to us instead of visiting 
a national chain drugstore or other competitive outlets.” 





Since the markup on toiletries, although adequate, is 
not sufhcient to warrant a continuous newspaper adver- 


tising program, the Wehrle store has depended, instead, | 
upon attractive display. As shown, the priceless old | 


mahogany case on the left wall of the store has six 
shelves devoted to toiletries, one particular type to a 


section, so that the customer. in search of lipstick, toilet | 
water, talcum, face powder, etc., finds the entire choice | 
laid out on the same level. In addition, “spot displays” | 


are set up on counters around the store, and the rear 


third of one of two display windows always shows what- | 
ever item the sponsoring cosmetics manufacturer is fea- | 
turing in national advertising. Therefore, if a new shade 


of lipstick appears in popular women’s magazines, 
Wehrle’s is quick to put up a corresponding display in 
the window. “One of the benefits of dealing with only 
one manufacturer is that the store can more closely tie 
in with national advertising,” Mr. Wehrle said. “At 
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least one of our products is being nationally-advertiseg 
every week.” 


Volume, according to Mr. Wehrle, is “quite satisfac. 
tory” over the year, with maximum profits earned durin 
the Christmas season when cosmetics cifts. from the 
jewelry store rival any other department in the store 
On a year-round basis, F. G. Wehrle & Son sel] alii 
cologne than any other single item, with perfume a close 
second, and lipstick, powder, talcum, bath salts, ete. 
accounting for about equal percentages. The store enjoys 
a steady turnover on almost every item, and maintains a 
close supervision over the turnover rate on each go that 
any laggards are quickly eliminated. 

By far the greatest advantage of the department has 
been the numerous new customers brought in for cos. 
metic purchases who are later converted into jewelry 
customers, according to Mr. Wehrle. First, the store 
maintains a display of expensive costume jewelry in the 
case, on the theory that women who are buying brillian. 
tines for their hair will be interested in jeweled combs. 
barrettes, etc., while the customer buying hand-cream. 
lotions, ete., will be bound to look at bracelets, dinner 
rings, etc., in the same case. Many “impulse sales” are 
picked up in.this way at the time the customer is shopping 
for cosmetics. Most important, the Wehrle store seizes 
upon every cosmetics purchase as an opportunity to 
‘introduce the store’ with its long-established lines of 
diamonds, jewelry, watches, etc. “While we do not keep 
a close enough check to state for certain that the pur- 
chaser of an $800 diamond was originally brought in 
to buy a lipstick, we are certain that many of our regular 
purchasers came in attracted by cosmetics at the be- 
ginning,” Mr. Wehrle said. “Thus, it is not unusual for 
a $2 cosmetics sale to become a, $300 jewelry sale.” 


TRAFFIC STOPPERS ARE VOLUME BUILDERS 
, (From page 272) 


‘“Aren’t there two birthstones in that ring in the win- 
dow—or are they birthstones?” “People can’t be born 
in two months, can they?” “How old is that ring you're 
selling for such a reasonable price?’ “Is that the same 
kind of lighter you advertised before for a different 
price?” “Are they real diamonds around that watch?” 
—were only a few of the many questions asked by those 
who obviously had no intention of buying. 


Samuel and Edward Pearlin and Henry Trenner, credit 
manager, were never evasive. They were frank where 
they answered at all. Where questions were obvious at- 
tempts to draw the answer out of them, they were non- 
committal, “Sorry, we can’t answer that until the day 
after the contest is over”, they repeated. With customers 
who would appreciate it, they jollied them along. 


CONSTANT CROWDS VIEW WINDOWS 


Crowds stood in front of the display almost constantly, 
often covering the pavement out to the curbstone. It was 
not unusual to see individuals study the window for 
more than ten minutes at a time, then return later to 
study it some more. 

One jeweled watch sported two price tags. It rested 
on one, leaving only the end clearly visible to anyone 
standing in front of the window and gazing down on 
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t. The other was fastened beside the watch and easily) 
read. The real interest of the crowd could be gauged by 
watching them stoop, squint and squat to read the price 
on the underneath tag. Their disappointment was obvious 
as they discovered both tags bore the same price. 


TEN THOUSAND BALLOTS RECEIVED 

At the end of each day, after the store was closed and 
the blinds drawn against inquisitive eyes, the forms were 
removed from the ballot box and the correct answers 
placed on top of the pile. After the contest the answers 
were examined at leisure, the correct ones were separated 
and the incorrect ones filed until the names and addresses 
could be added to the regular mailing list. Ten thousand 
ballots were placed in the box; 30 correctly stated the 
error. 

Selecting the winner was not as easy as it might seem. 
Many of the answers were vaguely or ambiguously worded 
so that it was impossible to know whether the writer 
was familiar with the mistake. It was finally considered 
necessary to disqualify questionable aaswers and award 
the prize to the first specifically correct reply. Mrs. James 
D. Bartlett of 75 Linden Street, West Haven. was named 
the winner. She had filled in her entry blank on April 
Ist, the first day of the contest, with the following words: 
“On the second tier on left hand side of the (trade name) 
watch there is a gold cord hanging down over case”’. 
Since the winner was selected after store hours the night 
the contest closed, the possibility of the news leaking 
out and discouraging later entrants was’ eliminated. 

No preliminary announcement of the date of the award 


was made, but those who asked were told the winner 
would be notified by telegram the night the contest closed. 
Samuel Pearlin telephoned Mrs. Bartlett late in the eve- 
ning, as soon as she had been named the winner. He 
told her he would also send her a telegram and requested 
that she bring it in as identification. She agreed to be 
at the store between 10 and 10:30 A.M. the next morning. 

When she arrived she was given her choice of a lady’s 
or man’s watch of a well known make, as advertised. She 
selected the lady’s watch and was eager to take it out 
with her immediately to show her friends and relatives. 
Mr. Pearlin removed the award from the window and 
handed it to her, then placed a duplicate on display. 

“Bring it in when you're ready and I'll fit it to your 
wrist and engrave it for you without charge,” he sug- 
gested, giving her the chance to gratify her desire to take 
the prize away at once, yet giving himself the chance of 
drawing her back into the store at a time when she 
might be more inclined to make a purchase. 

The duplicate prize was displayed in the window for 
a full week, starting before the store opened the morning 
after the day the contest closed, with nothing else in 
that front section of the window except the broadside 
announcing the winner and onto which was pasted the 
winning entry form. A week of displaying the winning 
form and the prize along with a diamond display fol- 
lowed; then a week of the form, the prize and a silver- 
sale display. 

“This contest pulled far greater than anything I’ve 
ever held, even promotions backed by newspaper and 
other forms of advertising.” said Mr. Pearlin. 
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The Book Shelf 


BOOK COMMEMORATES 100th ANNIVERSARY 


Observing its first century as a successful and ever. 
growing enterprise, Oneida Ltd., has published a limited 
edition of a book telling of the history and growth of 
the company from its beginning in 1848 as a unique ex. 


_ periment in communal living along the Oneida Creek 
in upper New York State, to its present standing as one 


of the country’s leading makers of fine silverware. 


Four-color reproduction of the portrait of Pierrepont B. 
Noyes, President of Oneida, Ltd., which decorates front- 
ispiece of the book. 


Entitled “The First Hundred Years,” the text, was 
written by Walter D. Edmonds, well known author of 
“Drums Along the Mohawk,” “Rome Haul,” and other 
volumes relating to the history of central New York in 
which he is a keen student. The history of Oneida, Ltd., 


_ very much a part of this history, has long been familiar 


~to Mr. Edmonds. 


The book tells of the start of the association of men 
and women at Putney, Vermont, drawn together through 


| the preaching of John Humphrey Noyes; their settlement 
' along the banks of Oneida Creek in New York, where 


they first supported themselves by agricultural economy, 


_ later turning to canning, trap making, silk weaving, chain 


manufacturing, and ultimately, to the making of silver- 


| ware. 


The story of the Oneida Community’s conversion from 


'a communal society, through its re-organization and 


ultimate decision to concentrate on silverware which be- 
came the enterprise which overshadowed and finally re- 
placed all the others, is told in an interesting narrative 
fashion. It is the story of Pierrepont B. Noyes, President 


| of the company and son of the original founder, through 
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whose leadership the organization has attained its present 
as a is beautifully illustrated with photographs 
taken by Samuel Chamberlain, well known for his camera 
portrayals of the American scene in his books of photo- 
graphs which include, “Beyond New England Thresh- 
olds”, “Cape Cod in the Sun”, and others. 

Facing the first page of the story is a four-color 
reproduction of a portrait of Pierrepont B. Noyes, Presi- 
dent of the company, painted by Leopold Seyffert. 


Watch and Clock Treatise 
inn f Clocks and Watches, by A. L. Rawlings, Ph. D. Pub- 
ee = Ala Publishing Corporation, New York and London. 


Edition, revised by the Author. 303 pages. 96 illustrations. 
“gee Book Department, Jewelers’ Circular-Keystone, 100 East 


42nd Street, New York 17, N. Y. 
R. RAWLINGS’ book, now in its second and re- 
vised edition, is an exceptionally important part 
of the literature of modern horology. Not only does 
his professional experience and standing assure this. 
but the book itself is a masterpiece of lucid writing 
that may be enjoyed as a work of art, along with the 
etechnical information it gives the reader. The author, 
formerly Principal Scientific Assistant in the Depart- 
ment of Scientific Research of the British Admiralty, 
came to the U. S. A. as Special Research Engineer for 
Sperry Gyroscope Co.. Inc., of New York; he invented 
basic improvements in the gyro-compass, that has _ be- 
come so essential in the navigation of ships, and is the 
author of the standard work, “Theory of the Gyro- 
Compass’. 
We imagine that some readers of the above will think: 


—$$—$=$— ——- 


“this book would be too far above my head to be use- 
ful to me”. There is indeed a too-prevalent idea that 
the scientist and the practical horologist somehow dwell 
in separate worlds and have nothing in common. But 
Dr. Rawlings says, in the last chapter of his book, 
referring to the practical workman’s business: “if he 
hopes to retain that business, the horologist must be 
ready to learn and borrow from every art and science 
that may contribute to his own’—and nothing could 
be a better example of good business sense than this. 
Not long algo, Dr. Rawlings was asked to deliver a 
lecture to a group that included clock and watch re- 
pairers and collectors, and there he, the high scientist, 
chose for his subject his experiences in the practical 
work of repairing clocks. This surely proves his own 
belief in the mutuality of the interests of the scientist 
and the workman at the bench! The writer of this re- 
view, a practical workman himself who heard that 
lecture, goes on record here that he learned some good 
things about the everyday use of the tools of his craft 
from the scientist, and that the scientist, far from seem- 
ing to feel high-hat, or condescending to his audience, 
reflected high appreciation and emulation of personal 
mechanical skill. 


Returning to the book, it deals authoritatively with 
several matters that in recent years have been much 
argued, with lots of heat but not enough light, such 
as quartz-crystal versus pendulum for accuracy in 
clocks; dynamic and static poise in watch balances; 
possibilities of use of the torsion pendulum principle 
for a reliable 400-day clock, and other questions of 
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practical interest and importance. Anyone who think 
that the author’s place as a scientific man prejudic 
him unduly in favor of innovations, would be sean 
and probably surprised to read what the book Sa 
about the quartz-crystal clock and the free vada 
We realize that, although the author’s use of mathe. 
matical demonstrations is in his own view elementary 
even these would be unfamiliar to many workmen. By 
for all of that, most readers can understand the Con- 
clusions and take them “on faith”, and a great many 
important facts are explained clearly in non-mathe. 
matical language that can be added to anyone’s practi- 
cal knowledge very profitably. If he does side-step 
whatever he finds beyond his depth, there is much more 
besides that will be useful, and the other matters may 
beckon him on for beneficial study, as time 20es on. 





Watch and Clockmaker Guide 
Watchmakers & Clockmakers of the World. By G. H. Baillie. Enlarged 
second edition. Published by N. A. G. Press Ltd., London, England 
388 pages, tables and 15 maps. Available from Book Department. 


Jewelers’ Circular-Keystone, 100 East 42nd Steet, New York 17 
New York 


N 1929, as a unit of “The Connoisseur’s Library”, 

Methuen & Co., of London, published the first edi- 
tion of this work by Mr. Baillie. In its bookmaking 
format, that first edition was appropriate for the col- 
lection of any connoisseur of books, besides being a 
book for collectors of timepieces. In paper, typography 
and style in general, it was a thing of beauty, apart from 
the merits of its contents, and copies of it sell now 
for two to three times the original price. 

The new (second) edition is very much better as a 
tool to work with. Both issues of the book are primarily 
alphabetic lists of names of watchmakers and clock- 
makers, with biographical data on the more important 
of them, and at least the dates of the careers of the 
others. In the revised book, the author has added some 
ten thousand names to the twenty-five thousand that 
were listed in the first edition. There have been some 
corrections in the data on the makers listed in the 
earlier work, made possible by a great deal of check- 
ing and research in old business and historical records 
that have been discovered since 1929. While the new 
edition is not as sumptuously made as the former one, 
it does have practical improvements that certainly make 
of it a better book for everyday use. Each of the sur- 
names of makers, under which there are usually several 
and sometimes as many as fifty or more Christian 
names. is set in bold-faced type, making it very easy 
to find the name. The paper is thinner and smoother- 


| finished, not only making it easy to leaf and handle. 


but making a smaller and more conveniently handled 
book. Moreover, it is sold at a lower price, in spite of 
its containing about one-third more subject matter than 
there is in the former edition. 

Of all books listing former horologists, Baillie’s covers 
the broadest field, including makers in every country, 
from the beginnings of our craft in the fourteenth 
century, down to about 1825, with just a few later 
than the latter year, whose great eminence in the craft 
practically compels inclusion. Most of the other works 
of this kind happen to be particularly full in their 
treatment of the makers of some one country, but are 
more or less incomplete in others, so it is not an exag- 
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geration to say that the new Baillie is the best all-around 
book on its subject, in the market today. 


Timepiece Construction 

4 pg ag p Rs t Pu blished by "Chews eH all ‘Ltd * , nm < 
England. 288 pages, 107 illustrations, including three folded plates. 
Price $4.50, postpaid, from Book Department, Jewelers’ Circular-Key- 

stone, 100 East 42nd Street, New York 17, New York. 
HIS is an old friend among books, for several years 
out-of-market, that we welcome again, in the form 
of a reprint, with the addition of nineteen pages of sup- 
plemental matter to bring the book up-to-date on new 
developments in horology of the past score of years, be- 
sides to amplify the treatment given several of the sub- 
jects in the first edition. We do not feel it needed to say 
much about Haswell’s “Horology”, because in its earlier 
editions it has become very well known as a reliable 
textbook and treatise on its subject. It is to be understood 
that this book is not a manual for learning the uses of 
tools at the watch or clockmaker’s bench, but it is rather 
a work describing the design and construction of time- 
pieces of the principal types now in use, and the mechan- 
ical principles of the action of their parts. This it does, 
under general subdivisions of the book headed: Intro- 
ductory; Clocks; Watches; Marine Chronometers. 
Among the eight chapters on clocks, some of the titles 
are: Weight-driven Clocks; Spring-driven Clocks; Strik- 
ing and Chiming Mechanisms; Calendars, etc; Electrical 
Clocks. The nine chapters in the part on watches include: 
Balances and_ Balance-Springs; Escapement; Main- 
Springs; Chronographs and Stop Watches; Repeating 


Mechanisms. While Mr. Haswell’s book deals primarily 
with horological mechanisms and principles, as_ the 
various ones are introduced, he does refer briefly to their 
inventors and their historical places in the evolution 
of timepieces, all to the good in helping to understand 
their differences, besides coloring the text to be more 
interesting. 

We should perhaps call special attention to one of the 
chapters on chronographs and stop watches with its 
very clear diagrams and explanations of the standard 
types of such mechanism, as being quite useful these 
days when watches with these features are coming more 
and more into use. A highly skilled watchmaker has 
most of what it takes to repair chronographs, but many 
fear to undertake such work simply because of lack 
of familiarity with the mechanism and how it operates. 
The text and pictures of it in the Haswell book can be 
helpful to the competent watchmaker in getting started 
toward the experience that is necessary for eventually 
becoming an expert in this specialty. 


Jewelry Making 


Hand-Made Jewelry. By Louis Wiener. Published by D. Van Nostrand 
Company Inc., New York. 210 pages, 110 illustrations, including 
many full page plates. 7 pages of tables. $2.75, postpaid from Book 
Department, Jewelers’ Circular-Keystone, 100 East 42nd Street, 
New York 17, New York. 


EADING Mr. Wiener’s book, we were impressed 
with a difference between it and the run-of-mine 
books on jewelry work; its author speaks the language 
of the practical journeyman jeweler, rather than the 
amateur handicrafter. He evidently is a skilled jeweler 
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himself, knows all of the tools of the craft, and tells 
in systematic detail how to practice for developing th 
various skills needed, without the rather usual] abel 
of assuming that the reader already has those skills 
For example, where an operation like Sawing is oa 
cerned, he doesn’t start by merely telling the reader: 
“saw accurately along the line scribed on the work” 
but devotes an entire chapter to acquiring skill in the 
fine art of sawing first. And the same with filing, solder. 
ing, buffing, casting, and the subjects of the other basic 
skills “without which, nothing’—of success in jewelry 
work, This, together with the writer’s evident knack 
for effective teaching by way of the written word, gives 
us in his book something of very unusual merit among 
books on his subject. 


One might question whether any book on making 
jewelry would be helpful to the average man in the 
shop of a jewelry store, where most of the work is re. 
pairing and the incidental resetting of gem stones, rather 
than making new pieces of jewelry. Our answer js 
“ves’, in the case of this book. Its fullness and cor. 
rectness in the details of handling tools and materials, 
applies just as well to repair-work as to making new 
work, whether or not this was an aim of the author's. 
Many a workman in the field of repairing, can find 
here an amplification or broadening of his knowledge 
that should in certain matters make his regular work 
easier to do, besides adding some things to the variety 
of operations he can safely undertake. Another feature 
that recommends the book to jewelry repairmen is the 
collection of reference material on testing precious 
metals; tables of melting-points; sheet metal gauges 
and area-unit weights; wire-length weights; compara- 
tive troy-and-avoirdupois weights; geometrical tables 
that save calculation in laying out work; and many 
other items embodied throughout the text—information 
that can be found at need with the help of a very com. 
plete index. The illustrations are plentiful and informa- 
tive. All in all, “Hand-Made Jewelry” is a_ valuable 
book for any student or journeyman workman, both as 
a practical treatise and manual on bench-work and as 
a reference work. 


Popular Gemology 


Popular Gemology. By Richard M. Pearl. Published by John Wiley and 
Sons, New York, 1948. $4.00. Available from Book Department, The 
Jewelers’ Circular-Keystone, 100 E. 42nd St., New York 17 

HE jeweler will find this small book a very useful 

addition to his reference library, and one in which 
he will be able to browse comfortably for a few minutes 
at frequent intervals. The place which Mr. Pearl’s book 
will fill is intermediate between the technical books like 
those of Anderson and Liddicoat, recently reviewed, and 
some of the very popular books like Mr. Whitlock’s. It 
is filled with accurate information, but is written in 


_ interesting style so that it does not sound too “texty” for 


the popular reader. 


The gems are listed in a mineralogical sequence, with 
the mineral variety name first, and successive sections 
taking up the specific gems. Beryl, for example, has sub- 
listings of emerald, aquamarine, morganite and heliodor; 
corundum includes ruby and sapphire. After all the 
mineral gems are considered there are short passages 
on the organic gems, pearls, coral and amber, then the 
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synthetics and imitations, and lastly a description of 
luminescent phenomena. 

The book is illustrated with good photographs drawn 
from various sources and most are new to the gem book 
field, many of them coming from Ward’s Natural Science 
Establishment. Since their emphasis is largely mineralog- 
‘cal. some might be thought inappropriate. 

The book is incomplete in that it could not be used 
as a guide to the identification of stones. We do not find 
any mention of the critical properties, like refractive 
index, and specific gravity, in the discussions of the in- 
dividual minerals. Hence, the author assumes for the 
buyer the possession of some other book containing this 
data. but makes it easy to select one by listing a number 
of excellent works in the bibliography. 

The mineralogical sequence followed in the work is 
indicative of the academic attitude of the author. The 
new “Dana’s System of Mineralogy” will not be com- 
pleted for some years, time enough for Mr. Pearl to 
write another book, and the sequence to be followed in 
that work is known to, and of interest to a mere handful 
of mineralogists. The jeweler will not be able to locate any 
specific gem, without recourse to the index, nor will he 
see the reason for the position of the gem in the series. 
We find common and important gems like the beryl 
group and peridot, separated by such rare stones as 
danburite. The same type face and apparent importance 
is accorded to both. 

There are no important misstatements in the book, 
(peridot can be made to rhyme with “got”, though let us 
hope that never becomes general usage, mauve is a very 


desirable jadeite color that Mr. Pearl appears to have 
forgotten and benitoite gems weighing several times 
1 carat are in private ownership) but there is little new 
information. For the general reader it can be recom- 
mended and the jeweler will find some stories that he 
may be able to use. It,is more interesting and readable 
than Kraus and Slawson but does pre-suppose a more 
precise book for reference and indentification. 


P. &. FP. 





HOW DO YOUR EMPLOYEES WORK? 
(From page 275) 


efhciency and service, in order to have any profit or 
wages left at the end of the day.” 

Competition is the race among sellers to obtain the 
consumer's dollar. During the War there were more dol- 
lars available than there was goods to exchange for them. 
This is now changing. We are entering a period of strong- 
er and stronger competition. The jeweler whose clerks 
want higher wages had better explain to them that they 
must compete harder, sell more, attain ne wgoals, be- 
fore it will be possible to filter more dollars into the 
weekly payroll. 

Perhaps we have tended to forget the business funda- 
mental with all our talk about neater wrapping and more 
advertising and brighter store lighting and so on. Be- 
hind each of these very important subjects lies its basic 
motivation—to sell more goods. The only key to higher 
wages is the sale of more goods. 


(Please turn to page 307) 
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MANUFACTURERS and IMPORTERS 
OF AUTOMATIC WATERPROOF WATCHES 


Step up the efficiency and value of your 
watches with the new 


WATCH REGULATOR 





A patented mechanism that permits time ad- 
justments by individual wearer, without open- 
ing case ,thus eliminating the nuisance of con- 
stant adjustments at jewelers. A sales point 
that increases the value of the watch and 


makes easier, quicker sales. 


Terms and details on request. Send all replies to 


INVENTOR. 


"Qu BOX No. “C. 1401” 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42ND ST., NEW YORK 17, N. Y. 
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|. Seth Thomas “Echo" combines beauty of an electric 
occasional clock with utility of alarm movement. In plain 
dial, $12.50, plus tax; luminous dial, $13.95. Case is of 
genuine walnut with ends finished in solid mahogany. 


2. Available in seven different color combinations are 
these "Dual-Glow" cuff links and tie clasp by Anson, Inc., 
24 Baker St., Providence, R. |. Set retails from $4.50 up. 


3. Sterling silver floral pin set with marcasites is from 
Kimler & Daniel, 83 Canal St., N. Y. Retails for about $18. 


4. One from new "Collector's Item" series of compacts by 
Volupte, Inc, 347 Fifth Ave., N. Y., features "Swinglok'’ 
closing. In gold or silver color metal, about $5 retail. 


5. Diamond bridal pair by Julius Dreyfus, Inc., 2 W. 46th 
St., N. Y., features interlocking device in wedding ring 
fitting slot in engagement ring. Can be worn separately. 


6. “‘Mansion House," latest addition to Heirloom Sterling 
line of Oneida, Ltd., has added depths of ornament to fur- 
nish contrast. Back design is in harmony with the front. 
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So much of a jeweler’s success lies in employe training. 
Do your employes understand that for them to expect 
more wage dollars they must produce more store dollars? 
They may have known this but forgotten; it’s a good 
time to jog their memory on this point. Do so by pointing 
out the need for raising the store’s yearly gross. Trans- 
late that need into specific terms. Point out how many 
employes are available for attaining that figure. Then 
each clerk will be able to see what is expected of him; 
he'll have a target to shoot at. 

If your store can reach a bigger gross, you will be 
glad to increase your payroll dollars. It will be well worth 
your while. Explain this to your clerks. Show them that 
what is good for you automatically becomes good for 
them. You are, after all, a merchandising unit. “A dollar 
doesn’t do as much as it once did”—so we all need more 


of ‘em. 





DIRECTORY OF TRADE SCHOOLS 
(From page 277) 
troit 
o ilbur Wright Vocational High School, 4333 12th St. (4). 
22 months. Free except for cost of equipment. * {] 


Doster 
Michigan Veterans Vocational School, Pine Lake. 9 to 12 


months. Tuition $450 to $600, tools $130. * 


Grand Rapids . 
American Institute of Specialized Watch Repair, 270-276 
East Bldg., 1514 Wealthy St., S. E. (6). 48 weeks. Tuition 


$390. * £ 
MINNESOTA 


Minneapolis 
Miller Vocational School. { 


Saint Paul 
St. Paul Vocational School, 14th and Jackson Sts. (1). 83 


weeks. Tuition $40 monthly to non-residents. * + { 


MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. 


24 months. Tuition $960, tools approx. $250. * 


MISSOURI 
Albany 
Midwest School of Horology, 10144-05% S. Polk. 33 months. 
Tuition approx. $1320, plus tools and books. * 


Kansas City 

Blaco School of Horology, 31124% Troost Ave. (3). 36 weeks. 
Tuition $400, tools $125. * 

Kansas City School of Watchmaking, 621 Wyandotte St. (6). 
15 months. 60 week course. Tuition $600. 200 week course, 
Tuition $720. *tx£ 

Malden 

Lane’s School of Watchmaking, Main & Madison Sts. 18 

months, Tuition $33.75 per month, tools $322.95. * + 
Poplar Bluff 

Montgomery & Taylor School of Watchmaking, 428-A Vine 

St. 12 months. Tuition $300, tools $398.50 * 


NEW JERSEY 
Jersey City 
New Jersey School of Watchmaking, 4010 Hudson Blvd. 18 
months. Tuition $1,146, no charge for tools. * 
Newark 
New Jersey School of Watchmaking, 518 Broad St. (2) (See 


above). * 


NEW YORK 
Morrisville 
New York State Agricultural & Technical Institute, Depart- 
ment of Horology. 2 years. Tuition: residents $75, non- 
residents $275. *¢+£ 
New York City 
New York Jewelry Trades School, 560 Melrose Ave. 11 
months days, 18 months evenings. Tuition $600, tools $100. 
Bronx 
(Please turn te page 309) 
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i ae No. 602 
: SUPPER DISH 


eauly. . . out of 


the Past... and taward 
thee Yulwre.... 


Faithful reproductions of 
authentic Sheffield patterns 
distinguished by superior 
design and workmanship. 





Masterpieces, backed by a repu- oe . 
tation for quality maintained for . 4 
more than half a century. Ask a 
for information on the SILVER a5 
BY SACKS LINE..... Poe 


All Items are silver on copper. 


H. SACKS & SONS | 
BROOKLINE, MASS. : 


56 W. 47th St. 1355 Market St. 
NEW YORK SAN FRANCISCO 
Santa Fe Bldg.- 2nd Unit si: 

DALLAS, TEXAS — 


712 So. Olive St. 
LOS ANGELES 
1555 Merchandise Mart 
CHICAGO 











|. Engine-turned I4K cuff links contain a photo locket 
compartment. Available in many designs, priced at $67, 
Keystone. Lang Mfg Co., 71 West 45th St., New York. 


2. Compact in guise of book bound in jewelers bronze 
has cover which opens at fingertip touch. Features in- 
clude heavy mirror, deep powder well. Retails for about 


$9. Made by Kotler & Kopit, 50 Church Street, New York. 


3. Called the "Petite la Mode", this little powder or 
pill box compact for evening use is only I!/2" in diam- 
eter. Made in satin finish natural and pink gold plate, 
it is available through wholesalers, retailing for $5. 
By Ripley & Gowan Company, Attleboro, Massachusetts. 


4. Supplied in a specially created Chinese treasure 
chest, the new “Talisman" simulated pearl necklace by 
Deltah comes in single, double and triple strands. 
All have I0K gold clasps, the double and triple set 
with zircons. L. Helier & Son, Inc., 411 5th Ave., N. Y. 


5. New "Slumber Minder" alarm has large dial, easy-to- 
read numerals. Metal case finished in ivory or gun metal. 


$3.50 retail. Lux Clock Mfg. Co., Waterbury, Conn. 


6. Lipstick-watch features Coty's Pomade set in specially 
designed case, and I17-jewel Mathey-Tissot movement. 
Case is 14K gold. Priced at $200 Keystone, it is made 
by Broslan Jewelry Co., 767 Lexington Avenue, New York. 
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pay Westinghouse Vocational High School (Annex), 


122 Tillary St. 3 years. Free. * 
nhattan 

i eapainen Training Center, 
Ave. at 20th St.). 1200 hours. 


$61.75. * £ 
New York Vocational High School, 21 W. 138th St., (30). 


3 years. Free. {] | 
Standard Watchmakers Institute, 1991 Broadway (23). 1200 
hours. Tuition $382.50, tools $171.65. * o£ 
Taus School of Watchmaking, 35 W. 64th St. 48 weeks. 
Tuition $600, tools $105.60. * £ 


Queens : 
Joseph Bulova School of Watchmaking, 40-24 62nd St. 


Woodside. Only disabled veterans admitted. Tf 
Rochester 
Paul Revere Trade School. + 
NORTH CAROLINA 


Greensboro 
Greensboro School of Watchmaking, 33742 So. Elm St. 12 


months. Tuition $360, tools approx. $270. * + 


Spencer ; 
Spencer School of Watchmaking, 504 Salisbury Ave. 10-12 


months. Tuition $250-$300, tools $225 to $275. * o 


Winston-Salem 
Winston-Salem School of Watchmaking, P. O. Box 2513. 2 


years. Tuition $1,000, tools $300. * 
OHIO 


Cincinnati 


Foegler Institute of Watchmaking, 31 E. 4th St. (2). 18 
months. Tuition $630, tools $280. * + 

Gruen Watchmaking Institute, Time Hill (6). 12 months. 
Tuition $420, tools approx. $270. * +7 


Cleveland 
Cleveland School of Watchmaking, 9217 Miles Ave. (5) 53 


weeks. Tuition $600, tools $135. * 
Cleveland Trade School, 535 Eagle Ave. (15). 6 months. 
Tuition $270, tools approx. $25. * 


650 Ave. of the Americas (6th 
Tuition $600, tools 


Sears School of Watchmaking, 2587 E. 55th St. 72 weeks. 
Tuition $792, tools $266. * 
OKLAHOMA 
Weatherford 


Southwestern Institute of Technology. 18 months. Tuition 
$150, tools 346.20. * x £ 
PENNSYLVANIA 


Hollidaysburg 
F. A. Fleischer Technical School, 308 Allegheny St. 144 to 3 


years. Tuition $25 per month. * 
Johnstown 
Charkins School of Horology, 115 Haynes St. + 
Lancaster 
Bowman Technical School, Bowman Bldg., corner Duke & 
Chestnut Sts. 18 months. Tuition $625, tools $435. * +7 
Philadelphia 
American Institute of Watch Repairing, 105 So. 18th St. (3) 
18 months, Tuition $1,140, no charge for tools. * 
Baronian School, Inc., 2116 Walnut St. (3) 15 months. Part 
time (no tools) $275. Full time (tools) $500. * £ 
Esposito’s School of Watchmaking, 21 So. 2lst St. (3). 18 
months. Tuition $1,147, no extras. * 
Philadelphia College of Horology, Broad and Somerset. Sts. 
18-26 months. Tuition $630 to $910, tools $405. * +x 


Pittsburgh 
Thackers Academy for Jewelers, 423 Federal St. (12). 15 


months. Tuition $675, tools $454.50. * 
Western Pennsylvania Horological Institute, Inc., 807 Ridge 
Ave. (12). 18 months. Tuition $756, tools $385. * + 
SOUTH CAROLINA 


Greenville 
Veterans’ Training School, 500 Pendelton St. 24 months. 


Tuition $40 month, tools $300. * + 
TENNESSEE 
Memphis 
Southern College of Watchmaking, 776-780 Poplar Ave. + 


Nashville 
Cochran School of Watchmaking, 50-52 Arcade (3). 18 


months. Tuition $540, tools $312. *+£ 














GLASSWARE* 


... that puts life and laughs into any 
party. For gay entertaining and 
good drinking, serve the next round 
in these unique, singularly-shaped, 
22k gold-rimmed beveled glasses. 


Minimum order, 6 sets of 6, beauti- 
fully gift boxed, in re-ship carton, 
$22.50 f.o.b. Los Angeles. 


Counter display cards and adver- 
tising mats upon request. 


Order NOW for early delivery. 
Jobbers invited. 


PAUL KLEPA 
Decorative Art Studio 
8368 W. 3rd St., Hollywood 36, Calif. 

* Reg. U.S. Pat. Off. 
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Retail Price 


Set of 6 


$750 


Wholesale ae 
50% off 
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Ne famed “rat-tail” pattern ...an example of 
outstanding English Sterling Flatware. 


|. FREEMAN & SON, INC. 


Importers of: Old Sheffield * 
Victorian Plate * Georgian Silver 
«x English Reproductions 


12 E. 52nd St., New York, N.Y. 


Visit Our Exhibit 


submitted Booth 511, Le Perroquet 
upon request. ANJRA SHOW, Aug. 9-12 


oe ane Waldorf Astoria, New York 
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THE HENRI STERN WATCH AGENCY, INC. 
| 587 Fifth Avenue, New York 17, N. Y. 









TEXAS 


Amarillo 
Amarillo Watchmakers Institute, 123 West 7th St. 


months. Tuition $450, tools $431.96. * £ is 
Burnett 
Inks Lake Technical School. # 
Dallas 
Texas Trade School, 1316 W. Commerce (8), 2 years 


Tuition $1200, tools $160. * 
Fort Worth 
University of Applied Arts & Sciences, 1202% Main St. 18 
months. Tuition $630, tools $123.30 * 
Houston 
Houston School of Horology, Inc., 915 Preston Ave. (2) 
Basic 1 year, advanced 1 year. Tuition: basic $330, ad. 
vanced $480. * fT 
Kilgore 
Kilgore Junior College Horological Department. # 
Paris 
Paris Junior College. 24 months. Tuition $30 per month, 
tools approx. $20 per month. * 
San Antonio 
Cranford College of Watchmaking, 501 Ogilvie Bldg. 2)) 
N. Alamo. 12 months. Tuition $360, tools $290. * 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 18 months. 
Tuition $30 per month, tools $390. * o 


UTAH 


Ogden 
Weber College, 550 25th St. 2 years. Tuition $85, tools 
$200. * + | 


WASHINGTON 


Seattle 
Broadway, Edison Vocational School. 24 months. Veterans 
free, others $200 per semester. * 


WEST VIRGINIA 


Clarksburg 
Martin School of Horology, 106 South 3rd St. 72 weeks, 
Tuition $781.20, books and tools extra. * 
Huntington 
Huntington East High Trades School, 2800 Fifth Ave. (2). 
12 months. Tuition $600, tools $150. * £ 
Ridgeley 
Morgan Vocational School, Box 26. 
$1,080. * Tf 


2 years. Tuition 


WISCONSIN 


Milwaukee 
Milwaukee Vocational School, 1015 W. 6th St. 2 years. Open 
only -to residents of Wisconsin. * +£] 


CANADA 


Ontario 
Training and Re-Establishment Institute, Hamilton. # 
Quebec 
Quebec School of Watchmaking. # 
Toronto 
Gould St. Rehabilitation School. # 
Training & Re-Establishment Institute, Toronto (2). 52 
weeks, Free. + 





JEWELRY REPAIR 


ALABAMA 


Birmingham 

















Southern Watchmaking School, Ramsey Bldg., Ensley (8). 
9 months. Tuition $315, tools $93.75. 


ARKANSAS 
Forrest City 


Forrest City School of Watchmaking (see “Watchmaking”). 


CALIFORNIA 


Los Angeles 


Los Angeles School of Jewelry Manufacturing, 1007 West 
96th St. (44). 1% to 3 years. Tuition $500 per school 
year. * 


Sacramento 


Strutz School of Watchmaking and Engraving. (See “Watch- 
making”’). 


San Bernardino 


Collins Jewelry & Watch School, 456-458 Highland Ave. 4 
months. Tuition $182, tools $27. * £ 


San Jose 


Theron O. Sowers, Watchmaking and Engraving School. 
(See “Watchmaking”’). 
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COLORADO 
Denver. ity School (See “Watchmaking”) 
Emily Griffith Opportunity sc ; 
FLORIDA 


"tone Horological School. (See “Watchmaking”). 


GEORGIA 


nar Trade and Vocational School. (See “Watch- 


making”). 
ILLINOIS 
ke Training Service, 226 So. Wabash Ave. (4). Six 


months. Tuition: part time $90, full time $300. * 
Qlson School of Jewelry Trades. (See “Watchmaking”). 


en Watchmakers College. (See “Watchmaking”). 
go University School of Horology. (See Watchmaking”). 
IDAHO 


d’Alene 
“North Idaho Junior College. (See “Watchmaking”). 
INDIANA 


d 
po Horological School. (See “Watchmaking”). 


KENTUCKY 
Louisville 
Kentucky School of Trades, Inc. (See “Watchmaking”). 
MASSACHUSETTS 


Attleboro 
Attleboro Jewelry Training School, 54 Union St. 40 months. 


Tuition free to Massachusetts residents. * 
Boston 
North Bennett Street Industrial School, 39 No. Bennett St. 
38 weeks. Tuition $400, tools $100. * 
MISSISSIPPI 


Ellisville 
Jones County Agricultural High School and Junior College. 


(See “Watchmaking”’). 
MISSOURI 
Albany 
Midwest School of Horology, 101%4-1054%2 So. Polk. 9 
months. Tuition approx. $252. * 
Kansas City 
Kansas City School of Watchmaking, 621 Wyandotte St. (6). 
12 weeks. Tuition $124.56. * 
NEW YORK 
Morrisville 
New York State Agricultural and Technical Institute, 1-2 
years. Tuition $75 per year to residents, $275 per year 
to non-residents, * 
New York City 
George. Westinghouse Vocational School (Annex), 122 Til- 
lary St., Brooklyn. 3 years. Free. * 
NORTH CAROLINA 
Charlotte 
Engravers and Jewelers School, 513 Pine St. (1). 1 year. 
Tuition $324, tools $150. * 
Spencer 
Spencer School of Watchmaking. (See “Watchmaking”). 
Winston-Salem 
Winston-Salem School of Watchmaking. (See “Watch- 
making”). 
OHIO 
Cleveland 


Sears School of Watchmaking. (See “Watchmaking”). 
OKLAHOMA 


Okmulgee 
Oklahoma A & M College, School of Technical Training, 
Morris Rd. 24 months. Tuition $500 per year, tools 
included, * £ 
Weatherford 
Southwestern Institute of Technology. (See “Watchmaking”). 
PENNSYLVANIA 
Hollidavsburg 
F. A. Fleischer Technical School. (See “Watchmaking”). 
Laneester 
Bowman Technical School, Duke and Chestnut Sts., 1 month. 
Tuition $34, tools $45. * 
New Castle 
New Castle Jewelers Training School, 226 Pearson St. 18 
months. Tuition $720, tools $194.50. * £ 
Pittsburgh 
Thacker Academy for Jewelers, Jenkins Arcade. Tuition 
$249, tools $75.90 * 
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THE FOLLOWING 





ARE BEING CLOSED OUT 


NO REASONABLE OFFER REFUSED 


In Lots of 500—minimum of one box 


##12—8 x 4 x 1%"". Entire 
box covered gold foil. Tray 
white plushtex. Inside cover, 
hinge, and pad are satin. 
**** $650.00 per M. 

#112 P—Same as #12 ex- 
cept top is covered’ with 
American Beauty plushtex. 
Gold foil edged. **** 
$720.00 per M. 


#125 — Same as 
#12 except for 
size 4 x 4%, x 
TYy"’. xxxx 

$450.00 per M. 


#$1464—6 x 4 x 1°’. Top 
Covered with American beauty 
embossed plushtex. Bottom 
and extension gold foil. Lower 
pad, hinge, and pad in cover 
are satin.**** 
$350.00 per M. 


#31—6 x 41/2 x 2°*. Compartments 


under tray lined. Pad in 
hinge, and pad inside cover 
of satin. xxxx Box com- 
pletely covered with 
bive velvet. Orna- 
mental white bead 

in front of box. 

xxxx $850.00 

per M. 


HARKIN AFFILIATES, 


























#$2070—-53Ygx 3%, x 1%". 
Cover and tray (in box) of 
red velvetex cloth imitation 
velvet). Box, white embossed 
papee **** $250.00 per M. 


HlI—4p x 3Y2 x 1%". 
Box stripped with American 
Beauty plushtex {imitation 
velvet). Extension bottom and 
cover of gold foil. Satin 
pad. **** $200.00 per M. 
H13—5Ye x 33%, x 1%". 
Otherwise same as 711. 
$220.00 per M. 

#22—3'. x 2%. x 1%"". 
Otherwise same as 711. 
£150.00 per M. 






Inc. 


489 FIFTH AVE. «© NEW YORK 17, N. Y. 


Murray Hill 2-2492 
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© PLASTIC BEADS 


FOR EVERY PURPOSE! 


coast. Expertly made from cellulose acetate 
material, TELL Plastic Beads are produced in 
a variety of spheres and shapes. 

TELL Plastic Beads are available in the 
following colors and finishes: 


©@ Alabaster base for pearlizing. 
® Chalk white, pink, or blue with waxed finish. 


© Gold, silver or rhodium plated. 
® Manufactured according to specifications. 


Sizes: 214 - 3 - 31, -4-414-5-512-6- 
7-8-9-10-12- 14- 15 - 18 mms. may be 
ordered with or without holes. Submit your 
specifications or write for samples and prices. 


TELL MANUFACTURING CO., INC. 


33 Fulton Street *® Newark 2, N. J. 


6 06 ©9909 9908 O6@6602 


©" 88 00H O OOOO OOOO 





©2900 








No. 3 


No. 1 No. 2 


CLEAR PLASTIC BOXES 


for every purpose 


The Number 1 Boxes | The Number 2 Boxes | The Number 3 Boxes 
15/16 x 15/16", 1%, ” 15/16", 17, x 1% " 3/, ” dee 
3/,"" deep 3¥,"" deep ‘ : . 


100 for $6.00 1100 for $7.501100 for 
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TELL Plastic Beads are preferred by ENGRAVING 
leading jewelry manufacturers from coast to ALABAMA 
Birmingham 
Southern Watchmaking School, Ramsey Bldg., Ensley. 9 


ARKANSAS 


CALIFORNIA 


Fort Worth 
University of Applied Arts & Sciences, 1202% Main St 


18 months. Tuition $630, tools $313.80. * 


Paris 
Paris Junior College. (See “Watchmaking”) . 


San Antonio 


Cranford College of Watchmaking, 501 Ogilvie Bldg., 211 N 
Alamo, 8 months. Aprox. $180 tuition. * 


Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 3 months. 


Tuition $90. * 


months. Tuition $315, tools $75. * 


Forrest City 
Forrest City School of Watchmaking & Engraving (See 


“Watchmaking’”’). 


Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 W. 96th 


St. (44). 1% to 3 years. Tuition $500 per year. * 


Sacramento 
Strutz School of Watchmaking. (See “Watchmaking”), 


San Bernardino 
Collins Jewelry & Watch School. (See 
pairing’). 
San Jose 
San Jose State College. (See “Watchmaking”). 
Theron O. Sowers Watchmaking and Engraving School. (See 
“Watchmaking”). 
DISTRICT OF COLUMBIA 
Washington Technical School, Inc. 


ILLINOIS 


Chicago 
Chicago School of Watchmaking. (See “Watchmaking”). 


Jewelry Training Service, 226 So. Wabash Ave., (4). 1 year. 


Tuition $20 per’ month. 
Olson School of Jewelry Trades. (See “Watchmaking”). 


Re. 


“Jewelry 


(See “Watchmaking”), 


Elgin 
Elgin Watchmakers College. (See “Watchmaking”). 


Peoria 
Bradley University School of MHorology. (See “Watch- 


making”). 


INDIANA 
Corydon 
Cunningham Horological School. (See “Watchmaking”). 
KENTUCKY 
Louisville 
Kentucky School of Trades, Inc. (See “Watchmaking”). 
MASSACHUSETTS 


Boston 
North Bennett Street Industrial School, 39 North Bennett 


St. (13). 38 weeks. Tuition $400, tools approximately 


$100. * 


MISSISSIPPI 


Ellisville 
Jones County Agricultural High School and Junior College. 


(See “Watchmaking”’). 


MISSOURI 


Albany 
Midwest School of Horology, 10114-105% S. Polk. 9 months. 


Tuition $252 plus tools. * 


Kansas City 
Kansas City School of Watchmaking, 621 Wyandotte St. 


(6). 12, 36, and 40 week courses. Tuition 12 week course 
$120; 36 week course $360; 40 week course $144. 


NEW YORK 


Morrisville 
New York State Agricultural and Technical Institute, 1 to 2 


years. Tuition $75 to residents, $275 for non-residents. * 


New York City 
Metropolitan Training Center, 650 Ave. of the Americas. 


8-10 months. Tuition $400, tools $66.* 


NORTH CAROLINA 


Charlotte 
Engravers and Jewelers School, 513 N. Pine St. (1). 1 year. 








5 SOUTH WABASH AVENUE, CHICAGO 3, ILL. 
220 WEST FIFTH ST., LOS ANGELES 13, CALIF. 
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Tuition $324, tools $150. * 
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Winston-Salem _ . . - aa 
Winston-Salem School of Watchmaking. (See “Watch- 


making’). 


OHIO 

Se choel of Watchmaking. (See “Watchmaking”’). 
OKLAHOMA 

a A & M College. (See “Jewelry Repair”). 
PENNSYLVANIA 


Lancaster a — : 
Bowman Technical School, Duke and Chestnut Sts. 6 


months. Tuition $204, tools $97. * 

ee ant Jewelers Training School. (See “Jewelry Re- 
pair’). . 

a Sheed, Inc., 2116 Walnut St. (3). 8% months. 
Tuition $275-$500. * 

Philadelphia College of Horology. Broad and Somerset Sts. 
(32). 9 uonths. Tuition $315, * 

Pittsburgh | 

Thacker’s Academy for Jewelers, Jenkins Arcade. Tuition 
$249, tools $102.50. * 

Western Pennsylvania Horological Institute. (See “Watch- 
making”). 

RHODE ISLAND 


Providence 
Rhode Island School of Design, 22 College St. Part of four 


year evening course. Tuition $42 per year. * 
TEXAS 
Fort Worth 
University of Applied Arts & Sciences, 12024% Main St. 
(See “Jewelry Repair’). 
Houston 
Houston School of Horology, 915 Preston Ave. (2). 7 
months. Tuition $180. * 
Paris 
Paris Junior College. (See “Watchmaking”). 
San Antonio 
Cranford College of Watchmaking, 211 N. Alamo. 4 months. 
Tuition $120, tools $97. * 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 4 months. 
Tuition $120 plus tools. * 


STONE SETTING 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing. (See “Jewelry 
Repair”). 
San Bernardino 
Collins Jewelry & Watch School. (See “Jewelry Repair”). 
ILLINOIS 
Chicago 
Olson School of Jewelry Trades. (See “Watchmaking”). 
Elgin 
Elgin Watchmakers College. (See “Watchmaking”’). 
Peoria 
Bradley University School of Horology. (See “Watch- 
making”). 
KENTUCKY 
Louisville 
Kentucky School of Trades, Inc. (See “Watchmaking”). 
MISSOURI 
Albany 
Midwest School of Horology. Jewelry and Stone Setting. 
36 weeks. Tuition $369.72. 
Kansas City 
Kansas City School of Watchmaking. (See “Jewelry Re- 
pair’). 
NEW JERSEY 
Progressive Diamond Setting Institute, 194 Newark Ave. (2). 
10 months. Tuition $500, tools $98. * 
NEW YORK 
New York City 
Pioneer Diamond Setting School, 555 E. Tremont Ave., 
Bronx (57). 48 weeks. Tuition $780, tools $62. * 
OKLAHOMA 
Okmulgee 
Oklahoma A & M College. (See “Jewelry Repair”). 
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Sell Locking Ring Sets 
by Using 
C.&G. Dual Ring Clasps 


You can apply the C. & G. 
Dual Ring Clasp to any 
wedding and engagement 
rings, locking them to- 
gether. 


Easily Applied 
Just Clamps On 
No Soldering 


@ Holds Engagement and 
Wedding Rings Side by 
Side in Upright Position 

@ Comfortable — No 
Rough Edges 

@ Prevents Rings From 
Turning on Finger 

@® Prevents Wear Be- 
tween Rings 





Guaranteed against 
Breaking or Cracking 


RETAIL PRICE $2.75 
(Attractive Dealer 
Discounts) 
Order Through Your 
Material House_ 


Patent No. 2281231 


Newspaper mat of the C. & G. 
Dual Ring Clasp [as shown) 
finished free. 


Manufactured by 


CAMPANA & GOETZ 


704 Market Street San Francisco 2, Calif. 
Wholesale Distributor: 
M. J. LAMPERT & SONS. INC. 37 Maiden Lane, New York 7, N.Y. 























Mosaic ewetry 


No. 41 Bracelet 
Asst'd Shapes—$8.40 doz. 
No. 640 Bracelet—Brooch & 
Earring Set—$18.00 doz. 







No. 18 
(not shown) 


Button 
Earrings 
Assorted 
$5.40 doz. 


™ 
"> 
y + 
~~ 
- - 
$ ’ 
, - 
. 


J 


Also: Mosaic Miniature Frame 


- “ r " 
ra rv. 


Bo, 


Piped 


Complete Literature and price 
list upon request. 


ARICO, INC. 


Importers 


210 5th Ave., N. Y. 10,N. Y. 
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L. H. COOK 


SIX INCH STRAIGHT LINING 
ENGINE TURNING MACHINES 


ENGINE TURNED PRODUCTS ARE 
BECOMING MORE POPULAR DAILY! 


Ask For Specifications and Prices 


LAWRENCE H. COOK, _ INC. 


65 MASSASOIT AVE., EAST PROVIDENCE 14, R. I. 
































Sizes from 1-64 
always in stock. In 
half sizes from 1-10. 
None genuine unless 
Sielulel-te [E VIN on 
face. Stocked by lead- 


ing material dealers. 








PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Re. 
pair’). 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (See “Watchmaking”) . 


TEXAS 
Fort Worth 
University of Applied Arts & Sciences. (See “Jewelry Re. 
pair’). 
Paris | 
Paris Junior College. (See “Watchmaking”). 


Wichita Falls 
Hardin College of Watchmaking. (See “Jewelry Repair”), 


DESIGNING 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 West 


96th St. (44). Part of overall 142 to 3 year course. Tuition 
$500 per year. * 
NEW YORK 
New York City 

Manhattan 

Jakobb, C. A., 31 W. 47th St. Correspondence course, 
Tuition $300. 

Mechanics Institute, 20 W. 44th St. 


Queens 
Jakobb, C. A., 217-01 Corbett Rd., Bayside. Correspondence 


Course. Tuition $300. 
PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Re. 
pair’). 
RHODE ISLAND 


Providence 
Rhode Island School of Design, 22 College St. Part of 4 


year course. Tuition $42 per year. 


GEMOLOGY 
CALIFORNIA 


Los Angeles 
Gemological Institute of America, 541 S. Alexandria Ave. 


(23). Correspondence course 1 to 4 years. Tuition $106 
to $505; resident courses: short evening course (4 eve- 
nings) $23.50; four week course (100 hours, 5 day week) 
$135. Resident classes held regularly in Chicago, Ill. 
and Newark, N. J. Travelling instructor conducts short 
courses in most of the larger cities. * 
NEW YORK 
New York City 

Columbia‘ University, 561 W. 116th St. (27). Course in 
gems and precious stones. * 

New York University, Washington Square. Course in gems 
and precious stones. * 

Pough, Frederick H., Ph.D., American Museum of Natural 
History, Central Park West and 79th St. Brief elementary 
course in precious stones. 5 sessions meeting by appoint- 
ment, with groups of twelve. Tuition $50 per student. 

OKLAHOMA 


Okmulgee 
Oklahoma A & M College. (See “Jewelry Repair’’). 


CASTING 
CALIFORNIA 
Los Angeles 
McNair-Ryan School of Precision Casting, 373 North Western 
Ave. (4). 168 hours. Tuition $375, tools $25, books $12. * 
NEW YORK 
New York City 
Jelenko School of Precision Casting, Inc., 136 W. 52nd St. 
(19). Two courses: 8 weeks, 13 weeks. Tuition: $350 
and $500, respectively. * 


PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Re- 
pair’). 
RING SIZING 
IDAHO 


Coeur d’Alene 
North Idaho Junior College Dept. of Watchmaking. (See 
“Watchmaking”). 
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ILLINOIS 


eo Watchmakers College. (See “Watchmaking”). 


AROLINA = : — 
ee School of Watchmaking. (See *“Watchmaking”). 
JEWELRY MAKING 


CALIFORNIA 
Los Angeles 


Los Angeles School of Jewelry Manufacturing, 1007 West 
o6th St. (44). 1% to 3 years. Tuition $500 per year, 


tools $285. * 


LORIDA 
. Coral Gables 


House of Gifts, P. O. Box 4550. Correspondence course in 


sea-shell jewelry making. $1. 


ILLINOIS 
a 
yo University, (See “Watchmaking”). 
NEW YORK — 
New York City 


Bronx 


New York Jewelry Trades School, 560 Melrose Ave. 11 
months. Tuition $760, tools $100. * 
Morrisville 
New York State Agricultural and Technical Institute. (See 
“Jewelry Repair”). 
NORTH CAROLINA 


Charlotte 
Engravers’ and Jewelers’ School, 513 N. Pine St. (1). 1 year. 


Tuition $325, tools $150. * 
OKLAHOMA 
Okmulgee 
Oklahoma A & M College. (See “Jewelry Repair’). 
PENNSYLVANIA 
New Castle 
New Castle Jewelers’ Training School. (See “Jewelry 
Repair’). 
Pittsburgh 
A. W. Thacker Academy for Jewelers. (See “Watchmaking”). 


SILVERSMITHING 

MASSACHUSETTS 

Attleboro 

Attleboro Jewelry Trade School. (See “Jewelry Repair”). 
TEXAS 

Fort Worth 

University of Applied Arts & Sciences, 1202%5 Main St. 

(See “Watchmaking” or “Jewelry Repair”). 





CONTEST SPURS STERLING CONSCIOUSNESS 
(From page 282) 


invitations sent to all women’s clubs (regardless of whe- 
ther they were competing) Morgan’s cordially invited 
the public to attend the sterling exhibition. As an in- 
centive to public interest, the firm announced additional 
inducements including a door-prize drawing for a $75 
chest of silverplate, display of a $5,000 lace tablecloth, 
and the services of a “bridal consultant”, provided 
through the courtesy of one of the large manufacturers 
of sterling. 

Both newspaper advertisements and invitations sent to 
the women’s clubs emphasized the fact that no silverware 
would be sold at the exhibition at the Hotel Olds. Strictly 
an exhibit and competition, the event would not be a high- 
pressure promotion. Representatives of the sterling manu- 
facturers would, of course, point out the merits of their 
respective patterns, explain the advantage of sterling, 
etc. But anyone wishing to buy sterling would have to 
visit Morgan’s store. 

During the two days of the exhibition the main ball- 
room of the Hotel Olds was open to the public from 
11:00 A.M. to 5:00 P.M., and from 7:00 P.M. until 9:30 
P.M. Well over 6,000 persons attended during the two- 

(Please turn to page 317) 

















Life 

Saturday 
Evening Post 

Collier's 

Liberty 

True 

Pic 

Sport 


oe  @4Just press to light. 
om © Works in any 
weather. 






START CASHING IN | 7 | Pee 
ON YOUR SHARE . ; @ Slide-out tank 


lights pipe, too. 
OF THE PROFITS! In Nickel, Chrome, Enamel ee: 


or Etched Finish. 
ONLY $1.50 TO $2.50 Sell Regens Yellow Flints and 
RETAIL lighter Fluid For Best Results! : 
SOLD THROUGH WHOLESALERS ONLY  . 
REGENS LIGHTER CORPORATION 4 
2 East 46th Street New York 17 
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Sell by Telephone! 


The late Dr. Bell’s 
invention is a natural 
for jewelry selling. 
This article tells 

how you can use it 

to greatest advantage. 


Remember, when you talk 
over the phone you are 
the voice of the store. 
The vocal impression you 
make either helps build 
or tear down the reputa- 
tion of the establishment. 





T HE telephone has been an accepted part of Ameri- 


can business and social life for so many years that by DAN VALENTINE 
most of us—including jewelers—take Alexander Graham 
Bell’s invention for granted. of these unfortunate folks in your employ, keep them 

However, many operators of jewelry stores fail to away from the phone as much as possible, and _ never, 
realize that the telephone is one of the fastest ways to under any circumstances, let them solicit business over 
contact old customers and prospects, and it is the only the telephone. There is nothing more irritating than a 
means whereby a complete canvass of a store’s prospect rasping voice coming over the other end of the wire, 
and customer list can be made within a few hours. especially if that voice is trying to sell something. 

It is a particularly good idea to contact your selected Remember, when you talk over the phone you are the 
list of customers by telephone when a certain scarce item voice of the store. The vocal impression you make either 
or special bargain arrives in stock. helps build—or tear down—the reputation of the estab- 

This serves two purposes: lishment. 

1. It makes your customers feel good. It gives them Another thing: 

a feeling of getting special attention. Before you allow a clerk or a sales person to tackle 

2. It helps keep your customer list intact. In other the telephone to make sales, be sure he has a good idea 
words, a telephone call now and then will serve to re- of what he is selling. The customer, when he answers the 
mind your customers that you are still in business, still phone, he is going to ask questions about the merchandise, 
thinking of them, and still ready to serve their jewelry and will not like waiting on the other end of the wire 
needs. while the clerk scurries around the store asking about 

The main thing about selling over the telephone is the the price, quality and quantity of the merchandise being 
voice—keep it low, modulated and pleasant. Some people offered. 
just don’t have good telephone voices. If you have some Compile a complete list of the merchandise to be sold, 
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and make sure that the clerks have all available informa- 
tion about it before they lift the receiver to make that 
first call. 

Here are some rules to follow in conducting a tele- 
phone sales campaign: 

Be sure you are speaking to the right person on the 
other end of the telephone before starting the actual sales 
talk. Caution all clerks not to waste time on a servant. 
They can’t buy. Always ask for the prospect by name. 
However, if the person answering the phone indicates 
that the customer is busy, don’t force the issue and de- 
mand that he (or she) come to the phone. It won’t do the 
firm’s good will to drag a prospect away from a bridge 
table or out of a bathtub merely to listen to a sales 
talk. Just say that you will call back later, and make a 
notation in front of the name on the list. 

Never press for an order on the phone. Always be 
polite, and never sacrifice the goodwill of the store for 
the sake of a quick, high-pressure sale. 

Be sure the order—if it is secured over the phone—is 
jotted down while you are still talking to the customer. 
There is nothing worse than soliciting an order over 
the phone, then delivering it wrong, or forgetting it. 

Double check to see that all instructions and condi- 
tions regarding the sale are understood. Read back the 
order to the customer, repeating the price. 

And be sure to thank the customer. That’s vitally 
important! And be doubly sure to thank him or her if 
they don’t buy. Remember, in a successful telephone 
campaign it is vitally necessary to draw the line on 
salesmanship. You don’t sell things over the phone; you 
merely offer them and take orders. 

Hang up carefully. Say “thank you” or “good bye”— 
“thank you” is better—and gently replace the receiver 
on the hook. Don’t bang it! 

And repeat: Don’t force sales. Remember, with your 
telephone you can contact at least 30 buyers an hour. 
You can afford to let some of them say “no.” 





CONTEST SPURS STERLING CONSCIOUSNESS 
(From page 315) 
day period, early visitors enthusiastically passing the 
word along to their friends. Even the manager of the 
Hotel Olds was astonished and stated that Morgan’s ex- 
hibit had, unquestionably, brought the greatest crowds 
the hotel had ever seen. 





Billboard Shouts “Attention” 


It often pays to glance afield in searching for new 
ideas and kinks for promoting your business and one 
such notion is provided by an electrical appliance firm 
in New Orleans, La. 

The firm has erected a billboard 30 feet ahead of his 
location and painted on it is a large facsimile “stop” sign. 
Adjoining this, is lettering which says: “30 feet ahead 
to buy appliances . . .” 

The sign is, according to the firm, the best advertising 
arrangement it has ever devised. 


FOR AUGUST, 1948 








Z'IP-KOVERS 


The only QUALITY CUSTOM FIT stock 
size Luggage Covers on the market... 


Zip-Kovers are made in over 600 sizes 
and styles of heavy duck, reinforced 

with leatherette and with pat- 
“Tal {-fo MM elolala-to)(-lo Mal iallolaMm olele 

studs 


tom to prevent 


weodr. 


Everyone's a buyer, if they buy new luggage they 
want to protect, or old luggage they want to dress up. 
Don't be without the profits of this large market. In- 
crease your profits with Zip-Kovers. Write for catalog. 


¢ FIT THAT ¢ 
<i : o 2 OUN7. 


National ne 

/ Advertising . 
ste ZIP KOVER 

seen by. on READY MADE S 

LUGGAGE COVERS 


monthly in “Es- 
quire” and “Holi- ie. 
day” Magazines. C 


- 





ye? 
/ \ 
N Over 600 sizes & > 
World’s largest, exclusive manufacturers of luggage covers 


CENTURY SPECIALTY CO. 


412 S. Wells Street 


Chicago 7, Illinois 
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1. Imported from Europe, this miniature red heart picture 
frame with spring-latched door for photo; 3" in diameter, 
retail $2. By Klepa Arts, 8368 W. Third St., Los Angeles. 


2. Imperator duet cooler—heavy aluminum 6-piece unit with 
interchangeable parts for keeping bottle or salad cool for 
long periods; retail $12.50. In silverplate, $30. Distrib- 
uted by Janis-Tarter, Greeman, Inc., 225 5th Ave., N. Y. C. 


3. One of many fine old patterns in Carl Schumann china 
from Bavaria. The dinner plate is priced at $15 a dozen. 
From Ebeling & Reuss Co., 707 Chestnut St., Philadelphia. 


4. Made by Trinac, 3-in-!| coffee or tea set in heavy sterl- 
ing silver serves two, is 6° tall, retails at $60. When in 
use the unit divides into a teapot, creamer, and sugar bowl. 
From Associated Silversmiths, Inc., 500 Fifth Ave., N. Y. C. 


5. Tank arm hurricane lamp in lacquered solid brass, with 
glass shade in colors or in white; 19!/." in height, retails 
at $21.50. From Warshaw Laurence, Inc., 225 5th Ave., N. Y. 


6. Greenleaf vase mat in forest green synthetic rubber, 12" 
in diameter. Protects furniture from damage. Cost, $1.25. 
From John P. Gleason, 627 N. LaPeer Drive, Los Angeles, Cal. 
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GOLD-UN-CAYSTAL 





OILVER CITY'S 


NEW WINNER FOR QUALITY SALES 





Eye appeal, price appeal, quality—the three factors which sum 
up to “Buy Appeal” wherever this outstanding Silver City line is 
shown. 


Each piece is exquisitely worked in 24 karat gold on gleaming 
crystal with the fine quality details which have made Silver City 
Sterling-on-Crystal a constant best seller in stores throughout the 
nation. 


Yet Silver City’s Gold-on-Crystal line is so reasonably priced it 
appeals to the budget minded qs well as the discerning. 


The line is very complete including bowls, candle sticks, compotes, 
sugars and creamers, sandwich plates, relishes, bon bons, vases, 
etc. Decoration is Queens Rose. Write today for folder. 


SILVER GITY GLASS COMPANY 


MERIDEN, CONNECTICUT 
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|. “The Stallion" by Royal Vienna Augarten—a masterpiece 
in porcelain which is part of a series of figurines, vases, cig- 
arette sets, and dinnerware from this factory, distributed 
by the Hudson Commercial Co., Inc., 115 W. 23rd St., N. Y. 


2. Wide-flared fruit bowl in Killarney green with crystal 
glass feet; is 12" in diameter. It is part of a comprehen- 
sive line of decorative pieces and stemware in Tiffin crys- 
tal and green, from the United States Glass Co., Tiffin, O. 


3. Sterling silver table lighter in "Kent" design made with 
Evans removable automatic silverplated unit—$1!7.50 retail. 
Made by Hallmark Silversmiths, Inc., 362 5th Ave., New York. 


4. Sprays of spring flowers in soft colors against an ivory 
shoulder and white center make up this Rosalinde pattern on 
the Ile de France shape, finished with touches of fine gold. 
From Theodore Haviland & Co., Inc., 26 W. 23rd St., N. Y. 


5. Copper mugs, plain or engraved with various sportsmen 
figures. They hold 12 ounces and are liquor proof and may 
be retailed for $20.40 a dozen. There are matching serving 
trays. From Murray Kreiss & Co., 708 S. Los Angeles St., L. A. 


6. One from a series of eight richly decorated teacups and 
saucers in Aynsley bone china from England, hand-painted 


and finished with gold. From Fisher, Bruce & Co., Philadelphia. 
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Knight Silversmiths 


Fifth Ave. —New York 
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1. Dinnerware pattern in Regal Vellum ware done in pastel 
colors—pink dogwood against a pale gray background. Prompt 
delivery from Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


2. Three-part candy box in Gold Lace pattern on the Baroque 
shape, etched with all-over floral, finished with gold bands. 
Retail $6.50. From Fostoria Glass Co., Moundsville, W. Va. 


3. This is one from a group of new shapes and decorations 
in Karhula hand-engraved glass vases from Finland, made in 
crystal, smoke, and straw color; 6!/2" in height, retail $9. 
From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 


4. Cock-a-Doodle-Do—rooster bottle-stopper in chrome, ad- 
justable to any size bottle. In acetate box, they may re- 


tail at $1.80 each. From Sun Glo Studios, 225 5th Ave., N. Y. 


5. "Famille Rose" is the name of this Spode bone china de- 
sign—typically Chinese in character, handpainted in rich 
colors. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


6. Punch set in Buenilum—polished aluminum—consists of 
14" bowl, 21" platter, 11" ladle and 12 5-o0z. glass cups; 
retail $55. From Breslauer-Underberg, 225 5th Ave., N. Y. 
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Ready for your selection...exciting new items...complete lines. A most comprehen- &85 

sive presentation of Gift and Art, China, Glass and Decorative Home Accessories. Op, 
You really cover the market at "225". Y The 225 Fifth Avenue Association, in &y 
cooperation with the building management, offers every facility to make your 

Fall buying trip pleasant and profitable. Y Consult with the specially trained 

staff of Buyers’ Information and Lounge, Room 727, and save time and effort. 








LA 


Write for the new edition 
of the “225” Directory 
Cross & Brown Company 
225 Fifth Ave., N.Y C 
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= Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


COPE!.AND 


bi 
iSPODE) 


Fine English Earthenware 


Lowestoft Stone Ching 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


e 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 





























This engraved shield available in complete line 


Retail $18.00 per doz. (Keystone) 
BROCHURE ON REQUEST 


— Hope Glass Works— 


ESTABLISHED 1872 


Fine Cut and Engraved Crystal 


East Providence e Rhode Island 
























by MADELINE LOVE 


Y the time this is being read, the march of the gift 
shows will be well under way and some idea of 
the buying trend will be crystallizing. But at the moment, 
no one knows and everybody is wondering just what 
kind of merchandise, and how much, you will be want. 
ing for the fall and holiday business. Trade shows jp 
other home furnishings fields held so far this summer 
differ so widely in buyer response that they cannot be 
used as a guidepost in our industry. In some lines, only 
the low-price merchandise has been in demand; in 
others, the price angle has not been so strong a factor, 
And speaking of prices—the jeweler these days seems 
to be a more far-seeing merchant than the department 
store buyer. He is not, at least, falling into the error of 
offering at reduced prices wares whose cost is, or may be, 
going higher within a short time. For instance, it is 
certain that some, if not all, of the glassware manu- 
facturers are going to be forced to meet wage rises with 
a price rise soon. Yet there are department stores which 
are asking “specials” of the manufacturers so that they 
may conduct “reduced price” sales. In other words, they 
want to offer to their customers, at a price lower than its 
present level, an item which will be going even higher in 
a month or two. Can you think of anything more certain 
to spoil future sales of that item? 

One wonders what effect the recent raising of the 
duty-free exemption for tourists will have on the gift- 
ware business. When Congress told the tourist, a short 
while back, that in adidtion to his $100-a-month duty 
exemption on marchandise bought abroad, he could have 
a $300-every-six-months exemption, it opened the way 
to various interesting possibilities for the racket-minded 
citizen. To be sure, he must have been out of the country 
for a period of 12 days before he can get his $300 
exemption, and he is liable to a payment of double duty 
if he sells the merchandise in this country within three 
years. But it isn’t going to be too easy to keep check on 
the ultimate disposal of the merchandise brought in 
under the new ruling — not in a country as big as this. 

Incidentally, the different angles presented by the pro- 
vision were discussed by Robert Martin, executive secre- 
tary of the Vitrified China Association, at the meeting of 
the China, Glass and Pottery Association of New York, 
held July 13 at the Hotel McAlpin. 


Sidney E. Thompson and his son, George Thompson, 
returned in mid-July from England where they had 
spent two months visiting the Spode pottery and _ the 
Brierly glass factory which they represent on this side of 
the Atlantic. 


Carlton L. Nelson, long a familiar figure in the china 
and glassware field and most recently market representa- 
tive in that field for the Associated Merchandising Corp., 
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has joined the giftware firm of — arter, — 
Inc., of New York. Mr. Nelson will serve as genera 


sompany. 
manager of the company 


Josiah Wedgwood & Sons, Inc., have moved their 
offices from 162 Fifth Avenue, New York, to 24 East 
54th Street, where they will occupy the entire building 
with the exception of a small first-floor store. A complete 
redecoration program is under way now, and it is ex- 
pected that the showrooms will be ready for opening in 
late August or early September. 


Marvy Schermerhorn, giftware wholesaler, has been 
made eastern representative for the Rookwood Pottery 
of Cincinnati, Ohio, one of the country’s oldest sources 
of decorative ceramics. The ware is on display in the 
Schermerhorn showrooms at 225 Fifth Avenue, New 


York. 
J. W. Robbins Co., of New York and Attleboro, Mass., 


has appointed Mrs. Winifred F. Berne as representative 
for the Midwest territory. She will carry the company’s 
line of sterling table accessories and the new line of ster- 
ling items for babies. 


Jonathan Higgins, of Midhurst Importing Corp., New 
York, has announced that by the first of August the com- 
pany’s English lines, Booth’s dinnerware and Colclough 
bone china teaware, on display in Room 15-133 in the 
Chicago Merchandise Mart. The display will be ready in 
time for Chicago Gift Show. 


The lamp division of Goldcrest Ceramics Corp., went 
out of existence on June 1, and the factory will now make 
a selected group of figurines exclusively for Abels, Was- 
serberg and Co., for mounting into lamps. 


Permanent showrooms have been opened in Room 
1232 of Chicago’s Merchandise Mart by the Nancy 
China, Inc. The ware is shown in New York in the dis- 
play rooms of Jess Abrams, 225 Fifth avenue. 


R. F. Brodegaard & Co., Inc., New York import house, 
has taken on another Swedish line—the art glass made 
by Strombergshyttan. The line, which includes vases, 
bowls, and smokers’ accessories, will be on display at the 


Chicago and New York gift shows. 


Lenart Import, Ltd., of New York, is now showing the 
complete line of Whitefriars Glass, from the James Powell 
& Sons factory in England, for the first time since the 
war. An exhibition in various cities in the United States 
is being planned, one piece shown being a duplicate of 
the bowl given to Princess Elizabeth as a wedding gift. 


Libbey Glass, of Toledo, O., has made a 20-minute 
sound-and-color film called “It’s a Gift,”’ which was re- 
leased July 1 for use in the stores as a sales training aid. 
In addition to Technical information, the film shows the 
glass in use in table settings. 


R. H. Mottahedeh, of Mottahedeh & Sons, New York, 
has left for a buying trip in Europe, while Mrs. Motta- 
hedeh has just returned from a three weeks’ trip to Italy. 
Both have been selecting new merchandise for the fall 
season. 
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on Bethwood Royal China’ Lamps 
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Adver tised —in 9 top national magazines! 




























Seen — by more than 82 million people! 





Wanted — demand was greater than supply! 







| Now they're back... more of them than ever! | 


HAHVEL 


The demand for these famous Harvel feature watches 
emptied dealer shelves in a hurry! We have successfully 
arranged with our Swiss sources for an ever-increasing 
supply. That’s why DATE-O-GRAPH and SELF-O-MATIC will 
continue to be nationally advertised in leading publica- 
tions . . . will continue to create a demand that means 
profit for you. 


Each watch retails at $55 (tax included). Plan now to 
tie in with Harvel DATE-O-GRAPH and SELF-O-MATIC pro- 
motions in the September and October issues of 9 top na- 
tional magazines... make all gift occasions the right time 
for Harvel—and for you! 


HARVEL DATE-O-GRAPH, accurate to the split second, 


tells day of week, exact date and month as well as date of days past and 
days to come. Famous Multi-Guard features protect against moisture, shock, 
dust, magnetism. 


HARVEL SELF-O-MATIC, famous for accuracy, is the 


watch that needs no winding. Put it on and forget about it. The motion of 
your wrist winds it automatically. 












Both watches, 17 jewel, all-steel cases, unbreakable crystals, 
radium dials and equipped with Harvel Multi-Guard features. 
*Only Harvel makes the Date-O-Graph and Self-O-Matic watches. 


HARVEL WATCH COMPANY 


ROCKEFELLER CENTER, NEW YORK 20, N. Y. 
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Jewelers Who Took Part 
In JIC Silver Parade 
Report Rise In Sales 


Increased store traffic—an increase in 
new customers—more people looking over 
flatware patterns—and increases in sales 
of silverware are the major results re- 
ported by retail jewelry stores throughout 
the country as a result of their participa- 
tion in “The 1948 Silver Parade”—the 
industry-wide promotion of silverware to 
the public coordinated through the Jewelry 
Industry Council. 

A tabulation from questionnaires sent 
in by 1,015 retail jewelers in all parts 
of the country showed that 341 jewelry 
stores, or 33.6 per cent, reported increased 
store trafic; 336, or 33 per cent, an in- 
crease in new customers; 696, or 68.6 
per cent, reported more people looking 
over jeweler’s flaatware patterns, and 541, 
or 53.3 per cent, reported increases in 
sales. 

These reported results were only for the 
two weeks of the promotion. In addition, 
probably as a logical result of the large 
percentage increase of people reported 
looking over flatware patterns during the 
Silver Parade, some jewelry stores men- 
tion favorable sales results following the 
two weeks of the promotion. 

These reported results, it should also 
be noted, represent the sales performance 
of only those retail jewelers who filled 
out and sent in their questionnaires. Ex- 
actly how many other retailers participated 
in this promotional drive is not known. 
However, it is safe to estimate, since 
1,015 filled out questionnaires, that a 
very large number of retail jewelers, 
throughout the country, took part in the 
promotion in some degree. 

Of the total of 541 retail jewelers re- 
porting sales increase, 400 gave estimates 
of sales increase in the questionnaire re- 
plies. These estimated percentage increases 
ranged from one per cent to 300 per 
cent. The average was 22.1 per cent. 

All but 65 of the 1,015 retailers’ who 
answered questionnaires gave definite in- 
formation on the advertising mediums they 
used to promote the campaign. A total of 
754 used newspapers either alone or in 
various combinations with other mediums. 
Seven retailers used only newspapers, 286 
used radio alone or in combinations with 
other mediums, and only two used radio 
alone. Window displays were used by 928 

(Please turn to page 348) 
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Watchmaking School In N. Y. Fights VA 
Concerning New Regulations On Tuition 


School Files Complaint Against Veterans Administration 
Charging New Rules Are an Invasion of State’s Rights; 
Court Restrains VA From Withholding Tuition Payments 


A New York watchmaking school—the 
Metropolitan Training Center—is seeking 
a permanent injunction in Federal Dis- 
trict Court, Washington, to prevent the 
Veterans Administration from enforcing 
its new regulations requiring privately- 
owned trade schools to negotiate con- 
tracts with the VA and charge tuition 
rates determined by a VA formula. 

As mentioned elsewhere in this issue, 
in the past the Veterans Administration 
has paid veterans’ tuition in private trade 
schools as long as the schools were (a) 
approved by state educational or licensing 
boards, and (b) charging no more ‘ee 
$500 annually for a full-time vocational 
course. This was done in accordance with 
provisions of Public Law 346 (the so- 
called “G.I. Bill of Rights’). 

Recently, however, the Veterans Admin- 
istration announced that as of July 1, it 
would make payments for tuition only to 
schools which had negotiated a contract 
with the VA, regardless of the amount 
of tuition charged. Tuition rates, the VA 
announced, would not exceed charges 
“determined by VA to be fair and reason- 
able. The rates will include a maximum 
allowance of 10 per cent for profit.” It 
was added that the new contract re. 
quirements affected only two types ol 
schools enrelling mostly veterans: (1) 
schools established since passage of the 
“G.I. Bill” and (2) schools whose charges 
increased materially since the “G.I. Bill” 
went into operation. 


SCHOOL FILES BRIEF IN JUNE 

The Metropolitan Training Center in 
New York (established after the “G.I. 
Bill” went into effect), filed, on June 28, 
a complaint against the VA. At a hearing 
held the following day before Justice T. 
Alan Goldsborough, VA attorneys failed 
to appear. After reading the complaint 
filed by Metropolitan Training Center, 
Judge Goldsborough then issued a re- 
straining order, prohibiting the Veterans 
Administration from enforcing any of the 
new regulations in connection with any 
private trade schools, until July 8th when 
a hearing was scheduled. 








' 


On July 8th, at the hearing, both sides 
presented oral agrument. Judge Golds- 
borough then continued the restraining 
order against the VA until a subsequent 
hearing, scheduled for July 13th. 

On July 13th, after further argument, 
from both sides, Judge Goldsborough con- 
tinued the restraining order until July 
20th, modifying it, however, to apply 
only to those sections affecting the Metro- 
politan Training Center, and restraining 
the VA from withholding tuition payments 
only from that school. 


BASE CASE ON TWO ARGUMENTS 

Metropolitan Training Center’s case is 
based, primarily, upon two arguments: 

(1) That the new VA regulations are 
illegal insofar as they conflict with pro- 
visions of Public Law 346, and 

(2) That the regulations are an in- 
vasion of state’s rights, insofar as Metro- 
politan Training Center’s curriculum and 
tuition fees have been approved by the 
New York state educational authorities. 

The Veterans Administration justifies 
the regulations in question by stating: 

“Since the beginning of the GI educa- 
tion and training program on June 22, 
1944, a large number of new profit schools 
were established. Enrollments in many 
of these schools consisted mainly of vet- 
erans. During the same period, other 
longer established schools, with predom- 
inantly veteran enrollments, increased their 
charges. 

“VA had little control over the tuition 
rates charged by these schools. No cus- 
tomary charges existed on which fair and 
reasonable tuition could be determined. 
As a result, some of the schools set ex- 
cessive rates for the instruction offered the 
veterans.” 

One of Metropolitan Training Center’s 
arguments, as advanced in the original 
complaint, is that the institution’s financial 
structure would be imperiled if the VA 
were allowed to withhold tuition payments 
until a contract had been negotiated. It 
was pointed out that the school’s enroll- 
ment is predominantly veteran and, if this 

(Please turn to page 349) 
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Morey Succeeds Nooyen As UHAA President 





Officers and executive board members of the United Horological Association of America 

elected at the annual convention of that organization are pictured above. They are, seated 

left to right: G. Y. Swartzendruber, Cedar Rapids, lowa, vice president; F. A. Morey, 

Cleveland, Ohio president, and Orville R. Hagans, Denver, Colo., executive secretary- 

treasurer. Standing: John J. Nooyen, Encinitas, Calif., chairman of the executive board, 

and Leslie E. Dewey, Minneapolis, Minn., Carl Hurst, Oklahoma City, Okla., and D. G. 
Underwood, were elected members of the executive board. 


F. A. Morey of Cleveland, Ohio, was 
elected president of the United Horological 
Association of America at the annual con- 
vention of that organization held on June 
17 through 20 at the Lord Baltimore Hotel, 
Baltimore, Md. He succeeds John J. Noo- 


yen of Encinitas, Calif. 


Other officers elected at the business 
session included: G. Y. Swartzendruber, 
Cedar Rapids, Iowa, vice president, and 
Orville R. Hagans, Denver, Colo., execu- 
tive secretary-treasurer. Named to the ex- 
ecutive board in addition to the above 
were: Leslie E. Dewey, Minneapolis, Minn.; 
John J. Nooyen, Encinitas, Calif.; Carl 
Hurst, Oklahoma City, Okla., and D. G. 
Underwood, Winston-Salem, N. C. W. D. 
Hebert was elected chairman of the Board 
of Trustees and William Ramisch, vice- 
chairman. 


PRESIDENT’S ANNUAL REPORT 


The convention got underway on Fri- 
day, June 18 with an address of welcome 
by E. L. “Bud” Seifred, president of the 
Horological Guild of Baltimore, followed 
by the annual report of the president who 
outlined his activities of the past year. 
He commented on the work and progress 
of the association during the 15 years, and 
listed its accomplishments and the work 
yet remaining to be done. President Noo- 
yen stated that “Anyone who will take the 
time to go over our record in the past 14 
years will marvel at what has been ac- 
complished with so little and by so few.” 
He urged the membership to continue to 
“Work for it and fight for it.” 

Vice President Fred A. Morey reported 
briefly on his activities during his year in 
office. These included trips to Milwaukee 
and Baltimore and service as a member 
of the Schools Accrediting Committee and 
Chairman of the Guild Program Com- 
mittee, 


B. W. Heald, UHAA legal advisor and 
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director of the UHAA Testing Laboratory 
and Examining Board, spoke briefly on the 
progress of the new proficiency examina- 
tion. 


Delegates from the various states re- 
ported on activities in their localities. E. 
Hamilton Pease, Providence, R. I., said that 
his state had become re-activated follow- 
ing the recent tri-state meeting in Wor- 
cester, Mass., after being recessed since 
1942. The state association had voted to 
re-afhliate with the national association. 
John De Vogel of Albany, N. Y., past vice 
president of the UHAA, announced that 
Connecticut also had voted to re-affiliate 
with the national association. 


Paul Tschudin, representative of the 
Watchmakers of Switzerland, outlined the 
Swiss watch repair parts program to be 
sponsored by the Watchmakers of Switz- 
erland. Briefly it will consist of: (1) Off- 
cial catalogue of parts identification; (2) 
Official package for genuine parts; (3) 
Official dictionary of watch parts termin- 
ology. The catalogue which will be ready 
for distribution early this Fall will consist 
of two parts. Part one will be devoted to 
Ebauches S.A. and part two to other makes. 
An extensive advertising campaign devoted 
to watch repair is also planned as part of 
the program, he stated. 


Louis Haimann, president of the New 
Jersey Retail Jewelers Association, was 
introduced and expressed his regrets con- 
cerning the action of the New Jersey 
Watchmakers Association in severing its 
affiliation with the national association. 
He stated that it is his belief that in time 
the membership and officers will reconsider 
their action and re-afhliate. 


RESOLUTIONS ADOPTED 


In resolutions adopted at the first busi- 
ness session, the United Horological As- 
sociation of America: 

Expressed regret at the passing of Eman- 









uel Seibel and the late Fred V. Cole, 
Editor of THe Jeweters C/rcuLar-Key- 


STONE; 

Provided for the ratification by at least 
two-thirds of the affiliated states any pro- 
posed change in the Constitution of the 
UHAA, which has as its purpose a change 
in dues, or which would exercise addi- 
tional control over duties or functions nor- 
mally exercised by the state associations; 

Resolved that the UHAA place itself on 
record as being opposed to the advertising 
of prices covering repairs to watch or clock 
movements of any kind; 

Provided that the chairman of the na- 
tional board of trustees become a member 
of the national executive board; 

Created a chairman of the executive 
board to be filled by the immediate past- 
president, and 

Provided for the election of convention 
delegates by the members-at-large. 

Saturday morning’s session was opened 
with a talk by Leon J. Engel of J. Engel 
& Co., Baltimore, Md., who delivered an 
interesting talk entitled “Cooperation Be- 
tween Jobbers and Watchmakers.” 

Julien Keilus, sales manager for Jac- 
ques Kreisler Co., in discussing the sub- 
ject “How to Put More Profit Into Your 
Watch Repair Department”, suggested the 
observance of a national watch repair 
week. A watch repair week was one of the 
original aims of the UHAA and the news 
that the Jacques Kreisler Co. is under- 
taking this promotion under the sponsor- 
ship of the UHAA and various other 
watch manufacturers and jewelry organi- 
zations was greeted with high enthusiasm. 

Orville Oestreich and G. Y. Swartzen- 
druber co-chaired a discussion on “Watch 
Repair Cost Analysis.” This discussion 
proved so spirited and interesting that it 
was found necessary to continue it the 
following day. 

The meeting closed with a film showing 
of the Elgin Dura Power Film. The af- 
ternoon was devoted to an excursion and 
sightseeing trip to Annapolis, Md., and 
luncheon and a visit at Carval Hall in the 
U. S. Naval Academy. Approximately 100 
delegates and their families joined in the 
excursion. 

At the final session on Sunday morning, 
an address was presented by Henry B. 
Fried, vice president of the New York 
State Watchmakers Association, who dis- 
cussed correct teaching methods. In his 
opinion much of the emphasis on horologi- 
cal schools and institutions is misplaced 
and more attention should be given to the 
correct teaching method. 





U. S. Males To Sparkle 
Like Indian Maharajahs 


“Every man a maharajah,” at least in 
one respect, is the professional credo of 
Byard F. Brogan, Philadelphia jewelry de- 
signer, who asserts that his ambition is 
confined to adorning American men with 
brilliant star sapphires and star ruby pal- 
ladium rings, “though they lack the In- 
dian princes’ fabulous fortunes.” 

To achieve his goal the designer uses 
synthetic star sapphires and rubies mount- 
ed in settings of palladium, the precious 
white platinum metal. 
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Rhodium Plating Becoming Increasingly Popular; 
Rare Metal Earns New Uses as a Surface Finish 


During the Industrial Finishing Exposi- 
tion, held in Atlantic City’s Municipal 
Auditorium, June 28 - July 1, Interna- 
tional Nickel’s exhibit included a diversi- 
fied collection of end products finished 
in rhodium. Classified as a “platinum- 
group” metal, rhodium possesses greater 
whiteness and reflectivity than its more 
abundant and better known sister metals, 
platinum and palladium. Since rhodium 
is chemically inert, extremely hard and 
heat-resistant, it is an ideal metal for sur- 
face finishing. Although rare and costly, 
the simplicity of plating operations, plus 
its ability to do the job with a remarkably 





thin deposit, brings unit costs into reason- 
able ranges. 

Heretofore confined to jewelry, in- 
strument reflectors and electronic applica- 
tions, the display in the INCO booth 
showed that rhodium-plating has entered 
new fields affecting our health, punctuality, 
entertainment, relaxation, investments, ap- 
pearance and prestige. 

Included in the exhibit were rhodium- 
plated watch movement parts, Hamilton 
Watch Company’s method of combatting 
condensation by changes in temperature 
and humidity; Alfred Dunhill’s Rollalite 
cigarette lighters and the new automatic 
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lighter produced by America 

Razor Co., Brooklyn, N. Y. , . aan 
dium-plated for wear and tarnish resist. 
ance. Gillette Safety Razor’s new Aristo. 
crat” model was on display .. . thodium 
finished for corrosion and wear resistance 
A white-gold filled expansion watch brace. 
let by Finesse Wristlet, Inc., New York 
was shown . . . rhodium plating furnish. 
ing a hard brilliant finish. A mirror with 
a rhodium reflective surface on the front 
of the glass, to eliminate double image 
and refraction errors, and rhodium plated 
copper wire for “catwhisker” contacts in 
electronic hookups were shown ... . these 
produced by Sigmund Cohn Mfg. Co, 
New York. 

A larger glass platter beautifully deco. 
rated with sterling silver and rhodium. 
plated to prevent tarnishing was seen. , . 
manufactured by National Silver Deposit 
Ware Co., New York. Heavy sterling silver 
identification bracelets were included. . . . 
rhodium-plated to resist tarnishing by Mil. 
glo Jewelry Co. of New York. A wide 
variety of ladies’ costume jewelry and 
men’s accessories in rhodium-plated ster]. 
ing silver created by Forstner Chain Co., 
Irvington, N. J. rounded out the exhibit. 

The platinum group metals . . . plat- 
inum, palladium, rhodium, ruthenium and 
iridium . . . are recovered as by-products 
during nickel and copper refining opera- 
tions of The International Nickel Com. 
pany of Canada, Limited. Hundreds of 
tons of Canadian ore are processed to ex- 
tract a single ounce of these rare metals, 





Joint Association Formed By 
Jobbers and Manufacturers 


Over 2,000 jobbers and manufacturers 
already have joined the Jobbers and 
Manufacturers’ Association, a new na- 
tional non-profit organization covering all 
branches of the two fields and all types 
of merchandise which can be wholesaled. 
James A. White, formerly head of the 
California Wholesale Co., of San Diego, 
Calif., and who was in the wholesale busi- 
ness for 1] years, is heading the organi- 
zation. 

Only manufacturers who have a strict 
wholesaling policy are eligible for mem- 
bership, according to Mr. White, who 
states, “The real purpose behind this or- 
ganization is to eliminate buying from 
manufacturers who sell to retailers large 
or small at the same prices as those to 
legitimate jobbers.” 

Manufacturers who are members will 
display a seal of approval on their in- 
voices, salesmen’s cards, and other printed 
matter so that jobbers will know a strict 
wholesale policy prevails on the manu- 
facturer’s products. 

A nation-wide camnaign is now in prog- 
ress to line up additional members. Other 
offices will be opened in Chicago and 
New York. Those wishing further infor- 
mation may write James A. White, at P.O. 
Box 1528, San Diego 12, Calif. 





Jewelry Store Changes Location 


The E. H. Kaniss Jewelry Co., formerly 
located at 11 Florida Arcade, are now lo- 
cated in a new, air-conditioned store at 
468 Central Ave. St. Petersburg, Fla. 
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Jewelry Plants in Rhode Island 
May Produce Sub-Contract Work 

By means of a program instituted by 
the Rhode Island Industrial Commission 
_in co-operation with the Rhode Island 
branch of the Department of Commerce 
—jewelry manufacturers of the area are 
hopeful of procuring sub-contract work 
that will help to keep their plants oper- 
ating evenly the year around. 

The Industrial Commission has invited 
all manufacturers to register any open 
plant space they happen to have. 

At the same time they are inviting 
contractors with sub-contract work that 
they desire to place to register with 


them also. 
Theirs will be the task of getting the 
contractor and sub-contractor together. 


The program has been under way about 
a month. It has evoked considerable in- 
terest among many segments of Rhode 
Island industry, but particularly in the 
jewelry field where there are many manu- 
facturers with one or two slack seasons 
a year. These jewelry makers have per- 
sonnel who are particularly skilled with 
their hands. It is expedient to keep such 
workers steadily employed rather than to 
lay them off in the dull seasons and run 
the risk of not getting them back when 
business picks up again. 

Such a procedure has been costly in 
the past. New help—even those who have 
worked in other jewelry factories—have 
had to go through a period of getting ac- 
quainted with their new jobs. During 
these periods there is necessarily con- 
siderable spoilage. 

As a result of these experiences there 
has been considerable interest in the “open 
plant capacity” program of the R.I. In- 
dustrial Commission. A number of jewelry 
firms have registered listing the amount 
of factory space available, the number and 
kinds of machinery and tools in place 
and a description of the type of worker 
available. 


Everett S. Woodmancy, executive secre- 
tary of the commission, reports that there 
are expectations of getting sub-contracts 
for several of those who have registered, 
and that a growing interest on the part 
of the contractors leads to the belief that 
the program will be exceedingly worth- 
while. 





Horologists of Washington, D. C. 
Attend Regular Monthly Meeting 


The Horological Guild of Greater Wash- 
ington, D. C., held its sixth monthly meet- 
ing on July 2nd. A program of questions 
and answers to cover all phases of watch 
and clock maintenance and repair was 
inaugurated at this meeting. Under this 
system members may submit their ques- 
tions openly, or they may be submitted 
anonymously by dropping them in the 
question box. Answers are given by vol- 
unteers from the floor. 

It is felt that the new program of ques- 
tions and answers will give various mem- 
bers of the Guild an opportunity to solve 
their difficult problems and to help the 
younger members who have not had the 
benefit of long years of experience. 
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Dupply problems got you all ab sea ? 





Air Express is the fastest service you 
can buy. Use it regularly to ship and 
receive supplies, equipment and parts. 
It solves your shortage problems in a 
matter of hours. 

Air Express shipments go on all 
flights of the Scheduled Airlines. 
There’s no waiting around with this 
speedy 24-hour service. Special pick- 
up and delivery is included at no extra 
cost, and Air Express rates are low. It 
pays to standardize on Air Express. 





Specity Air Express-Worlds Fastest Shipping Service 


e Low rates—special pick-up and delivery in principal U. S. towns and 
cities at no extra cost. 

® Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 


True case history: Dallas motor repair shop regularly gets supplies by 
Air Express. Keeps omy ong rolling. Typical shipment: 60-Ib. carton 
of rubber hose picked up in Indianapolis 5 p.m., delivered 9:30 a.m. 
following day. 777 miles, Air Express charge only $14.74. Any dis- 
tance similarly inexpensive. Phone Air Express Division, Railway 
Express Agency, for fast shipping action. 
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Rates include pick-up and delivery door 
to door in all principal towns and cities 









AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE u.s. 
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Announcement has been received from 
the Merchandising Advisory Committee to 
the Preparatory Commission for the In- 
ternational Refugee Organization, a 
United Nations Agency, that it will invite 
bids for a large quantity of diamonds 
during the week from August 30th to 
September 3rd, inclusive. The diamonds 
being offered are part of a vast quantity 
of valuable personal property taken by the 
Nazis from their victims and recovered 
by the Allied Armies in Germany and 
Austria. Under Article Eight of Part One 
of the Final Act of the Paris Conference 


| 
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United Nations Agency To Offer Diamonds For Sale; 
Entire Net Proceeds To Aid Victims of Nazi Action 


on Reparations and the Five Power Agree- 
ment of June 14, 1946, that portion of the 
recovered property which was not identi- 
fiable either as to individual ownership or 
national origin, was ordered transferred 
to the Preparatory Commission for the 
International Refugee Organization to be 
liquidated and the entire net proceeds 
used for the rehabilitation and resettlement 
of non-repatriable victims of Nazi action. 

Upon completion of the transfer of the 
property from the Armies to the PCIRO, 
it was shipped to the United States. To 
effect the liquidation, the Merchandising 
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Complete line of 14 kt. Ladies’ and Men’s Watch Cases—Watch Attachments 
Chokers—Siqnet Rings, etc. ASK FOR OUR LATEST FOLDER 


L. FRANKFURT CO. ° Jewelry Manufacturers ° 82 Bowery, New York 13, N. Y. 





Advisory Committee, a voluntary board 
composed of prominent merchandising ey 
ecutives, was established and the present 
sale is held by its direction. 

W. Hallam Tuck, Executive Secr 
of the PCIRO, has stated: 

“Our aim is to receive the highest Dos. 
sible proceeds from the sales, so that the 
maximum assistance may be extended to 
the greatest number of victims. Success. 
ful sale of this property will contribute 
materially to mitigate the suffering of jp. 


etary 


| nocent men, women and children.” 





LARGE VARIETY OFFERED 


Included in the sale will be approxi. 
mately 7,000 carats of stones consisting of 
solitaires, round diamonds, half-roynd 
diamonds, old-mine diamonds, single-cyt 
diamonds, and rose diamonds of all sizes 
and qualities. 

The property may be inspected, by ap. 
pointment only, at the Manhattan Head. 
quarters of the United Nations, 405 East 
42nd St., New York City. Appointments 
may be made by writing the Office of the 
Merchandising Advisory Committee to the 
PCIRO, 119 West 40th St., New York 18, 
N. Y. Copies of the public invitation to 
bid, the form of the bid to be used, and 
a detailed inventory of the merchandise 
to be sold, may also be obtained from the 
same source. 





Eastern Headquarters of GIA 
To Open in New York This Month 

Coinciding with the opening of the 
43rd annual convention and trade show of 
the American National Retail Jewelers 
Association at the Waldorf-Astoria in New 
York City on August 9, the Gemological 
Institute of America will open an Eastern 
Headquarters office at 5 East 47 St., New 
York, under the direction of Dr. Mark C. 
Bandy, GIA Director of Research. This 
will be the first time the Institute has had 
an Eastern Headquarters since the closing 
of the Boston office following the death 
of Dr. Edward Wigglesworth in the spring 
of 1945. 

Full educational facilities will be of: 
fered at the New York office, including 
supervised study by the day for those 
who wish it, or personal tutorship on 
an hourly basis. For those studying the 
daily schedule, time will be applicable as 
GIA Resident Course credit. Students 
working in the New York Headquarters 
will have access to all equipment and 
gemstones provided by the Institute. 

Dr. Brady who has been head of the 
Research Department of the GIA since 
last October and has headed the labora- 
tory in the Los Angeles office since that 
time will be assisted in New York by 
Robert Crowningshield of the regular GIA 
staff of instructors. 

Arrangements will be made to accommo- 
date those who may wish to extend their 
stay in New York and receive instruction 
immediately following the close of the 
ANRJA convention. All jewelers who will 
be in New York at that time are cordially 
invited to stop at 5 East 47 St. and meet 
Dr. Bandy and his associate, Bob Crown- 
ingshield. 
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Britain’s ‘‘New-Look’’ 
Hurts Jewelry Sales 


The “New Look” is having a disastrous 
effect on costume jewelry sales, London 
stores complain, and there is a great deal 
of anxiety in trade circles here as to the 
future trend of cheaper jewelry in Great 
Britain. There is still, naturally. a tre- 


mendous demand for stones and precious 


jeces. 
: But that has little to do with normal 


day-by-day sales over the jewelry counters, 
in the great mass of jewelry and depart- 
ment stores. There, demand has been pre- 
dominantly for costume pieces, and now, 
with the decline in sales, jewelers are 
naturally worried. Brighter prospect is 
offered by the greatly increased interest in 
pearls. 

Pearls are everywhere, and are not so 
expensive either. Pearls are used in 
brooches shaped to resemble clusters of 
fruit, also in ear rings, bracelets and 
necklaces. They are proving exceedingly 
popular now that the price of necklaces 
has been reduced. 

During the war years there was an ex- 
treme scarcity of pearls, but the supply 
from Czechoslovakia and other foreign 
countries is proving considerable, and the 
large shows in London all show important 
displays. Double strings of high quality 
pearls are as low as £3 and single 
strings 29s.6d. The price not so long ago 
was double that much. 


Members of Aerial Business Crew 
Save Time on Annual Stock-Taking 


Twenty members of a “flying inventory 
team” from the general offices of Helz- 
berg’s Diamond Shops at Kansas City re- 
cently chartered a Mid-Continent Airlines 
plane to conduct a whirlwind inventory 
at the Des Moines, Ia., Helzberg’s store. 
Time saved by the aerial business crew 
prompted plans for other charter trips to 
the Wichita, Kans., and Mason City, Ia., 
Helzberg stores. 

Arriving at the Des Moines airport Sat- 
urday afternoon, the group swung _ into 
action at the jewelry shop when the doors 
closed for business at 5:30 p.m. The gen- 
eral office detail worked until 1:00 p.m. 
Sunday, and was back on the job in Kansas 
City Monday morning. 

Reuel Foreman, in charge of the Kansas 
City clerical force, says the flying charter 
trip cut about a day and a half off the 
time consumed by annual stock-taking. 

He explains that the same group of 
workers has been taking inventory at 
Helzberg’s eight Midwest stores since 
1944, Although several of their trips have 
been made by air, the Des Moines flight 
was the first on which they could arrange 
their own schedules by having a chartered 
plane at their disposal. 


Moves Business to Honolulu 

Albert Nalick, owner of the Histocrest 
Jewelry Manufacturing Co. of Los Angeles, 
has moved his business and home to 
Honolulu, T. H., where he will continue 
to operate. 
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Choker necklaces in beads and _ pearis 
were worn at the London Spring fashion 
shows, but there was not any great dis- 
play of other jewelry in the large coutur- 
ier fashion houses. In this, London fol- 
lows France, but probably because the 
“New Look” requires special treatment 
as far as jewelry is concerned, and as it 
seems likely that Spring fashions worn 
by the mass of the public will adopt the 
“New Look” then jewelry will follow the 
lead of the couturier. 


The essentially-feminine clothes spell 
“low sales” for jewelry counters. Already 
many London stores report a dropping 
off in the selling of the popular costume 
jewelry. The reason of course, lies in the 
fact that when clothes had the “austerity” 
mark they had to be brightened up by a 
brave display of jewelry, but the frilly- 
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frothy creations scheduled for Spring re- 
quire very little, if any, jewelry. One 
London store reports that the flashy 
plastic jewelry popular a few months 
ago was being left on their hands. The 
jewelry of Grandma’s day, old-fashioned 
cameos, for example, are proving popular. 


It is because of this, and because of 
the high price at which modern jewelry 
has to be sold that London stores are dis- 
playing prominently notices stating “Sec- 
ond-hand Jewelry—Free of Purchase Tax.” 
Though articles in this are highly priced; 
the stores report that they find this 
jewelry more popular than much of the 
modern article carrying the high pur- 
chase tax. They find customers reluctant 
to pay the high price for purchase taxed 
goods, but not so reluctant to pay almost 
the same figure for a piece of old jewelry. 
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Which do you 
value most... 








or peace of mind? 


On your fire insurance, we 
can offer you both! We can 
give you the peace of mind 
that comes from solidly- 
backed insurance protection 
—plus a dividend saving you 
30% ! 

We will be glad to send you 
full information. No sales- 


man will call. 


National Jewelers Mutual 


Fire Insurance Company 


104 Wisconsin Ave., Neenah, Wis. 
Offices: New York & Chicago 
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Air Parcel Post Shipments Will Benefit Trade- 








New Service To Become Effective September Is¢ 


The Post Office Department is getting 
ready to go into the air parcel post busi- 
ness. 

The jewelry trade stands to benefit by 
this new service of Uncle Sam’s. Packages 
weighing from eight ounces to 70 pounds 
will be eligible for the air parcel service, 
subject to certain size limitations. 

Post Office officials hope to put the air 
service into effect by September 1. Legis- 
lation authorizing the Post Office Depart- 
ment to embark on this new business 
service was sponsored by Senator Langer, 
Republican, of North Dakota, and Repre- 
sentative Rees, Republican, of Kansas. 

Limitations specified by Congress state 
that packages accepted for air parcel post 
shipment must weigh more than eight 
ounces and not more than 70 pounds, and 
must measure no more than 100 inches in 
length and girth combined. 

Rates are based on the eight existing 
postal zones now in effect for fourth-class 
matter. The new rates are as follows: 

First or Second Zones—55 cents for the 
first pound, or fraction of a pound in ex- 
cess of eight ounces, plus four cents for 
each additional pound or fraction thereof. 

Third Zone—60 cents for the first pound, 
or fraction of a pound in excess of eight 
ounces, plus eight cents for each additional 
pound or fraction thereof. 

Fourth Zone—65 cents for the first 
pound, or fraction of a pound in excess of 
eight ounces, plus 14 cents for each addi- 
tional pound or fraction thereof. 

Fifth Zone—70 cents for the first pound, 
or fraction of a pound in excess of eight 
ounces, plus 24 cents for each additional 
pound or fraction thereof. 

Sixth Zone—75 cents for the first pound, 
or fraction of a pound in excess of eight 
ounces, plus 33 cents for each additional 
pound or fraction thereof. 

Seventh Zone—75 cents for the first 
pound, or fraction of a pound in excess of 
eight ounces, plus 45 cents for each addi- 
tional pound or fraction thereof. 

Eighth Zone—(for air parcel post pur- 
poses all post offices located in continental 
U. S. beyond the Seventh Zone) —80 cents 
for the first pound or fraction thereof over 
eight ounces, plus 65 cents for each addi- 
tional pound or fraction thereof. 

The Postmaster General is authorized 
under the new law to adjust rates and 
weight and size limitations from time to 
time as he sees fit. 


Chinese Inflation is Discussed 
At Meeting of California 24-K Club 
“An aggravated condition of inflation 
exists in China today. This is due to lack 
of all kinds of goods, a condition brought 
about by the past ten years of warfare,” 
declared Dr. Edward Chen, head of the 
Asiatic Department of the University of 
Southern California, during a frank dis- 
cussion of Chinese affairs before the 24 
Karat Club of Southern California. 
Continuing Dr. Chen said in part, “It 
is impossible to stop inflation in China as 
long as the civil war continues. The Com- 
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munists are doing everything in thei 
power to force inflation to even er. 
proportions, as it is to their advantage to 
disrupt the country as much as Possible 
Nobody in China can plan their busines 
or affairs, as nobody knows what Prices 
will prevail not only from day to day, by 
from hour to hour. 

“We in this country have no idea of 
what inflation really means. Before the 
war, rice cost $7.00 per picul or around 
100 pounds. Now the price is upwards of 
20 million Chinese dollars for the same 
amount. Over a broad picture, there js g 
bright aspect ahead, as China is slowly 
making progress under its year old cop. 
stitution. Its recorded history goes back 
over 4,000 years, so bear with the Chinese 
as they work themselves out of their pres. 
ent situation.” 





Georges Schaeren of Mido 
Returns to Switzerland 

Georges Schaeren, director of produc. 
tion of the Mido Watch Co., Switzerland, 
recently returned to that country after a 
six-month visit to America. 

While in the Western Hemisphere Mr. 
Schaeren travelled extensively through 
South America, surveying business condi- 
tions there. In New York, he visited with 
Louis Aisenstein & Bros., Inc., American 
distributors for Mido Multifort Superauto. 
matic watches. He also visited leading re. 
tail jewelers in the New York area. 
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ELGIN EXPLAINS BALANCE STAFF AND DOUBLE ROLLER 
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The new roller fits the new balance staff by friction only at the lower end of the roller. By 
driving the roller up against the lower face of the hub of the staff in a staking tool, the 
roller will locate itself and run true with the staff. This method is illustrated in the sketch 
above to the left. In fitting a new balance staff to a watch, the roller of the watch may be 
found to fit freely onto the new staff. This is because the roller had been staked onto its 
original staff and the hole slightly stretched. When this condition is encountered, it is 
suggested that the hole in the roller be slightly closed at the lower end with a round nose 
punch according to general watchmaking practice. This operation is illustrated in the sketch 
above to the right. 


Changes made by the Elgin National 
Watch Company in the method of fitting 
the double roller to the balance staff in a 
watch movement have simplified this op- 
eration for the watchmaker according to 
D. W. Leverenz, Elgin’s Chief Watch 


Engineer. 











Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes. Ear- 

rings, Cuff Links and Studs to match. 
Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
Manufacturers 
64 West 48th Street 
New York 
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“Under this method, inaugurated several 
years ago, we have made hundreds of 
thousands of these new staffs and rollers 
and have experienced excellent results,” 
Leverenz said recently. 


He pointed out that the change in the 
method of fitting the roller to the balance 
staff was done for two reasons: 

(1) To make it easier for the watch- 
maker to remove and restake the 
roller to a new staff. 

(2) To improve the true of the roller 
on the staff. 

“With the old type staff and roller, the 
tapered hole in the roller had to fit the 
tapered staff. If one taper or the other 
was off by a fraction of a degree, the 
roller fit the staff at either the top or the 
bottom,” Leverenz said. 

“By this method it as difficult to control 
the true of the roller. In many cases, the 
roller would fit too tightly and would 
bend the staff. Then again a roller would 
fit so tightly that a watchmaker would 
have trouble removing it,” Leverenz stated. 

Explaining the new method of fitting, 
Leverenz said that the roller is friction fit 
only at the lower end. “By driving the 
roller up against the hub of the staff, it 
will run true with the staff,” he said. 

“On rare occasions if you find a roller 
that fits a staff with less friction than it 
should, close the hole slightly in the roller 
at the lower end in accord with good 
watchmaking practice.” 

Commenting on the new method, Lever- 
enz said, “Here at Elgin we are proud of 
this development, and after the watch- 
makers in the trade learn and understand 
it, we feel that they will agree that it is a 
definite improvement.” 


Charles Wray, who recently completed 
completed two and one half years of 
training as a watchmaker, has opened a 
jewelry store in Moberly, Mo. 
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Officers and executive board members of the National Association of Horological Schook 
for the year 1949 are as follows: Seated, left to right: Orville R. Hagans, executive Secretary: 
A. F. McGhee, vice president, and Tod New, president. Standing: William O. Smith, mem. 
ber executive board; Arthur T. Johnson, treasurer, and Paul Leeds, member executive board 


Approximately 70 delegates representing 
35 watchmaking schools were in attend- 
ance at the third annual meeting of the 
National Association of Horological Schools 
which convened on June 17th at the Lord 
Baltimore Hotel, Baltimore, Md. 


In the absence of NAHS president Wil- 
liam O. Smith, vice president Tod New 
acted as chairman. Paul Leeds, Chicago 
Institute of Watchmaking served as record- 
ing secretary. 

Orville R. Hagans, executive secretary of 
the NAHS, in his annual report, high- 
lighted the year’s activities as follows: 


President Smith attended the organiza- 
tion meeting of the Federation of Private 
School Association, which was held in 
Washington, D. C., March 20th, and upon 
his recommendation the NAHS established 
membership in this Federation. - 


At the request of the NAHS at the last 
convention, the United Horological As- 
sociation of America set up a certification 
program. Mr. Hagans said that 11 schools 
in the country have been set up to re- 
quire this examination as a part of the 
qualification for graduation from the in- 
stitution. Additional moves in this direc- 
tion are under way, he stated. 

Mr. Hagans reported that he had visited 
Chicago, Pittsburgh, Philadelphia, Wash- 
ington, Balitmore and New Orleans at 
the request of schools in these cities for 
the purpose of giving advice and other 
help. He also pointed out that information 
had been supplied to schools and govern- 
ment agencies in Canada, Mexico and 
Australia. 

Officers elected at the meeting included: 
Tod New of the American Academy of 
Horology, Denver, Colo., president; A. F. 
McGhee of the New Jersey School of 
Watchmaking, Jersey City, N. J., vice 
president; Arthur T. Johnson of the Phila- 
delphia College of Horology, Philadelphia, 
Pa., treasurer; and Orville R. Hagans, 
American Academy of Horology of Denver, 
was unanimously elected secretary. 

Board members for the coming year are 





Paul Leeds of the Chicago Institute of 
Watchmaking; Forrest Osborne, Southern 
College of Watchmaking, and William 0. 
Smith, Western Pennsylvania Horological 
Institute. These officers were also elected 
unanimously. 

Paul Leeds offered a resolution that the 
NAHS draft a code of ethics for watch. 
making schools. This was brought to 
decision on the motion of George Gruen 
and seconded by C. C. Holt, after con. 
siderable discussion. The resolution was 
passed and a committee, headed by Paul 
Leeds and composed of George Baronian 
and C. O. Kneeburg was appointed. Frank 
Foegler moved that a committee be ap. 
pointed to take a census of the country’s 
watchmaking schools’ enrollment covering 
the period of January Ist to June Ist, 
1948. This was also passed and Mr. Foegler 
was appointed to head this committee. A. 
F. McGhee and George Gruen were ap- 
pointed to serve with him. 

The third annual banquet of the NAHS 
was held in the Calvert ballroom of the 
Lord Baltimore Hotel on the evening of 
June 17th, and was highlighted by an 
address by Wayne Weisbaur, secretary 
of the American Training Society, Wash- 
ington, D. C. 





Ontario Jewelers Elect Officers 

The following officers were elected at 
the Ontario Jewelers Association’s annuil 
convention held on June 23rd at the Gen- 
eral Brock Hotel, Niagara Falls, Ont. 

President, John J. Jones, Cornwall, 
Ont.; vice president, Ian MacKenzie, Tor 
onto; secretary, Albert Hindle, Toronto; 
regional directors, J. Amell, Toronto; 6. 
Atkinson, Port Arthur; L. Baker, Ottawa; 
E. Brill, Guelph; F. Gallster, Toronto; L, 
Halperin, Timmins; W. J. Jeffries, Peter 
borough; E. Johnston, London; F. Kir 
near, Kingston; N. Patterson, Sault Ste. 


Marie; C. E. Pleasance, Windsor; F. 5. 


Starkman, Sarnia; J. F. Waterhouse, 


Chatham; L. Woodley, Hamilton; L 
Young, Brantford. 
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B. D’Elia &Son, importers of cultured 
pearls, formerly located at 303 Fifth Ave., 
New York, are now situated in new and 
attractive quarters at 665 Fifth Ave. 

Bernard Rice’s Sons, Inc., manufacturers 
of silver-plated hollowware, 325 Fifth Ave., 
New York, announced the appointment of 
Robert G. Downs, as sales representative. 

Maxwell R. Maybaum of Maybaum 
Brothers, Inc., importers of diamonds, 
pearls, and precious gems, 48 West 48th 
St. New York, left for Europe on a buy- 
ing trip and will visit the European 
diamond markets in Antwerp, Amsterdam, 
London, and Paris. 

The Gura Designing Co. announced the 
removal of their offices to larger quarters 
at 542 Fifth Ave., New York. The firm 
was formerly located at 74 West 46 St. 

Schenck & Van Haelen, diamond cut- 
ters, 228 East 45th St., New York, an- 
nounced the retirement of John B. Van 
Haelen from the firm after 52 years of 
service. 

Miss Jean Gerbitz, daughter of Mr. and 
Mrs. Samuel Gerbitz, jeweler located at 
739 Lydig Ave., Bronx, N. Y., sailed on 
July 1st for an 11 weeks tour of France, 
Belgium, The Netherlands, and Luxem- 
bourg. She will visit the industrial plants 
of the jewelry industry in each of the 
above countries in the interest of her 
father’s business. 





YEW YORK 


q Black, Starr & Gorham, Inc., have pur- 
chased the six-story and basement build- 
ing which they have occupied under lease 
since 1912 at 592-594 Fifth Ave., south- 
west corner of 48th St., New York. In 
Italian Renaissance style, the building was 
designed by Carrere & Hastings. The 
structure is on a plot 100x125 and is 
assessed at $1,275,000, of which $1,100,000 
is land valuation. 

q Chas. Fidelman & Co., Inc., manufac- 
turers of rings and mountings, 38 West 
48th St., New York, announced the ap- 
pointment of Merrill Harris as sales rep- 
resentative. Mr. Harris, who will cover 
the Eastern territory for the firm, has 
been calling on the wholesale trade in that 
area for the past 15 years. He is also 
a representative for the Iskin Manufactur- 
ing Co. and the American Pearl Co. 

q Nicholas Jewelers has been opened in 
the Gardner Building, Utica, N. Y., by 
Nicholas Balzano who has been active in 
the jewelry business in Utica for several 
years. The new store specializes in made- 
to-order merchandise. 

q Nat Weisberg, head of Nat Weisberg, 
Inc., Buffalo jewelry chain, has purchased 
the four-story building at 360 Main St., 
Buffalo, now occupied by a Weisberg 
jewelry store. Mr. Weisberg plans to re- 
model the interior and use the second 
floor for merchandising. 





Receives Brand Names Award 

Mell Jewelers was awarded a Brand 
Names Foundation’s citation in the jewelry 
store division for a special window display 
during the retail window display contest 
highlighting the “Parade of Progress” 
brand educational program at White 
Plains, N.Y. Patterned along the lines 
of the “Greenfield Experiment”, this 
community-wide, 10-day program was 
sponsored by the Civic and Business Fed- 
eration, White Plains Chamber of Com- 
merce, in cooperation with the Brand 
Names Foundation, Inc. of New York, and 
was the second of a series of similar 
brand programs which are currently be- 
ing held in towns throughout the country. 

Designed to show how America’s famous 
“names” contribute to the well-being and 
high living standards of every group in 
the community, the White Plains “Pa- 
rade of Progress” included such diverse 
events as a fashion show, displays by 
civic and municipal agencies, orchestra 
and choral concerts, a 3-day consumers’ 
forum, a retail sales clerks school, a chil- 
dren’s paste-up book contest, displays by 
local industry in the downtown shops, an 
awards banquet, and the biggest parade 
in the town’s history. 

The White Plains “Parade of Progress” 
followed a two-day brand program held 
at Falmouth, Mass., and preceded a simi- 
lar 10-day program held at Stroudsburg, 
Pa. Other “Parades” are being planned by 
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local business leadership in New Bruns- 
wick, N. J.; Bristol, Conn.; Pueblo, Colo.; 
and 15 other communities throughout the 
country. 





Jewelry Crafts Association 
Makes Three Student Awards 


At the graduation exercises of the 
School of Industrial Arts, held on June 24, 
at the Washington Irving High School, 
New York, Henry L. Sperling presented 
the Jewelry Crafts Association medal to 
Salvatore La Rosa for excellence in the 
jewelry class. 

The Jewelry Crafts Association presented 
the Lt. Albert E. Verber Memorial Award, 
on June 24, at the graduation exercises of 
the George Westinghouse Vocational High 
School, Brooklyn, N. Y., to Wilfred S. 
Walker, for highest standing in the jew- 
elry department. 

The association also awarded a medal 
to Louis Martelli, at the graduation exer- 
cises of the Forest Hills High School, New 
York, for highest standing in the jewelry 
class. 





Chessman Heads Moore & Son 


Joseph J. Chessman, vice president of 
Moore & Son, Inc., manufacturing jewelers 
of Newark, N. J., since 1935, has been 
elected president of the corporation suc- 
ceeding Arthur H. Moore who retired on 
May 14th. 
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LOWER PRICES 
BETTER WORKMANSHIP 
QUICKER SERVICE 
i have REVISED WAYS AND MEANS enabling me 
to de your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% to 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 
M. J. STERN 
Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 


New Hampshire Jewelers Attend Convention 


Some of the jewelers and their guests who attended the 33rd annual convention of the 
New Hampshire Retail Jewelers Association, held on June 27 and 28, are pictured above, 
They are as follows: (1) Left to right around the table: Mrs. Vincent Chapman; Mrs. Philip 
Webber (Phil was absent at the moment—he's with Mahar & Engstrom Co., Boston); 
Vincent Chapman of the Jewelers Board of Trade, Providence; Mrs. Robert Brennan and 
Robert Brennan of the Speidel Corporation, Providence; Blaine Libbey of Milford, Mass. 
and Mrs. Libbey, and Norman Cushing of New York and Mrs. Cushing. (2) Left to right: 
Frank Silver of the Albert Walker Co., Providence; Mrs. Johnson and ‘Jockey'’ Johnson 
from Caribou, Maine; Cameron Burnap of Norling & Bloom Co., Boston, and Mrs. Burnap. 
Across the table: Joseph MacDonald and James Russell of the E. H. Saxton Co., Boston; 
Mrs. Thomae and Herbert Thomae of Attleboro, Mass. (3) Reading from left front and 
around the table to the right; Arthur Wright of the Mautner Co., and Mrs. Wright; John 
Lewis and Mrs. Lewis; Michael Mahar of Mahar & Engstrom, and Mrs Mahar. Across the 
table: Mrs. Alberta Burnham and Mrs. Charlotte Cousins, Boston: Bernie Smith of Smith & 
Zaff, Boston; Mrs. LeMay and Louis LeMay Brothers, Manchester, N. H., and Miss Anne 
Skillin of the LeMay store. 





The 33rd annual convention of the New 
Hampshire Retail Jewelers Association 
got off to a good start on Sunday, June 
27, opening day of a two-day session at 
the Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H. Registration was extra heavy. 
“Invocation” was by the Rev. William W. 
Lewis of Portsmouth, who spoke on the 
subject. “A Layman Looks at the Jewelry 
Industry.” Lazare Kaplan, cutter of the 
Jonker Diamond, spoke on “Diamonds” 
at dinner, and this was followed by a 
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concert and entertainment. During all 





meetings there was a liberal distribution 
of the many door prizes donated by scores 
of manufacturers, jobbers, and advertisers 
in the souvenir program. The business ses- 
sion on Monday was opened with invoca- 
tion by the Rev. Dr. Lewis, and greetings 
and a message from Albert E. Alie of 
Dover, N. H., President of the Associa- 
tion. Herman D. Page, Chairman of the 
International Membership Committee of 
the American Gem Society. spoke on “How 
the American Gem Society Can Increase 


Your Profits.” “The Jewelers’ Outlook for 
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1948” was discussed by Sam Mintz of 
New York City, and Robert Abbott, of 
Lowell, Mass., spoke on “The National 
\ssociation.” 

Monday afternoon was devoted to sports, 
golf, and games, with plenty of prizes for 





winners, and an opportunity for the 
golfers to hear from the famous golf ex- 
pert, Harold “Jug” McSpaden. Governor 
and Mrs. Charles M. Dale of New Hamp- 
shire were guests at the banquet, which 
was followed by an entertainment program. 





Officers of the New Hampshire Retail Jewelers Association shown at the annual convention 

of that organization, are, left to right: Mrs. Addie Fisk Goodell of Epping, N. H., immediate 

past president of the association; Albert E. Alie, Dover, N. H., president; Mrs. Majoric 
A. Noury, Manchester, N. H., secretary, and Louis LeMay, vice president. 





W. G. Stephenson Elected President 
Of Missouri Horological Association 


Members of the Horological Association 
of Missouri, at their annual convention 
held on May 23rd in Jefferson City, Mo., 
approved a measure to have copies of a 
proposed watchmaker licensing bill for the 
state printed and distributed. This action 
was taken after James Dale of Albany, 
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Mo., read a report on the progress of the 
proposed licensing bill. 

The convention featured addresses by 
Jack Keenan of the Hamilton Watch Co.; 
John M. Story of the Paulson Co., and Gus- 
tave Van Erp, founder and president of the 
Kansas City School of watchmaking. 

The association adopted a resolution at 
the close of the convention to have the 
by-laws of the association printed in a 
pocket size booklet for distribution to each 
member. It was also voted to have the new 
president of the association take action on 
incorporating the watchmaker’s guild. 

At the closing session officers and di- 
rectors were elected as follows: 


Walter G. 
Stephenson 


Walter G. Stephenson, St. Louis, was 
chosen president; Jim Dale, Albany, first 
vice president; Walter I. Betts, Independ- 
ence, second vice president; Clinton Holt, 
Jefferson City, third vice president; Victor 
Esser, Marshall, fourth vice president; 
Robert W. Pieschel, St. Louis, secretary, 
and George Strogher of Festus, treasurer. 

Directors chosen for the new year were: 
Frank Lamb, Columbia; Phil Short, Spring- 
field; Harley Wilhite, Jefferson City; 
George F. Scott, Sedalia; Claude West, 


Fulton; Charles Fluck, St. Louis; Dean 


Gibbs, Marshall, 
Stanberry. 


Coverdell, 


and Claire 





Fred White, shipper with Thomas Long 
Co., Boston, left for his annual vacation 


| —and came back married to Elsie Ander- 


son, 
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Jewelry Firm Enters Into Stipulation With FTC. 
Agree To Stop Using Certain Questionable Terms 


George P. Van Dyne, Maurice Van Dyne 
and A. Robert Van Dyne, co-partners trad- 
ing as Solid Gold Manufacturing Co. and 
House of Diamonds, 575 Fulton St., Brook- 
lyn, N. Y., entered into a stipulation with 
the Federal Trade Commission to discon- 
tinue certain representations in connection 
with the mail order sale of jewelry. 

Among the practices which the co-part- 
ners agree to stop are the following: 

Representing, contrary to fact, that they 
manufacture the jewelry they sell; rep- 
resenting as “diamonds” or as “genuine 
diamonds”, or as cut, polished, brilliant 
or faceted stones, any diamonds or insets 
in their rough or uncut state without 
clearly and conspicuously disclosing that 
such diamonds or insets are “roughs”’, un- 
cut and unpolished stones or chip diamonds, 
as the case may be; using any illustration 
exaggerating the size of jewelry insets with- 
out clearly and conspicuously stating either 
the number of times the illustrated insets 
are greater than the actual size or that 
they are enlarged to show detail; rep- 
resenting as “Guaranteed” or as “Guaran- 
teed Forever” any article not uncondition- 
ally guaranteed, unless a clear and con- 
spicuous disclosure is made of the limi- 
tations or the terms of the guarantee; or 
representing, contrary to fact, that their 
prices are lower than those charged else- 
where. 

The co-partners also agree to cease and 
desist from using the terms “24 K. gold 





plated” or “Gold plated” as descriptiy 
of articles of jewelry not having a i 
ing composed throughout of gold. The 
stipulation provides that if an article j, 
substantially plated or filled with an alloy 
containing gold, then the word “gold” 
may be used to describe or brand such 
plating or filling if it is immediately 
preceded by an appropriate quality mark 
clearly and correctly indicating its karat 
fineness, and also immediately followed 
by the word “plated” or “filled”, as the 
case may be. All such terms must be ip 
like lettering of equal size, according to 
the agreement. Another provision is tha 
if the covering of an article is not of such 
substantial thickness as properly to be 
described as gold plate or gold filled, byt 
is merely flashed or colored with gold. 
then the word “gold” may be used only 
if it is immediately followed in like letter. 
ing of equal size by the word “flashed” or 
“colored”. 

The agreement also calls for the dis. 
continuance of such terms as “Gold”, 
“Solid Gold” or “Rich Yellow Gold” as 
descriptive of articles of jewelry not com. 
posed throughout of gold of 24 karat 
fineness. If the metal portion of an article 
is composed throughout of gold less than 
24 karat fineness and the word “Gold” jis 
used, it must be immediately preceded or 
followed by an appropriate quality mark 
clearly and correctly indicating the karat 
fineness. 





London Letter 


Diamond men in the U. K. do not think 
that polished diamond prices will be af- 
fected by the new arrangement whereby 
Holland can now send polished stones to 
Britain without export obligations. The 
value of diamonds imported by the U. K. 
in this manner is offset by a quota allo- 
cated by the Dutch government to Dutch 
exporters. 

Gerald Stroud of Backes and Strauss of 
Holborn Viaduct, London, says that the 
diamond trade here generally is extremely 
pleased to welcome any lightening of the 
restrictions placed on the sale of loose 
diamonds, but that in view of the compara- 
tively small quantity of goods available on 
the Amsterdam market, and the high 
prices ruling there, it is not thought that 
it will make any substantial difference to 
the price of diamonds in Britain. 

From inquiries made the past week or 
so it seems that the total amount of the 
quota is small and, therefore, with the 
Belgian market still closed to the diamond 





importers it seems certain that demand 
will still far out-strip supply. This, lately, 
has continued to be very brisk for high 
color loose diamonds of all qualities both 
for home and markets abroad, and smalls 
and melees of all qualities are still almost 
non-existent here. 

Demand in the second-hand jewelry mar- 
ket has strengthened again and prices keep 
very firm. At a recent Christie’s sale that 
realized $160,000, a single-stone ring of 
more than 10 carats realized $36,000. The 
stone was cut in navette shape, the plain 
hoop being in platinum. A_ double-clip 
diamond brooch fetched $8,000 and two 
diamond rings sold for $13,800. A sap- 
phire and diamond brooch brought $5,000. 

Clocks and watches made from non- 
precious metals are included in the small 
range of articles that qualify for a cut in 
the British government purchase tax which 
will save the consumer approximately 50 
million dollars in a full year. The 50 per 
cent clock and watch tax concession will 
reduce the tax to 32 cents on every dollar 
instead of 64 cents. ’ 








NEW RETAIL ENTERPRISES 
Raitano’s Jewelry, 746 St. Helens Ave., Tacoma, Wash. 


Norvell’s Jewelry Shop, 1132 Broadway, Burlingame, Calif. 


Frank’s Jewelry, Main St., Golconda, IIl. 


Eckholm Jewelers, 897 So. Robert St., South St. Paul, Minn. 
Hall’s Jewelry Store, 712 Sixteenth St., Bedford, Ind. 

Pinard’s Jewelry Store, 620 Yosemite Ave., Oakdale, Calif. 
Brandehoff's Jewelry Store, 205 West Second St., Delphos, Ohio 
Finch Jewelry, Eighth and Rolla Sts., Rolla, Mo. 

Andrew’s Jewelry Store, 204 Davis St., Elkins, W. Va. 
Miller’s Jewelers, 771 Cumberland St., Lebanon, Pa. 
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Inspect Watchmaking School 





Pictured on a recent inspection tour of Western Pennsylvania Horologcial Institute, Pitts- 

burgh, Pa., are members of the inspecting party, school officials, and instructors. They are, 

eft to right: P. M. Fahrendorf, THE JEWELERS' CIRCULAR-KEYSTONE: Edward 

H. Sykes; William O. Smith, Sr., president of WPHI; Francis Bentley, Editor of NATIONAL 

JEWELER, and H. L. Evert. Seated is instructor Harold D. Craft. Back row, left to right 

are: Leo A. Plunkett; Dr. H. D. Maxwell; Charles Metal; Henry Peterson; Eugene R. Chisler; 
Richard W. Cooper, and William O Smith, Jr. 


front row, | 


Francis Bentley, Editor of National 
Jeweler, and P. M. Fahrendorf, President 
of THE JEWELERS CIRCULAR-KEYSTONE, 
spent a full day recently with William 
0. Smith, president of the Western Penn- 
sylvania Horologica] Institute, and _ his 
staf, in order to inspect the general set- 
up of the Institute, its educational facili- 
ties, functions, and activities. 

Both Mr. Bentley and Mr. Fahrendorf 
were tremendously impressed with the 
school from every angle—its equipment, 
studies and particularly so the earnestness 
and sincerity of the students— one class 
of which they had an opportunity of ad- 
dressing. 

Mr. Fahrendorf stated that a splendid 
job is being done by WPHI and that the 
jewelry industry will experience the bene- 
fit of increased watch repair business when 
these graduates move into circulation. 





President of California RJA 
Makes Committee Appointments 


In order to strengthen the organization 
of the California Retail Jewelers Associa- 
tion and prepare for increased activity, 
President Maurice Enguehard has _ ap- 
pointed the following committees: 

By-Laws: H. W. Ostermier, Chairman, 
Durward Howes III, Julius Loeb, Frank 
Stirling, Carl E. Schultz. 

Legislative: R. W. Rinehart, Chairman, 
Budd Rosenberg, Max Strasburg, Durward 
Howes II, Harold Barnard, Frank Stirling, 
P. H. Rowe. 

Taxation: I. Meyer, Chairman, Mark 
Rice, Pete Proctor, Harry Sherwood, AIl- 
bert Samuels. 

Finance and Advisory: Budd Rosenberg. 
Chairman, Julius Loeb. Mark Rice. John 
Ernsting, Durward Howes III, Walter 
Dorrer, Ralph Wilson, P. A. Rowe, J. J. 
Loretz. 

Publicity: Walter Dorrer, 
Jules Lindenbaum, William G. Stedman. 


Trade Practices: Julius Loeb, Chairman, 


Mark Rice, W. A. Bergquist, H. L. Wade, 
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Chairman, 





Walter Wickersham, Art 


Korsen. 


Allen, Joseph 





The Tuesday evening radio broadcasts 
of the New England Guild of the Ameri- 
can Gem Society, under the title, “The 
Romance of Gems.” have been shifted to 
Friday nights at 7 o’clock, and are still 
continuing over Station WVOM, Brook- 
line, Mass. 
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Dependable 
Power 
for Jewelers’ Lathes with 


RACINE-UNIVERSAL MOTOR 


THIS newest model RACINE-Universal Fractional 
Horsepower Reversible Motor provides always- 
reliable lathe power service. It's a 1/12 h.p. 
unit built to exacting precision standards for 
the watch-making industry and jewelers’ repair 
shops. Dynamically balanced armature .. . 
housing with durable, attractive crackle finish 
. - . amply wide base pedestal. Allen-Bradley 
foot rheostat gradually increases speeds to max- 
imum — 13,000 r.p.m, without load, 6,000 
r.p.m. with full load. 


Write today for full details. 


Canadian representative: Chas. A. Branston, Ltd. 
2508 Yonge Street, Toronto, Ontario, Canada. 


RACINE UNIVERSAL 


MOTOR CO. 


1637 GOOLD ST., DEPT. J8, RACINE, WIS. 














JEWELRY 


CASTING MACHINES 


Send for equipment and 
supply price lists. 


GOLD CASTING 
COSTUME JEWELRY 
WHITE METAL CASTING 
PLATINUM CASTING 


95 Bedford Street 
WaAtkins 4-8880 








OVENS ¢ FURNACES 
INVESTMENT ¢« WAX 
CRUCIBLES 
FLASKS ¢ SPRUE BASES 


CASTING 


Equipment and Supplies 


immediate. delivery 


MOLDING RUBBER 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


New York City 14 
Cable Address HOWDAH 








341 


















PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 
WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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FINE STERLING 
HOLLOWWARE 


and 


; Y Vv AUTHENTIC ANTIQUE 
€&D REPRODUCTIONS 
DIMES co 


RICHARD 


r2:- SIREEY 
BOSTON, MASS 

















‘ Sold only direct to Retailers 
WELLS MFG. CO., ATTLEBORO, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MEG. CO. 
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@ A change of playing days of the newly 
formed Boston Jewelers Soft Ball League, 
the advent of extremely hot weather, and 
eummer vacations—or a combination of 
all three — somehow served to “soften” 
the initial ardor of the various teams, and 
with Shreve, Crump & Low beating the 
Thomas Long team, 12-to-2, late in June, 
the “League” wound up its season, folded 
its tents, and quietly marched off to 
other interests. It was good while it lasted, 
though, say those who played and 
watched. 

q Daniel Coll of the Mahar & Engstrom 
Co. was married on June 27, and he and 
his bride enjoyed their honeymoon in 
Montreal and New York City. 

q Edward Pierce, formerly associated with 
the M. A. Noury jewelry store in Man- 
chester, N. H., recently purchased the 
Earl L. Lawrence store in Franklin, N. H.. 
and will operate there. 

q Summer vacations have been in_ full 
swing at all New England jewelry centers, 
with seashore, mountain, and resort areas 
answering the calls of one and _ all. 
Throughout many of the stores and of- 
fices, “Closed Saturday During July and 
August” signs were hung on doors as long 
week ends were enjoyed by workers. 

q Miss Bess Raymond of William J. Or- 
kin, Inc., 1003 Jewelers Building, was 
married on July 18 to Hyman Hershman. 
senior medical student, and after a honey- 
moon at York Beach returned to her posi- 
tion at Orkin’s. 

q Thirty years of “know how” enabled 
Nathaniel I. Goodman to put on a most 
elaborate formal opening at his newly 
decorated showrooms. 1006-7 Jewelers 
Building, on Monday, July 26. Alterations 
were completed for the opening, and many 
friends were on hand to do the occasion 
justice. 

q Officers and Directors of the Boston 
Jewelers Club were entertained aboard the 
cruiser Marilyn, owned by their fellow 
Director, Roy S. Brooks of the Mauran 
Watch Co., on July 13. Among those 
aboard were J. Gould Cook, President of 
the Club; Ellsworth Read, Secretary; and 
Directors Carl S. Lawton, Albert S. Mun- 
nis. Among other guests was Alfred Peter- 
son of Peterson Awning Co., Quincy, 
Mass. 

q Lee Wilkes of Lee’s Jewel Bar, Wor- 
cester, Mass., reports a call for a pair 
of diamond earrings with post .back for 
pierced ears—-the customer, of all things, 
being a five-year-old child! Does this in- 
dicate a return to some sort of “new look” 
or another? he wonders. 


q Oresto DelOrfano of Travis-Farber Co., 


— 





} 909 Jewelers Building, is spending his 
summer vacation at his new home on 
Nantasket Beach, where he is enjoying the 
ocean breezes. 

q Another home-builder on a beach is 





Herbert W. Stranger of the 3rd floor of 





























NEW ENGLAND 


the Washington Building. His new place at 
Truro, Cape Cod, is nearly completed, and 
Mr. and Mrs. Theodore Schwob of Schwob 
Watch Co., New York, spent the week end 
of July 9 to 12 with Herb and Ethel. 
Another scheduled week-ender with the 
Strangers is Don Reaves of the Smith. 
Patterson Co., who will extend the week 
end visit to a part of his vacation there. 
q Ida Alfano of the Herbert W. Stranger 
Co., Washington Building, will be mar. 
ried on August 7 to Clifford Young, and 
the couple will honeymoon in the “Show 
Me” State of Missouri. 

q Herbert A. Guiness of the Louis F, 
Guiness Co., Jewelers Building, spent two 
weeks of his vacation aboard a 39-foot 
sailboat cruising between Marblehead, 
Plymouth, and Provincetown, Mass. 

q Miss Maribeth Carboneau, daughter of 
Irving Carboneau of Massena and Ogdens- 
burg, N. Y., was married on June 27, and 
among those attending were Bella A. Glass 
and Tom Reilly, both of the Bella A. Glass 
Co.. 609 Jewelers. Building, Boston, and 
Myer Lippa of Burlington, Vt. 

q Smell of fresh paint recently permeated 
the M. S. Page Co. quarters in 508 Jewel- 
ers Building, as a bit of redecorating was 
under way. 

q Employees of the Katherine A. Murphy 
Co., including “Kay,” herself recently 
went those “Closed Saturday” signs one 
better as they locked the doors early and 
hung out the sign, “Closed—Too Hot!!! 
Much Too Hot!!” 

q “Al” Gates of Air King Products, Inc., 
Brooklyn, N. Y., is now calling on jewelry 
stores handling radios with a new line of 
television receivers in the New England 
and New York State area. 

q Two fall gift shows are scheduled for 
Boston, both Sept.. 13 to 17—one at the 
Parker House under the management of 
John Clabby, and the other at the Hotel 
Statler. George F. Little, Manager. 

q Miss Peggy Kirby, daughter of the late 
Edmund W. Kirby, 304 Jewelers Building, 
flew to Turkey on June 26 to visit her 
sister Fay who is teaching there in Istan- 
bul at the American Women’s College. 
q Several workers at Boston jewelry firms 
spent two weeks with the National Guard 


at Camp Edwards, Cape Cod. Among 
them were Fred Bartlett of the D. C. 
Percival Co., Jewelers Building; William 


O’Brien, office, and Edward Gallagher, 
watch sales, of the Smith-Patterson Co. 
q Among smaller jewelry stores closing 
down for annual vacations were those of 
the Taft Jewelry Store, Campello, Mass., 
and Mrs. F. N. Gassett, Bridgewater, 
Mass. 

q Boardman Chace of B. Aronson Son, 
Inc., Washington Building vacationed in 
Jackson, N. H., while Mr. Aronson headed 
for Rangeley Lakes, Maine. 

q Maurice Schuster, formerly with I. Al- 
berts’ Sons, Jewelers Building, has gone 
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into business for himself, handling loose 
diamonds, at 701 Jewelers Building. 

Alfred F. DeScenza of 609 Washington 
Building, has taken advantage of recently 
enlarged quarters by adding a line of 
Admiral television receivers. 

Harold B. Logan of 393 Washington 
St., Brighton, recently took over a second 
store, formerly owned by Carl O. Nelson, 
Newton Corner, Mass., and will operate 
both places. 

S Arnold Clark of 138 Washington St., 
Salem, Mass.. was married during the last 
week in June. 

q Car! A. Bessler, who formerly occupied 
quarters with the C. W. Somers Co.. 606 
Washington Building, has moved to 333 
Washington St., the Province Building, 
where he has taken over the business 
formerly run by R. T. Hewitson. The 
change was made on July 1. 

q Meanwhile, at the C. W. Somers Co., 
modernization and enlargement of 
quarters is under way, with new show- 
eases installed, and other improvements 
scheduled to make an early appearance. 

q Morris Lait of Style-Rite Novelty Co.. 
503 Jewelers Building, is recuperating at 
his home from a recent operation at the 
Massachusetts General Hospital. 

4 Harold Barris of 701 Washington Build- 
ing, was elected Associate Grand Patron 
of the Order of Eastern Star of Massa- 
chusetts recently. 

q The West Roxbury, Mass., store of Peter- 
son Associates was sold recently to Robert 
E. Haley, who will operate the place. 
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JEWEL-RE-CLEAN 


JEWEL-RE-CLEAN is a fast acting 
cleaner that does a thorough job 
with no effort. A small item that 
offers a great profit. Why not 
strengthen your sales force with 
this repeat sales product. Your 
customers will thank you for sug- 
gesting JEWEL-RE-CLEAN ... they 
will show their appreciation by 
sales in other departments. A 
fool-proof way of keeping your 
customers satisfied and making a 
profit at the same time. Read on 
for special offer. 


AT NO 
EXTRA 
CHARGE & 
Counter Display | tt 5 
with Each Dozen 2 
Jars AND 500 [RF 
Circulars Printed = ~~ 
with Your Name E 


with Each Gross 





No. 18Z503 
CE Om $ 3.00 
I SR $34.20 

CLEANS IN TWO QUICK 
OPERATIONS 


IMMERSE AND WIPE DRY 


That's all there is to it. Dip and dry te a 
beautiful lasting glow. Use brush if espe- 
cially dirty. 


C. & E. MARSHALL CO. 
Box 7737, Chicago 80 
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q Henry P. Farrington, engraver, who oc- 
cupied space with A. C. Jewett, 807 Wash- 
ington Building, has left those quarters, 
and the space will be let by Mr. Jewett. 


q The Cinderella Shop, formerly oper- 
ated by Mrs. Fred J. Mills at 346 Main 
St.. Hyannis, Mass., has moved to 57] 
Main St., where it is now run by Bernice 
H. Beach. 

q The Barry & Epstein “enlarged quar- 
ters’ from 400 Washington Building to 
include Room 402, formerly occupied by 
Joseph Gann, has reached the blueprint 
and “chalk-lines-on-the-floor” stage, with 
work scheduled to start any day. 

q The Smith-Patterson Co. store is being 
air-conditioned, and was to be in opera- 
tion 100 per cent before the middle of 
August. 


q New fireproof stairways to basement 
and to second floor are under construction 
at the A. Stowell Co. store. 
q Several years ago, when the Bigelow- 
Kennard Co. store was located on West 
St., Boston, a special outdoor clock was 
designed, with what was known as a 
“Ball” time clock installed above the regu- 
lation clock. This “ball” was geared to 
drop precisely on the stroke of 12 o’clock, 
Waltham Standard Time each day. When 
the store moved to 384 Boylston St., the 
clock installed at the new location, 
but the “ball” was fixed in position. It 
didn’t take Boston Common pigeons long, 
however, to notice this fact, and flying 
across the Public Gardens two pigeon 
families set up housekeeping beneath the 
“ball” and just above the clock. The rear- 
ing of the little families was watched with 
much interest from the second-story win- 
dow of the Bigelow-Kennard Co. 
q The Smith-Patterson store has prepared 
an attractive little folder in blue and 
silver—matching the store’s interior deco- 
rations—which is conveniently placed at 
strategic places for customers. The folder. 
besides containing an invitation to spend 
a leisure hour or so in New England’s 
most luxurious Silver Salon on the store’s 
second floor, also carries a number of 
manufacturers’ circulars depicting “open 
stock” silverware patterns and place set- 
tings. 
q An unusual collection of ten fluorescent 
diamonds has been given to the University 
of New Hampshire, Durham, N. H., by 
Lazare Kaplan, world famous diamond cut- 
ter. according to an announcement by the 
University’s President. Arthur S. Adams. 
The collection is a rare one in that each 
of the stones shows a different color under 
fluorescent light. said Dean Edward Y. 
Blewett of the University’s College of 
Liberal Arts. T. Ralph Meyers, Professor 
of Geology and head of the UNH De- 
partment of Geology, and Herman D. Page, 
Portsmouth, N. H.. gemologist and a 
Director of the New Hampshire Retail 
Jewelers Association, were instrumental in 
arranging the gift. The collection will be 
known as the “Lazare Kaplan Collection 
of Fluorescent Diamonds.” 
q Mrs. Ella M. Sweetman, President of 
the C. W. Sweetman, Inc., firm recently 
taken over by the Katherine A. Murphy 


was 


| Co.. successors. died at her West Newton 
|home on June 18. 




































ORIGINATORS OF 


THE NEW 
“Embracel” 


“TWO THAT BECOME ONE” 


A FEW NUMBERS 
CHOSEN FROM OUR 
EXTENSIVE LINE OF 
BETTER MOUNTINGS 


#503 — #539 — #530 
IN SIZES FOR 
MEN AND LADIES 


#809—-1809#-—#2809 
WITH SYNTHETIC 
RUBIES, SAPPHIRES 
OR EMERALDS 


#811— 41811 WITH 


SYNTHETIC RUBIES 
OR SAPPHIRES 
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MONROE 
* Series 
Winners every one! 
Distinguished 
trophy cups from 
the complete 
Presidential line. 
Interchangeable 
figures represent 
every sports event. 
Cups are spun 
of beautiful Sunglo, 
a gleaming 
gold-colored metal. 
Mounted on 
polished base 
with oxidized band 
for two-toned 
engraving 


effect. + 


x 


* 





Write for complete catalog 


PRESIDENTIAL COMPANY 


223 W. FLORENCE AVE. 
INGLEWOOD, CALIF. 











PROMOTION 
CALENDAR 


Here is a round-up of pro- 
motion schedules, a guide for 
advance planning of a full 
year’s promotion events. Con- 
tained in one package, this - 
series of promotion highlights 
gives you a listing of: 
Key departments for 
month’s promotion. 
Big calendar holidays. 
Promotional weeks (including 
name of sponsoring organi- 
zation). 


Advance merchandising ideas 
direct from the market. 
Selected eatch lines appro- 
priate for advertising and dis- 
play headlines. 
Every retail promotional exec- 
utive and every advertising 
agency will find this calendar 
useful! 


PRICE $1.00 


Department Store 
Economist 


each 


100 East 42nd Street 
New York 17, N. Y. 











Report From So. Africa 


| A Government decree restricting dollar 
imports is regarded as inevitable by lead- 
ers of commerce and industry in Johannes- 
burg. Although it is impossible to state 
_ with complete accuracy the actual adverse 
trade balance with the United States this 
year, it is estimated that it will amount to 
no less than £30,000,000. It is considered 
probable that there will be drastic cuts or 
' even the prohibition of imports of luxury 
goods, and that all the Union’s available 
dollars will be devoted to buying essential 
_ goods from the United States. A prominent 
| industrialist said he was sure South Afri- 
| can manufacturers would do their utmost 
to increase their output of goods, the im- 
port of which from dollar regions might be 
| restricted. At the same time they felt the 
Government would decide that all avail- 
able dollars should be devoted towards the 
purchase of new equipment for factories 
and industrial plants. “We need so much 
as a country in the way of capital plant, 
however, that I feel the Government should 
consider the suggestion made recently by 
the managing director of the Industrial 
Development Corporation, that we should 
raise a dollar loan.” Commerce would be 
more directly affected than industry by a 
restriction or prohibition on the import of 
certain goods, since sales turnovers would 
be immediately affected. A prominent jew- 
eler said, “If the Government takes such a 
step—and in the national interest it seems 
imperative—I trust that steps will be taken 
to prevent rises in the prices of home- 
produced jewelry.” 
REPORT ON CURRENT BUSINESS 

Looking back over the past 12 months 
South African jewelers find that they have 
enjoyed a comfortable period of business, 
and while some have said that business is 
showing a slackening tendency, it seems to 
be generally agreed that there has been 
a steady improvement in consumer de- 
mand. In spite of a change of Government 
in South Africa and a certain feeling of 
doubt about the future, there is every ap- 
pearance of the general level of trade re- 
maining as at present for some time to 
come. Some have said there has been a 
falling-off in the demand for a number of 
popular lines, and as they have always 
regarded the sales of these as a sort of 
trade barometer, they are uttering dolefu 
prophecies. 

Undoubtdly the average purchaser is 
adopting a rather cautious attitude, try- 
ing to ensure that he obtains the fullest 
possible value for his money. All this 
does not mean that a recession has set in, 
for in spite of freely expressed fears in 
that regard it seems as far off as ever. 
Jewelers find that watches are still sure 
sellers, and the new costume jewelry of 
medium price also has a very good market. 
Those purchasers who have plenty of 
money to spend usually prefer to buy the 
pieces which are favored by fashion in 
Britain and America. 

On the whole South African jewelers 
have been conservative in their methods 
and few of them seem to think it neces- 
sary to adopt modern window display 
techniques. There is some point in the 
suggestion that if the trade showed more 


| 





enterprise and salesmanship it would not 


have so much reason to complain of poor 
business. Many jewelry shop windows jn 
South Africa are crowded with merchan. 
dise, with little attempt at attractive or 
distinctive display. This sort of thing may 
have been quite effective in the past, byt 
it is hardly so suitable today. South Afr. 
can jewelers, in a word, are being ep. 
couraged to introduce the “New Look” 
in their window styles. It has yet to be 
seen whether they will take this advice to 
heart. Perhaps if some of the leading 
establishments adopted such methods the 
rank and file would be compelled by the 
force of competition to come panting be. 
hind with similar window devices. 


SEEK REMOVAL OF PRICE CONTROLS 

Many jewelers in South Africa have 
been pressing the view that it is time that 
price control was lifted from all the lines 
they handle. As yet there is no indication 
that the authorities share this view, but 
in spite of the official attitude, whatever 
it may be, jewelers have decided to press 
the view that price control is now mm. 
necessary. 


An increasing number of jewelers seem 
to be handling lines which in the past 
were not considered suitable for sale in 
such shops. Thus it is not unusual now 
to find the South African jeweler selling 
a wide range of electrical appliances and 
hardware. It is suggested that this step 

































ZIRCON RINGS 


ladies engage- 
ring—Il0K. 
gold 1 carat zir- 


con. 


ment 


Seven _ different 


styles. 


$3.75 





ait 
ty sseel “34 


seen 


$9.25 “al 


Ladies engagement & wedding ring set. 
10K. gold 1 carat zircon center, plus 
two side stones. $5.50. 


3 stone zircon wedding band $3.75. 


These rings are sturdy. Quality has not 
been sacrificed for price. 


Samples shipped to rated concerns on 
request. Others must send check with 
order. 


Satisfaction or your money back. Please 
specify yellow or white gold. 


Prices for 14Kt. sent upon request. 


Ss. SMIGROD 


620 W. 149 St. New York 31, N. Y. 
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‘s being taken in self-defense, as so many 
non-jewelry establishments are handling 
merchandise that properly belong only to 


the jeweler. 


Not all jewelers are agreed upon the 
desirability of taking this course. Some 
of them feel that branching out into new 
lines can only damage the prestige of 
the trade in regard to those lines which 
are peculiar to it. A number of sugges- 
tions have been made for dealing with 
these problems, but they have not so far 
had any positive result, as the large de- 
partment stores have shown no sign of 
meeting the jewelers in this regard. The 
local manufacturing jewelers are also un- 
willing to restrict sales to retail jewelers, 
as they are still receiving very large orders 
from these non-jewelry firms. Apparently 
they do not care to whom they sell, so 
long as they sell. 


DIAMOND CUTTERS WANT APPRENTICES 


According to the chairman of the Dia- 
mond Cutters’ Association of South Africa, 
the industry can give employment to 
youths leaving school and he has ex- 
pressed regret that the industry is not per- 
mitted to absorb more apprentices. There 
has been some improvement in the posi- 
tion in this regard, but the number of 
apprentices granted to employers is still 
inadequate. The local industry is _pri- 
marily interested in South African youths 
becoming qualified diamond cutters. It 
has been proved that South Africans have 
an aptitude for this type of work, but 
because the number of apprentices enter- 
ing the industry has been curtailed dras- 
tically, there is a shortage of qualified 
journeymen. Wages are high in the local 
diamond cutting industry, which also 
claims to have provided social security 
services for its employees of a type that 
do not exist in any other industry in 
South Africa or elsewhere in the world. 


A deferred wages fund was created to 
establish reserves for employees against 
bad times. Over a period of 20 months 
the fund accumulated nearly £250,000, 
hut it ceased to exist when control was 
lifted from the industry. A provident fund 
was created for employees with contri- 
butions of five per cent from employees 
and five per cent from employers, and 
oyer 20 months some £56,000 was accmu- 
lated for the benefit of less than 300 
workers. 


| 


Linz Brothers Lease Building 


A 20-year lease on an adjoining two- 
story-and-basement building has _ been 
signed by Linz Bros., Inc., Dallas, Texas, 
the lease to become effective in 1950, 
Albert Linz, president of the firm, has 
announced. 


Plans now being formed by the com- 
pany include complete remodeling of the 
17x50-foot building which will allow ex- 
pansion of offices and salesrooms. 


The Linz firm, which moved to Dallas 
from Sherman in 1891 as both a retail 
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and wholesale jewelry firm, moved into its 
present location at 1608 Main St. in 1940. 
It has dealt solely in retail operations 
since disposing of the wholesale business 
at the turn of the century. 





Waltham Watch Company 
Names New Vice President 
Paul P. Johnson, president of Waltham 


Watch Company, has announced the resig- 
nation of Leo Kamion as vice president 


WILLIAM 
SCHEIBEL 


and sales manager. William Scheibel has 
been appointed to direct the sales activi- 
ties of the company which duties he will 
conduct in addition to his work as the 
company’s advertising manager. 





New York Jewelry Trades School 
To Graduate First Class Next Month 


The first graduation exercises of the New 
York Jewelry Trades School will be held 
on September 27, 1948, according to an 
announcement from Arnold Ghinger, presi- 
dent of the school. The graduates, all vet- 
erans, are now completing an intensive 
course in jewelry techniques. The jewelry 
course is planned to cover 50 weeks, five 
days a week, five hours a day of steady 
application to the bench. 

The New York Jewelry Trades School 
was originally established in conformity 
with traditional European trades school 
standards. It is the only private trade 
school in the United States that teaches 
the making of diamond jewelry by hand— 
no machine methods are used. The fine 
pieces of jewelry are created from raw 
metals and modulated to duplicate special 
designs of new ideas in diamond jewelry. 

Mr. Ghinger also announced that a 
watchmaking class will graduate the same 
evening. 





Norma Pencil To Use 4-Color Ads 
For Fall and Christmas Campaign 


For the Fall-Christmas season, Norma 
Pencil Corp., Norma Building, 137 West 
14th St., New York, will step up the tempo 
of their 1948 advertising campaign by 
running big-space, four-color ads exclu- 
sively. Presently scheduled are full pages 
in color to run in Esquire, Fortune, and 
NATIONAL GEOGRAPHIC, and full-color half 
pages in the New York Times MaGazine. 
The new four-color advertising will 
dramatize the unique four-color construc- 
tion of the Norma Pencil and will pro- 
mote Norma for self-use and Christmas 
gifts. 
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QIR AW 


Shrine 


For the discrimi- 
nating clientele 
in 10K or 14K 
gold—-enameled 
background and 
sides. 







Scottish 
Rite 


With synthetic 
ruby side em- 
blems priced for 
quick turnover 
and profit. 






GRAN O% Ze 


These outstanding emblem rings newly 
designed for the 1948 “GRAN” line are 
made with the same care and excellent 
workmanship evidenced throughout 
our line. They are available for early 
delivery. 


Memorandum selection 
cheerfully sent upon request. 


Our representative in your territory will 
also be glad to show you these as well 
as the complete “GRAN” line for 1948. 


GIR AW 


AND COMPANY INCORPORATED 
Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. + Indianapolis 4, Ind. 

















ENGRAVING 


on Precious and Semi-Precious 


STONES 


¢ FINE PORTRAITS - CAMEOS 

* INTAGLIOS - SEAL ENGRAVING 

¢ WARRIOR HEADS - REPAIR WORK 

¢ GROOVING - FITTING - COUNTERSINK 
* Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 











$ PINS 


$ PINS $ PINS $ 


Club and Embiem Jewelry 
with that new “Hollywood Look” — for that new 
“profit look.” Your club pin customers today are 


your diamond customers tomorrow! Don't overlook 
this important market. Send for illustrated folders, 
price lists, discount information, etc. 

Write today to Department J-C 


1031) West 7th Street 
Los Angeles 14, ¢ al:f 


J. A. MEYERS & CO. INC. 
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BELMAR CREATIONS 
Watches & Jewelry 


in 2D 


' eee - 
e SILEX; a. 


¢ Louts a ° 


914 Walnut Street 
Philadelphia, Pa. 











WRITE FOR 


Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILLMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO... tac. 


Whalesole lewelers 


8th St Phila. 





134 So 


7. Pa 














Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South Sth Street, Philadelphia 7, Pa. 
Has been appointed authorized 
distributors of genuine 


BENRUS WATCH MATERIALS 


in conjunction 
with our regular lines of 
Swiss & American 
Tools & Materials 


Complete Line Dennison Goods, 








Boxes & Tags 














Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
/9EWELERS AND ENGRAVERS 


‘Broad and Somerset Streets 
PHILADELPHIA, PA. 




















BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


405 Sansom Street Philadelphia 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 


Engravers, Jewelers 

Write for free booklet, 

‘*Help Yourself to a Better 
Future’’ 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 





Service 


| 66 Years’ 
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q A. Castiglioni, president of the French 
Jewelry Co., 137 South Eighth St., Phila- 
delphia, left via plane on July 3rd for 
Rome, Italy, on an extended business and 
pleasure trip. Mr. Castiglioni was accom- 
panied by his wife and daughter. 


q In the Philadelphia section of the June 
issue an item concerning the sale of the 
Charles T. Rogers jewelry store was in- 
correct. The actual facts are as follows. 
Walter S. Hansen, who was an employee 
of Charles T. Rogers at 39 S. 18th St. 
for 27 years, recently bought the _ store 
from Mr. Rogers and changed the name. 
He is now doing business at this address 
under his own name. 


q McDonalds at Frankford & Cottman Sts. 
modestly credit building expansion and 
the resulting occupation of more homes 
in the neighborhood for their steady in- 
crease in business in spite of the sum- 
mer slump some other jewelers have felt. 
“We are fortunate enough to be in the 


only ward in the city having room for 
expansion’, said a spokesman for the 
store. 

q Neiderman’s Jewelry Store at 3654 
Germantown Ave. and others who are 


members of the Tioga Business Men’s As- 
sociation have agreed to close on Monday 
nights for the remainder of the summer. 
These stores remain open regularly on 
Monday, Wednesday, Friday and Saturday 
nights until 9 P.M. They will continue to 
be open for business the other three nights 
each week. 


q Louis P. White, retired wholesale 
jeweler who lived at 3329 Chestnut St., 
died recently at the University Hospital. 
He was a president of the Philadelphia 


Jewelers Club and very prominent in 
Philadelphia and in _ national jewelry 
circles. : 


q Albert Sabul, of 146 S. 15th St. died 
recently in Temple University Hospital. He 
was a member of the Sansom Street Busi- 
ness Men’s Association. 

4 Nemeroff’s Jewelry store of 2325 S. 7th 
St. was robbed July 8th by two men who 
escaped with an unknown amount of 
jewelry. At this writing Mr. Nemeroff has 
not been able to determine the exact 
amount of merchandise taken, but Mrs. 
Nemeroff gives this account of the in- 
cident. She had left the store at 5 P.M. 
and did not notice anyone outside at that 
time. Shortly afterwards the two men en- 
tered the store asking Mr. Nemeroff, who 
was there alone. to show them some mer- 
chandise from the counter at the rear of 
the store. Mr. Nemeroff turned to get some 
duplicate items from the shelf behind 
the counter when the men announced 
their real intentions and kept him facing 
the wall at the point of a gun until they 
gathered their loot and escaped. 


| @ Spiros Doulis, 136 S. 11th St. (formerly 
| located at 109 S. 8th St.) 


informs us he 
is building the sale of jewelry and antiques 


through five-minute spot ads as one of 
several sponsors of a Greek radio pro- 
gram broadcast over station WTEL every 
day from 2:30 to 3:00 P.M. 

4 Frank LaCreta of A. LaCreta & Son. 
2619 S. Watts St. is tending store despite 
the fact that he is suffering from a broken 
foot resulting from a fall during a ball 
game on picnic Sunday July llth. A 
good time was not had by all. 

q A. LaCreta & Son, 2619 S. Watts St., 
have ordered one thousand memorandum 


books with the store name printed on 
them to present, gratis, to everyone en- 
tering the store within the next few 
months. 

q Nathan Postiloff, 2220 S. 7th St.. has 


returned from his vacation in Atlantic 
City. 

q Nathan Olessker, 4908 N. Broad St., 
reports he is gaining neighborhood busi- 
ness through advertising in the local, 
neighborhood newspapers and in church 
circulars. 

G. S. Capone, owner of Capone’s Jewel- 

ers, 1707 S. 12th St.. is spending the 
entire summer in Wildwood. 
q William E. Talbott, 4005 Lancaster Ave. 
has returned from his vacation in_ the 
mountains of Western Pennsylvania and 
is now planning new means of bringing 
in new business in the early fall. 

Walter S. Hansen, 39 S. 18th St., re- 
ports that he has had considerable success 
with advertising in union magazines such 
as one distributed to carpenters. This 
brings in the business from the working 
man to whom this store caters. 

q John J. Schelberg, 4925 York Road, 
has recuperated from an illness and is now 
again working in his store. 

q Rudolph T. Ueltzen, 2955 Frankford 
Ave.. has returned from his vacation taken 
over the July 4th holiday with thoughts 
of taking action to increase business. He 
is another neighborhood jeweler who 
tells us he has used church magazine ad- 
vertising with considerable success. In fact 
this summer he is using this media ex- 
clusively. 

q Walts Jewelry Store, 8049 Frankford 
Ave.. has been completely redecorated. 
The work has just been completed and 














FOR IMMEDIATE DELIVERY 


WE CAN SUPPLY 

Watch Maker’s & Jeweler’s tools and materials 
«L&R Products ¢ K & D Tools 
¢ Levin Tools ¢ Bestfit Assortments 
¢ Cases G Dials ¢ American Perfit 

¢ Fulton G B.B. Glass Crystals 

¢ G.S. & $.U.C. Unbreakable Crystals 

¢ |.B. Watch Attachments 

e NEET Leather Watch Straps 


PHILADELPHIA WATCH 
SUPPLY CO. 


WHOLESALE JEWELERS 
730 SANSOM einen -_ PHILA. 6, PA. 
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comments from many 


won favorable 


tomers. 
4 L. Vincent of 9 S. 60th St. is in the 


midst of planning a vacation. Perhaps by 
the time this reaches you, he will be 
away, but he refuses to state his destina- 
tion. Perhaps he'll tell us all about it 
when he returns. 

Monroe T. Sabin of Sabins Jewelers, 

67 MacDade Blvd., Collingdale, Pa., is 
now back in the store after a prolonged 
confinement to his home with a broken 
leg. Last winter he slipped on a highly 
polished floor while visiting friends and 
received the injury. Undaunted, he con- 
tinued his work of repairing watches for 
the store in bed and later from his chair. 
Neighbors, friends and customers are de- 
lighted to see him working in the store 
again. 
d Harold R. Praul, owner of the Swiss 
Watch Shop at 419 Broadway, Camden, 
N. J. is now selling out his merchandise 
and retiring. He tells us he has been 
in business for 52 years, the last 20 in 
this same location. His step-father owned 
the business before him and taught him 
and he in turn passed on his information 
to his step-son who is now in the employ 
of another jeweler. 


Head Chemist of Oneida, Ltd. 
Featured Speaker at Convention 


Daniel Gray, Head Chemist of Oneida, 
Ltd., presented a paper on Monday, June 
28, titled “Electropolishing Silver in Cy- 
anide Solutions” at the 35th annual con- 
vention of the American Electroplaters 
Society, of which Oneida, Ltd., is a sus- 
taining member contributing to the So- 
ciety’s research program. This convention 
was held at the Ambassador Hotel in At- 
lantic City, June 28-July Ist. 

Mr. Gray has been with Oneida, Ltd., 
since 1918 and is a member of the Elec- 
trochemical Society and the Electroplat- 
ers Societv. Last year he was appointed 
lecturer and gave talks in Boston, Mass., 
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WATCH 
REPAIRING 


FOR THE TRADE 


Want satisfied customers? 

Send your watch repairs to us. Our 
expert watchmakers will build a successful 
watch repair department for you. 

Top quality workmanship—fast service 
—and reasonable prices will establish your 
reputation for excellent watch service. 

Write for Price List 
Protection 





Holmes 


ECONOMY WATCH 
REPAIRING CO. 


Victory Building 
1011 Chestnut Street 
Philadelphia, Penna. 


Watchmakers 
for the trade since 1913 





| Waterbury, Conn., Providence, R.I., and 
before the Syracuse Chapter on “Atomic 
Energy as Related to Electroplating” and 
other subjects. He has written articles 
and papers on technical subjects which 
have appeared in Metal Industry, Iron 
Age, Materials and Methods, Plating, and 
Transactions of the Electrochemical So- 
clety. | 

The American Electroplaters Society is 
a national organization with branches in 
many cities. The purpose is to foster and 
promote the art and science of electroplat- 
ing. 


_——_—_ -— 


Foreign Import Bans 
Affect Pen Industry 


James V. Carmichael, president of 
Scripto, Inc., Atlanta, Ga., and newly 
elected president of the Fountain Pen and 
Mechanical Pencil Manufacturers Asso- 
ciation, stated that restrictions on imports 
of assembled pens and automatic pencils 
imposed earlier this year by foreign coun- 
tries have “hit the industry hard”. Mr. 
Carmichael spoke at a meeting of the as- 
sociation held on June 24th at the Penn- 
sylvania Hotel, New York. 





Other officers elected at the meeting 
were: Louis M. Brown, Eberhard Faber 
Pencil Co.. vice president; Clinton E. 
Marshall, Marshall & Meier, Inc., treas- 
urer; Bertram E. Strauss, Columbia Pen- 
cil Co., secretary, and Charles K. Lovejoy. 
Moore Pen Co., chairman of the executive 
committee. 


LOST TWO IMPORTANT MARKETS 

Canada and India were named as two 
important markets lost this year because 
of the import ban, by an official of the 
Parker Pen Co. who disclosed that 47 per 
cent of their total production was sold in 
foreign countries. He cited this figure as 
an example of the importance of the ex- 
port business to American pen manu- 
facturers and stated that other companies 
had similar foreign business. 





“There is little we can do about it ex- 
cept to hope for an early lifting of the 
restrictions,” Mr. Carmichael declared. 


The problem of bad public relations 
for the fountain pen industry created 
through the sale of defective ball point 
pens was discussed at the meeting by 
Milton Reynolds, president of the Rey- 
nolds Pen Co. He admitted that the in- 
dustry has suffered and will continue to 
suffer, to some extent, as a result of the 
sale of the first ball point pen made by 
his company and competitors. 


“In 1947 alone, our company spent 
over $5,000,000 to make good on com- 
plaints against ball point pens sold in 
1946,” Mr. Reynolds disclosed. 

It was pointed out, however, that the 
ball point pen has made the public pen 
conscious and that in the long run it may 
prove beneficial to the industry. 

Mr. Carmichael gave the opinion that 
the present price situation will stabilize 
itself and added that industry leaders do 
not feel there is any danger of ball point 
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pens making conventional pens obsolete. 
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L&R POLISHING 
MOTORS PROVIDE 


COOL-SMOOTH-RUNNING 
DEPENDABLE POWER 








L&R SINGLE-SPEED 
POLISHING MOTOR 


This precision-engineered unit is rated 
1/10 H.P. at 5,000 R.P.M., 115 volts, 
AC or DC. The 3%” shaft is equipped 
with left-hand and right-hand tapered 
threaded spindles which will take rag 
or felt wheels and wire or bristle 
brushes for polishing and buffing. Double- 
shielded ball bearings require no further 
lubrication. Entire unit enclosed and 
sealed. Dynamically balanced armature. 


List price $25 00 





L&R 5-SPEED 
POLISHING MOTOR 


This multiple-speed machine for polish- 
ing, buffing, and other precise produc- 
tion and tool work requiring adjustable 
speeds assures positive control of power 
from high to low speeds. The 34” double- 
ended shaft comes equipped with left- 
hand and right-hand tapered threaded 
spindles. Double-shielded ball bearings 
require no further lubrication. Entire unit 
enclosed and sealed. The unit has 1/10 
H.P., 115 volts, 60 cycle AC only with 
dynamically balanced armature. 


List price $31 50 


Jos. B. Bechtel & Co., Inc. 


Established 1894 
729 Sansom St., Philadelphia 6, Pa. 
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WE 
proudly announce 


our 


Distributorship 


for 


CALVERT 
Batch Word 





A Cherished 
| WATCHES 


A new and beautifully styled 





line, priced to retail profitably 
from $19.75 to $52.50. 


Nationally Advertised 





Baltimore 1, Md. 























MAX KOHNER 


Has been selected : 
as one of the eight 
wholesalers in America 
to distribute the 
distinguished line of 
FORSTNER 14K 
GOLD JEWELRY 
FOR MEN & WOMEN , 
* 
R 
A 
4s 
R 
R 
R 
R 
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Your inquiry is invited 
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21 W. BALTIMORE ST. 
MARYLAND 


BALTIMORE 1, 


999-999 





348 








qG. D. Goff, Sr., owner of the Goff 
Jewelry Stores, with headquarters and 
main store at 812 Franklin St., Tampa, 
Fla., has announced the appointment of 
his son, George D. Goff, Jr., as general 
manager of the firm. Other stores are in 
Lakeland, Sarasota and Fort Myers, Fla. 
George D. Goff, Jr., for the last 10 years, 
with the exception of two years in the 
Army, has been manager of the Fort 
Myers store. Mr. Goff, Sr., also announced 
the appointment of his youngest son, Jack 
L. Goff, as vice-president of the firm. He 
is a veteran of World War II, having 
served two years in the Navy. 


q Jones-Smith, Inc., of Florence, S. C., 
has been granted a charter by the Secre- 
tary of State to operate jewelry stores. 
Authorized capital stock is $40,000. Jack 
M. Smith is _ president. 


q A new jewelry store has been opened 
at Chesnee, S. C., by Mr. and Mrs. W. M. 
Rivers, of Charleston. 


q A. O. Jenkins of the Duval Jewelry 
Co., Jacksonville, Fla., is the new presi- 
dent of the Jacksonville Retail Credit 
Men’s Association. Charles L. Wells, also 
a jeweler, was elected vice-president. 


q Dudley R. Underwood has been ap- 
pointed a sales executive at the 28 Broad 
St. Store of Walter R. Thomas, Inc., At- 
lanta, Ga. Mr. Underwood has been in 
the jewelry business in Atlanta for a 
number of years. 


q James B. Echols, of Adel, Ga. who re- 
cently purchased the Crowell Jewelry Co. 
on West llth Ave., Cordele, Ga., an- 
nounced that the firm would be greatly 
expanded in the near future. Hoke S. 
Wright will be manager, assisted by.the 
new owner. Mr. Crowell, owner of the 
business since 1923, has retired. Established 
in 1908, this is one of Cordele’s oldest 
business concerns. 

q Records in the Office of the Secretary 
of State in Austin, Texas, show the 
recent incorporation of Kelly’s Kredit 
Jewelers in Houston. The jewelry firm 
was chartered by S. Baum, S. H. Baum, and 
R. Baum with $3,500 capital stock. 

q Ray P. Gardner of Kirksville, Mo., com- 
pleted plans late in June for extensive 
remodeling of his jewelry store in that city, 
which will make it one of the most modern 
in the state. A new front will be one of 
the improvements and a new lighting sys- 
tem will be installed in both the jewelry 
and music rooms. 

q Earle B. Maerz has bought the interest 
of Carroll Wickham in the Williams & 
Wickham Jewelry Store at Fulton, Mo., 
and becomes a partner of John R. Wil- 
liams. For the last ten years, except for 
his war service, Maerz has been identified 
with the jewelry business in Columbia, 
Mo. For the last year he was one of the 
owners of the Campus Jewelry Store in 
Columbia. 

q Work was started in mid-June on a 
new front for the Hempstead Jewelry 


» THE SOUTH 


Store at Fordyce, Ark. According to 
Bobby Kelly, manager, it will be entirely 
of plate glass with the exception of 
short space where there will be a picture 
window. The company expects to instal] 
a new floor of asphalt tile and an air 
conditioning unit. 

q The Howard Tetley Jewelers of Farm. 
ington, Mo., recently held a formal] open- 
ing of their new store. The interior of 
the store is arranged and finished jp 
keeping with the most modern designs 
for jewelry stores. 


q The Gem _ Distributors, Inc., filed 
articles of incorporation at Dover, Del.. 
showing a capital of 250 shares of no par 
value, and will engage in the jewelry 
business. 


q Fred Ward, a jeweler of Bentonville, 
Ark., has leased store space in the Park 
Theatre building in that city and has 
opened a watch and clock repair service. 
He also has installed modern showcases 
for the display of distinctive jewelry. 


Results of JIC Silver Parade 
(From page 327) 


retailers in the Parade. In this number 
101 relied on window displays alone as 
a promotional means. 

Because of the success of this first 
“Trial run” of an industry-wide, coordin- 
ated promotion on silverware, the Council 
has been authorized to make plans for a 
nation-wide promotion on watches; to ex- 
plore possibilities for a nation-wide pro- 
motion of diamonds, and to make plans 
for a “1949 Silver Parade”. 

Plans for the nation-wide watch pro- 
motion—a promotion that will be called 
“The 1948 Watch Parade” are now being 
written and the watch promotion is sched- 
uled to go into operation during the peri- 
od from October 10th through October 
24th, 1948. 











EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 
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WHOLESALE 
OIAMONDS - WATCHES 


© JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE. MD 
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Providence Manufacturers Report Business Increase; 
Believe That A Fine Fall Business is in Prospect 


Vacation time, enjoyed by the jewelry 
manufacturers of Rhode Island and nearby 
Attleboro, Mass. during the week follow- 
ing July 4th, will probably be their last 
breathing spell until the first of next year. 


According to annual custom the major- 
ity of jewelry factories were closed the 
July 4th week, but although that particular 
week has become the traditional holiday 
season for the industry there were those 
this year who wished it could have come 


earlier. 

The industry has had a slow period since 
the end of February. During the month of 
June many of the manufacturers have 
been visited by the buyers for the trade 
who have been descending upon Providence 
in large numbers after having given it a 
wide berth for several months. 


These buyers have been placing their 
sample orders. Some of the manufacturers 
are still working at the job of getting 
these sample orders out. A few report re- 
orders arriving during the latter part of 
June and the early part of July. 

In one or two cases the vacation week 
was advanced to give the factories a chance 
to operate the July 4th week against buy- 
ers’ deadlines. 


ENCOURAGED BY BUYER’S VISITS 


Manufacturers quite generally are en- 
couraged as a result of the buyers’ visits. 
They believe that a fine fall business is in 
prospect. 


Backing up this belief is the broad sam- 
ple buying that has taken place. Instead 
of concentrating on an item or two in a 
line, the buyers have been. purchasing 
many items, whole lines in some instances. 


General acceptance of lines by syndi- 
cate buyers leads the manufacturers of 
the less-expensive jewelry to believe that 
large re-orders will be forthcoming as soon 
as the stores have had a chance to show 
the new merchandise. 


A feeling of optimism pervades the in- 
dustry. Nevertheless factory management is 
proceeding with caution, watching every 
breeze that blows for signs of a trend, and 
in general waiting for orders rather than 
attempting to guess what will happen and 
what items will be in demand. 


There is a widespread belief that the 
wholesalers and jobbers are going to play 
it safe, finding out what the demand is 
before making any sizeable commitments. 

Some of the manufacturers have been 
browsing around in New York and other 
large cities, trying to determine what the 
habits of the wholesalers and jobbers will 
be. 

From their observations it is indicated 
that the first business this coming season 
will be for the long-established brand-name 
lines, 

Concentration by the buyers on _ the 
producers of name merchandise would not 
be expected to go through the Fall season, 
but at least the favored group would get 
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the first batch of orders and the other 
firms would take up the slack as the fav- 
ored companies become crowded. 

A heartening side of the picture, how- 
ever, is the fact that many of the New 
England manufacturers that have come in- 
to existence during or since the war have 
already won themselves lasting friends as 
a result of their wartime performance. They 
will be, without doubt, in the favored group 
should concentration of that type develop. 


To these new firms can be added many 
firms that have been experiencing good 
business throughout the spring and sum- 
mer when others have been sweating out 
dull times. These include makers of chain, 
lighters, men’s jewelry, cosmetic and cig- 
arette cases and jewelry that has no sea- 
sonal highspots. Demand for these items 
runs on the year round. 

One of the larger men’s jewelry firms 
reports business volume at an all-time high 
with the business pendulum steadily going 
higher. 

One of the smaller men’s jewelry firms 
reports ample business for his setup the 
year round without adding any new cus- 
tomers. “Our volume is 50 per cent higher 
than it was, and we have added only six or 
seven new customers since the war,” one 
of the partners said. 

The more-or-less stable firms, together 
with those who have been taking on allied 
work in the dull seasons, have helped 
materially to keep the employment total 
from slipping seriously in the off season. 

Monday, July 12, saw a resumption of 
activity in the jewelry shops following the 
annual vacation. Management expects that 
they will be busy right up to December 15, 
the -deadline for Christmas deliveries. 

Their hopes for the season will either 
be corroborated or shattered during the 
annual convention and jewelry exhibit of 
the National Association of Credit Jew- 
elers in Chicago. This event gives them 
their first real inkling of the amount of 
business they can expect this fall. The 
convention will tell them whether they 
have hit the jackpot from a style stand- 
point; also what the credit jewelers’ buy- 
ing habits are likely to be. 


Watchmaking School Fights VA 
(From page 327) 


major source of income were interrupted 
for any considerable period, salaries could 
not be paid, obligations outstanding on 
equipment, etc., could not be met, and 
the school would be forced to close. This, 
it was stated, would interrupt and, pos- 
sibly, terminate, the training of present 
students. 


At press-time for JC-K, the July 20th 
hearings had yet to be held. However, it 
was stated that Justice Goldsborough would 
not be present and Federal Judge James 
W. Morris was scheduled to preside. This, 
it was felt, might entail re-hearing of all 
arguments and, consequently, considerable 
delay. 








CRAFTSMEN 


in the art of RESTORING 
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ANTIQUE and MODERN 


REPAIRING 
REPLATING 
REFINISHING 
LACQUERING 
SPECIAL ORDER 


Write for Price List 
Serving the Trade since 1892 







The House of Mastercraftsmen 


LOUIS J. MEYER, Inc. 


SILVERSMITHS 
205 S. 9th St. Philadelphia 7, Pa. 

















For rapid turnever—Wee Cherub Didy Pins have 
- irresistible sales appeal. These besutiful creations 
make a lovely gift for the new baby. Unique, 
practical, and a treasured keepsake. Wee Cherub 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 
WEE CHERUB MANUFACTURING COMPANY 
2016 Travis Street Houston, Texas 

















WATCH DISTRIBUTORS 


We sell SWISS WATCHES & MOVE- 
MENTS of popular makes & sizes at 
very reasonable prices. 


HONIG WATCH CO. 


323 W. 5th St., Los Angeles 13, Cal. 

















Trouble Finder 


Jeweler’s Helper for 
watches and 


JEWELER’S X-L-LYTE 


amonds 
+10 Diopter lens 
Light and lens 
together 


A RAY OF SUN IN THE DARK 





Pat. 1938364 
Bull’s Eye Lens Condenses LIGHT with 


Silver Reflector Intensifies — 
noes ° ae = tll, 
Blinding Reflect 
UNIVERSAL PRODUCTS "CORP 
Norristown, Penna. 
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Gold=Silver 
DLATING 





“ASK ABOUT” 


HODANIZ 








Resistant off Tarnishs 


TRACE MARK REG. V. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 ‘ 
10 S. Wabash Ave., Chicago 3 CENtral 6089 





























ALWAYS USE 
& THE NEWALL 
Finger Print” System 
Bak. WHEN SELECTING 
SWISS WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 


























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Diels 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropoliten Bidg., Detrelt 26, Mich. 














CENTRAL WATCH CO. 
WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


5 So. WABASH AVE., CHICAGO 3, ILL. 














MAYNARD LEVY 


Leading Jewelry Auctioneer for le 
gitimate jewelers, Write for date and 
information. 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE - CHICAGO 15 
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MASTER Watchmaking 


“Famed the World Over 
as the School of Quality” 


CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1668 N. Milwaukee Ave., Dept. 228 
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Golden Roosters Hatch 
Seven Fresh Eggs 


The annual initiation and all day pic- 
nic of the Golden Roosters of Chicago, 
held at the Acacia Country Club on Thurs- 
day, June 24th, was one of the most en- 
joyable in the history of the organization. 
This was largely due to the fact that the 
officers were able to arrange for the ex- 
clusive use of the club facilities, includ- 
ing the 18-hole golf course, for the day. 
Only Roosters and candidates attended, 
and there were 130 of them, many of whom 
traveled miles to be present. Among out- 
of-town members present were: Jake Levin, 
Kansas City; Alex McKay, Detroit; Willis 
Patrick, St. Louis; Wes Jackson, Dela- 
ware, Ohio: Hans Bagge, Los Angeles; 
Bill Hill, Denver and Arthur Sisson, Prov- 
idence. 

As a result of the day, there are seven 
new. Roosters: Sam Bitkower, Wyler Watch 





“Co.; Tom Fleming, National Jeweler; Wm. 


Hartman, M. A. Mead & Co., George L. 
Mason, Bruner-Ritter Co., Joseph  B. 
Ziegler, Son & Prins; and Arthur Elliott 
of Arthur C. Elliott Co., Detroit. From 
six o'clock in the morning, through the 
day and into the evening, these novi- 
tiates performed servile duties, inter- 
spersed with formal initiation ceremonies, 
some of which they will long remember. 

Throughout the day, contests of skill 
and luck were indulged in and refresh- 
ments were served at W. T. (Bull) Con- 
nor’s beer bar on the field. In the softball 
game, the Peddlers under the management 
of Bob Gottlieb, again refused to show 
favors to the Buyers, directed by Bob 
Lieberman, and won by a score of 21 to 
13, rallying in the last inning to score 1] 
runs. As for the past 22 years, Dick 
Maske, Division Street YMCA, furnished 
the equipment and supervised the sports 
events in appreciation of donations by the 
organization to provide summer vacations 
for underprivileged boys. This year the 
donation was $2,850. 

When dinner was over and candidates 
had taken their final vows, more than 
100 prizes were donated to lucky members. 
Credit is due to many for the very suc- 
cessful outing, but to Chanticleer Freder- 
ick Gottlieb, Scratcher Irving Jensen, 
Keeper-of-Nesteggs Al Lauschke and Wm. 
H. McGreevy, Chairman of the Wrecking 
Crew, goes the lion share. 


Annual Golf Outing of the CJA 





* Draws Largest Attendance in Years 


The newly elected president of the 
Chicago Jewelers Association, John M. 
Biggins, Elgin National Watch Co., seems 
to have a little more influence with the 
weather man than former presidents, but 
he did hold down the rainfall to only a 
drizzle on the occasion of their annual golf 
outing at the Elgin Country Club on 
Thursday, June 17th, with no serious in- 
terference with golfing. 














CHICAGO 


The attendance was the largest in several] 
years and 153 contested over the up and 
down sporty 18-hole course, with 195 an- 
swering present at the fine steak dinner 
in the evening. 

Many valuable prizes were awarded ip 
the evening with Tom O’Connell, Jr., with 
77 winning low grass for members and 
Ed Lane, with 75, for guests. Among the 
low net scores for members were M. FE. 
MacKey 61, J. Slow, 63, M. I. Fossee, 65 
and M. Hendricks, 65. 

For guests, Ray Rust, Bob Wuken and 
Max Magnus, each with 69 and H. Shelly, 
7U, 

COMING EVENTS 
August 

2-13--Chicago Gift Show, Palmer House 
Chicago, Il. 

2-14-—-Merchandise Mart Gift Show. 
China, Glass and Pottery Market, Mer. 
chandise Mart, Chicago, Il. 

9.12-American National Retail Jewelers 
Association, Convention and Trade Show, 
The Waldorf-Astoria, New York. 

23-27—-New York Gift Show, Hotels 
New Yorker and Pennsylvania, New York. 

23-27—-225 Fifth Ave. Gift Show, 225 
Fifth Ave., New York. 

29-September 2—Mid-South Gift & 
Jewelry and Variety Show, Hotel King 
Cotton, Memphis, Tenn. 

September 

5-10—Allied Gift & Jewelry Show, Hotel 
Adolphus, Dallas, Texas. 

5-10—Dallas Gift Show, Hotel Baker 
and Santa Fe Building, Dallas, Texas. 

12-14—New Mexico Retail Jewelers As- 
sociation, Annual! Convention, Hotel Hil- 
ton, Albuquerque, N. M. 

13-17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-22--Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

27-28—Iowa Retail Jewelers Association, 
Annual Convention, Mason City, lowa. 


27-October 1—-Philadelphia Gift Show, 


9 


Hotel Benjamin Franklin, Philadelphia, 
Pa. 
November 
14—Watchmakers Association of New 


Jersey, Annual Convention, Essex House, 


Newark, N. J. 





Chicago Newspaper Offers 
Spartus Camera in Drive 

In connection with an intensive drive 
for new subscriptions by the Chicago 
Sun-Times, the paper is offering free the 
nationally advertised Spartus Press Flash 
camera, complete with flash attachment, 4 
bulbs and one-year guarantee to anyone 
securing six 26-week subscriptions. 

This particular camera model was se- 
lected from the Spartus camera line be- 
cause, in addition to its ease of operation, 
it is designed for day or night, as well as 
indoor or outdoor photography, and thus 
has a wide appeal to everyone, old and 
young. 
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Washington Jewelers Report 
On Election Year Business 


In the opinion of many Washington 
jewelers, Washington retail jewelry trends 
are reflecting the sensitivities of a na- 
tional electional year. The typical season 
lull at the beginning of the year extended 
over a longer period than normal. Frank 
Shah of Shah & Shah Co. is of the opin- 
ion that several factors contributed to this 
extended lull. 

According to Mr. Shah, the people of 
Washington are feeling the necessity of 
watching the dollar pretty closely. Among 
an important section of the customer trade, 
the fact that this is an election year has 
caused a certain hiatus in buying. Regard- 
less of political affiliations, these custom- 
ers are waiting. Both the Ins and the 
Outs are waiting. The Ins are waiting be- 
cause they are afraid they might be out— 
and the Outs are waiting because they 
are not sure they will be in. 

Mr. Shah explains that the luxury trade 
is hit harder than most of the other 
retail outlets. During the war years, when 
none of the conveniences of modern liv- 
ing could be easily obtained, the people, 
not only in Washington, but all over the 
country, were anxious to buy anything of 
durability. Hence, the almost unprece- 
dented flow of trade. Now with refrigera- 


tors, cars, sewing machines, furniture, 
electrical appliances and other aids to 
good living becoming available in in- 


creasing quantities, the consumer is 
hungrily availing himself of the oppor- 
tunity to replenish on goods that were 
denied him in other years. 


STOCK DURABLE GOODS 


Many jewelers at this time are, there- 
fore, stocking such durable goods as 
radios and electrical appliances to bring 
to their customers; thus maintaining good 
will and interest, as well as augmenting 
income returns. 

It is not an uncommon sight to see 
refrigerators being moved in_ jewelry 
stores and put in stock. Commenting on 
this innovation, one jeweler said, “The 
jeweler of the future may find it as im- 
portant to stock up on such items just as 
the druggist has found the lunch counter 
a necessary department of a drug store.” 

However, the picture is not entirely 
grim. Sales volume is still better than 
pre-war years. The number of unit sales 
is not as high as it has been in the pre- 
ceding war years, and immediately after 
the war, but the volume still remains good. 
According to Mr. Shah’s observations the 
average weight of diamond sold in the 
type of store catering to the middle class 
trade is one-half to one-third carat as 





compared to three-fourths carat weight 
in previous years. All jewelers agreed 
that the demand for diamonds as a senti- 
mental token continues to be good and 
shows no tendency to go down. 

Nothing new is indicated in the exten- 
sion of credit by the more conservative 
and reliable houses. Mr. Sunderland of 
Kahn, Inc., reports that the 30-60-90 day 
credit plan is still being used with good 
results. 


ADVERTISING TECHNIQUES 


For the most part, the retail jewelry 
trade in Washington is following con- 
servative advertising techniques. News- 
paper ads are used occasionally as well 
as the usual monthly mailing list. How- 
ever, there are notable exceptions. One 
of these is the Shah & Shah Co. In addi- 
tion to weekly rotogravue advertising in 
the Sunday papers and occasional daily 
newspaper advertising Shah & Shah has 
recently started some morning radio ad- 
vertising with the well-known disc jockey, 
Arthur Godfrey. The method of advertis- 
ing on his program is informal and has a 
‘homey’ as well as humorous appeal. Ar- 
thur Godfrey has achieved some notable 
effects with his unique technique. He 
occasionally ribs the company which he 
is advertising, and when he reads a 
straight commercial, he does his “kidding” 
by his inflection and play on words. Shah 
& Shah feels that this unconventional 
type of radio advertising is bringing good 
results. 

Another strong radio advertising sup- 
porter is the A. Kahn, Inc., house. This 
store which has done business at the 
same location for the last 56 years, was 
one of the first stores in Washington to 
go on the air and feel that the results 
justify their judgment. 


USE TELEVISION TO ADVERTISE 


Chas. Schwartz & Son are pioneering 
in the newest advertising medium. Sam 
Schwartz informs us that they are adver- 
tising twice a week on WTTG, a Wash- 
ington television station. The film for the 
telecast is prepared by Schwartz’s adver- 
tising agency. Both living actors and ani- 
mated cartoon characters are used in the 
show. The watch department, silver and 
diamond departments have been used, thus 
far, as subjects of the various telecasts. 
‘1.me alloted is one and a half to two 
minutes. Mr. Schwartz states that results 
are slow and not apparent at the present 
time. There are not enough sets installed 
in Washington homes at the present time, 
he -says, as television is still a novelty 
here as elsewhere and still needs much 
to be desired in the way of technical per- 
fection. However, the Schwartz firm feels 

(Please turn to page 352) 








RECENT REMODELINGS AND REMOVALS 


Labuskes & Sons, 7527 Washington Ave., Swissvale, Pa. New Location. 


Elliott’s Jewelry Store, 216 South Ohio Ave., Sedalia, Mo. 
Remodeled. 

Isenberg Jewelry Store, 2220 Post Office St., Galveston, Texas. 
Pruett’s Jewelry Store, 200 West Ferguson, Tyler, Texas. 
McNutt Jewelry Store, 113 West Second St., Seymour, Ind. 


Jewel Box, State St., Bristol, Va. 


Remodeled 


New Location 
New Location. 


Remodeled. 


K. & K. Dingeldein, Silversmiths, 738 North State St., Chicago, Ill. New Locataion. 


Kortz-Lee Jewelry Co., Sixteenth and California Sts., Denver, Colo. 


New Location. 


Cartwright’s Jewelry Store, 707 Simpson, Hoquiam, Wash. Remodeled. 


Brown’s Jewel Shop, 9156 Commercial Ave., Chicago, Ill. 
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Remodeled. 














PROFITABLE 


SIDELINE 


FOR SALESMEN 


Calling on Retail : 
Jewelry Trade | 


Active salesmen can substantially add to 
incomes by selling ZIPLOC Watch Straps 
to their customers. First basic improve- 
ment ever made in watch straps. Elimin- 
ates buckles and holes. Works on zipper 
principle. Sells fast where introduced. 
Good repeat business. Nationally adver- 
tised. Attractive territories now open in 
New England, Chicago, Pittsburgh, De- 
troit, Philadelphia, Cincinnati, San Fran- 
cisco and Los Angeles area. Write: 


THE ZIPLOC CO. 
37 West 57th St., New York 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 

















“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELR Y—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 























STOP SILVER TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 

FREE TEST SAMPLE 
WELMAID MANUFACTURING CORP. 
1737 N. Campbell, Dept. 28, Chicago 47 
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Our work costs no more 
than ordinary work ¥ 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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Harry Greenwold Co. 


The Honse of Qmality and Service 
1S WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones and &) 


Lines of quality and style that give yow pro- 
tected profit. You can recommend these iines 
to your customers with confidence. 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special order me aw us your 
specifications. W. Ld submit a design 
without obligation. 





SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincimnals. Ohio 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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q An entire week in July was devoted to 
a sales meeting at the Gerwe-Brown Co. 
Out-of-town salesmen attending were: Jul- 
ius Courtois, Houston, Texas; William 
Owen, Knoxville, Tenn., and Tom Britten, 
Aberdeen, Texas. 


q Adolph Wiebell, Jr., opened his new 
kKeading store on June 26th. 


q Ray Kirkendall, a member of the Town 
Criers of Cincinnati, is convalesing after 
a severe illness which followed with an 
attack of pneumonia. 


q Norbert Mecklenborg, of Mecklenborg 
& Gerhardt, 811 Race St., and his family, 
are spending their vacation in Florida. 


q Carroll Segher’s son was recently mar- 
ried and went to Europe on his honeymoon. 


q Gerwe-Brown Co. held their annual pic- 
nic on July 17th at a picnic ground near 
Coney Island. Baseball games and refresh- 
ments highlighted the affair. 


q Adolph Wiebell and his wife are spend- 


ing their vacation in Wisconsin. 


Carroll Seghers of Carroll’s Jewelers, 
206 E. Fifth St., announced the appoint- 
ment of J. Johnson, Jr., as a salesman to 
his organization. 


q George E. Brown recently spent two 
weeks in the East on a buying trip and 
while there he attended the National 
Wholesalers convention. 


q Thomas Hummel, associated with Gerwe- 
Brown Co., is spending his vacation in the 
“Blue Gunes Region” of Kentucky fishing 
at Dix Dam, Ky. 


q George E. Brown’s son, Emmett Brown, 
was married on July 24th in Glendale to 
Miss Margaret Cassellini. 


Report on Election Year Trade 
(From page 351) 


that in another year, the technical diffi- 
culties will have been overcome, and that 
he is confident that his pioneering in this 
field will pay off. He plans on continuing 
with television advertising. 

Washington jewelry stores, in the down- 
town area, are unusually attractive and 
modern in appearance considering the 
fact that comparatively little remodeling 
has been done recently. The jewelry 
stores unquestionably enhance the at- 
tractive appearance of Washington’s main 
shopping area. The clean modern effect 
is further heightened by attractive and 
eye-catching window displays. Interior 
displays are made dramatically appealing 
by the use cs effective lighting and unusual 
placement of merchandise. 

Although Washington is hit harder 
because of the uncertainties of an elec- 
tion year, it is the opinion of old timers 
that on the whole, the business is still 
here and just waiting to be picked up as 
soon as the elections are over. When that 
time comes, the merchants say, you can 
expect sales to take a rapid upward 
swing. 





CINCINNATI 


Run Article on "Gyp Jewelers" 


In July 31st Issue of SEP 


An incomputable part of the $] ,309.. 
000,000 Americans spent on bracelets, 
necklaces, watches and rings in 1947 went 
to jewel fakers for shoddy or misrepre. 
sented merchandise, the July 31st issue 
of the SaturDAY EvFNING Post warns in 
an article exposing glitter-trade sucker 
traps. 

Outright misrepresentation, exorbitant 
prices and double-talk are the gyp ex. 
pert’s chief stock in trade, David Demp. 
sey and Dan Herr warn in “Beware of 
Gyp Jewelers.” 

“The Jewelers Vigilance Committee has 
been tracking down outlaws in the jew. 
elry trade for the last 35 years, and in so 
doing has demonstrated that an industry 
can successfully fight fraud within its 
own ranks,” the Post authors say. “But 
the stakes involved make jewelry fraud a 
decidedly worth-while racket for the gyp.- 
fringe.” Then they offer this advice: 

“When you buy jewelry, select a dealer 
who will stand behind his merchandise, 
for the integrity of the jeweler is your 
greatest safeguard. His local reputation 
is more important than the size of his 
store or its elegance... ” 


Extensive Remodeling Program 


Undertaken by Dodd Jewelry Co. 


A remodeling and modernization pro- 
gram which will cost upwards of $70,000 
has been started in the Palace Hotel 
building at Sixth and Vine Sts., by the 
Dodd Jewelry Co. The firm is enlarging 
its quarters by the leasing of additional 
space on the Vine Street frontage of the 
hotel structure. The new lease arrange- 
ments calls for a rental of approximately 
$300,000 over a term of years. 

The latest type of fixtures, lighting and 
air conditioning systems will be installed, 
I. W. Engel, president and general man- 
ager said. He stated that a large amount 
of the store’s space would be taken over 
by a new department, that of sterling 
silverware. 


G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 
WE REFINE— FILINGS 


SWEEPINGS - OLD GCLD - SILVER 
AND PLATINUM eh ene 


5 STERLING SiILYVE ‘ 
of} 2 a ee ©) ee. oe eee ee 


CINCINNATI, OHIO 
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Open Modern Showrooms and Offices 





New York showroom of Herbert, Pohs & Bardach, Inc., 392 Fifth Ave., jewelry manufac- 
turer, as modernized by Designs for Business, Inc. Interesting design treatment converts 
the narrow area into an effective background for jewelry sales. Free-form accoustical 
partitions divide the room into three sections. Small glass-topped tables standing on one 
leg give an illusion of spaciousness, and false windows of staggered fluted glass panels hide 
air conditioning units. The large case at the right has sliding doors consisting of wooden 
blinds. Lighting comes from fixtures recessed in the suspended ceiling and from goose- 
necked lamps over the tables. Color harmony in shades of gray is accented by strawberry- 
toned upholstery and drapes. 


A new development in wholesale jewelry 
merchandising was marked in June when 
Herbert, Pohs & Bardach, Inc., manufac- 
turer of costume jewelry, opened its mod- 
ernized showrooms and offices at 392 Fifth 
Ave., New York. The firm in charge of the 
re-designing project, converted the long, 
narrow suite of offices into an up-to-date 
background for jewelry sales by discarding 
conventional dark colors and massive tables 
in favor of a bright, cheerful decorating 
scheme. 

In the general showroom, abstractly 
curved accoustical partitions now form three 
sales sections, assuring privacy without in- 
terrupting the open appearance of the room. 
Staggered to conform with the slanting 





walls, the partitions turn an architectural 
handicap into an interesting design treat- 
ment. The staggered lines are further em- 
phasized by false windows of fluted glass 
louvers that hide air conditioning units. 


Glass table tops, inserted into the parti- 
tions and supported at the other end by one 
leg, create an illusion of spaciousness. An- 
other unusual feature is the use of wooden 
blinds with vertical slats as sliding doors 
on wall cases. The color scheme in the re- 
ception room and general showroom is gray 
and strawberry red. Emerald green is the 
predominant tone in the two private show- 
rooms, while the executive office is done in 
gray. The furniture throughout consists of 
pickled walnut. 





JSA Forwards $400 in Rewards 
For Aid in Solving Crimes 


The Jewelers’ Security Alliance has for- 
warded rewards of $100 to the following 
for the arrest and conviction of criminals in 
crimes listed below: 

A check was forwarded to the Cincinnati 
Police Relief and Pension Fund in appre- 
ciation of the participation of the Cincin- 
nati Police Department in the arrest and 
conviction of Harry Robbins who, while em- 
ployed by the Gruen Watch Co., Cincinnati, 
Qhio, had stolen several watches from the 
premises, Robbins has been placed on pro- 
bation. 

Detectives C. C. Hamby and H. D. Hen- 
shaw received a reward for their participa- 
tion in the arrest and conviction of Coon 
Hodges who, while employed by Schneider 
& Son, 109 Peachtree St., N. W., Atlanta, 
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Ga., had been stealing various articles of 
merchandise. Hodges had been sentenced 
to serve one year. 

Officers Walker Zettwoch and John F. 
Shephard received a $100 check for their 
participation in the arrest and conviction 
of Norman B. Waters who smashed the 
window of the Kay Jewelry Co., 620 S. 4th 
St., Louisville, Ky., and removed two 
watches. Waters has been sentenced to 
serve one year in the State Penitentiary. 

A reward was sent to Messrs. Clifford D. 
Stockman and Richard Becker for the ar- 
rest and conviction of Earl W. Schieffer 
who smashed the window of the J. J. Die- 
bold jewelry store, 1325 Jefferson Ave., Buf- 
falo, N. Y., in November, 1947, and re- 
moved approximately $400 worth of mer- 
chandise. Schieffer has been sentenced to 
serve from two to four years. 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 

















"New Look" 


For Your Customers Jewelry—after 
we have Repaired it. 
RINGS OUR SPECIALTY 
* NEW BEZELS & SHANKS 
* SIZINGS 


* STONES & DIAMONDS SET 
* RINGS POLISHED LIKE NEW 


Fine Repairs for Less—48 Hour Shop Service 


ie ewe | i 


1947 BROADWAY, N. Y. 23, N. Y. 

















Model No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ 6 Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 


$29.95 


Ask For Catalog 


Mail Orders Filled Promptiy Send 
Check, Money Order or C.0.0. 


s 
Lugerner 
The house of fine watches sinee 1895 
ONE PARK ROW, NEW YORK, N.Y. 




















PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts marke 
ing and Aircraft Wire terminal identification. 





TOPFLIGHT TAPE - YORK, PA. 
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} China and Glass 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Merray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen’s Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC- 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTGN Bone China Teaware 








129 Fifth Avenue, New York 3, N. Y. 








JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT'S 
English Staffordshire Ware 








TEDMAN IMPORTING CQ. 
225 Fifth Ave., Room 829 + Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 

















>. importers of 
.7 ENGLISH CHINA 
and 
EARTHENWARE 
BStoek and Import 
INC. 


FONDEVILLE & ip bX 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 





















ROYAL DOULTON 


Smglish Bone China and Earthenware 


DOULTON and CO., Ine. 


Successors To 
WM. 8. PITCAIRN CORPORATION 
ei? Fifth Ave. New York, N. Y. 
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OBITUARIES 


E. Ray ARNOLD, 45, operator of a jewelry 
store in Pulaski, N. Y., for about 20 years, 
died June 28th at his home after a short ill- 
ness. 

SIGMUND ASHER, 62, owner of the Wind- 


sor Jewelry Co., at Indianapolis, Ind., for 
29 years, died July 4th at his home in that 


city. Mr. Asher was born in Germany and | din a 
was a jeweler at Hamilton, Ohio, before | Sy Ne 


Survivors include | 


going to Indianapolis. 


his widow, two daughters, three brothers | 


and a sister. 


Henry C. Basse, 72, a jeweler at Quincy, 
Ill., died in that city June 29th. Mr. Basse 
was the third generation of that city’s old- 
est jewelry firm which was founded in 1856 
by his grandfather who came to this coun- 
try from Germany. The store has been in 
the same location since its founding. Sur- 
viving are his widow and a sister. 


Jack ELLers, 54, manager of Walters Jew- 
elers, Inc., 309 Main St., Jamestown, N. Y., 
died of a heart attack July 4th. He was a 
leader in Jamestown youth programs. 


James H. Fenperson, 88, retired jeweler 
of Saco, Maine, and a three term mayor 
of that city, died June 24th at an Old Or- 
chard rest home. He retired from the jew- 
elry business 12 years ago after being in 
business for more than 50 years. Mr. Fen- 
derson was active in civic, church and other 
affairs. Surviving are his two sviis. 


Harry W. Goipsurc, 66, owner of a jew- 
elry store in Corning, N. Y., for more than 
20 years before he moved to the Buffalo area, 
died recently. He is survived by his widow. 


WitiiaM C. Hivsurn, 72, for the past 38 
years a jeweler-optician in Dallas, Texas, 
died in a local hospital July 3rd. He is 
survived by his widow and a son. 


CurisTIAN QO. HILpert, 73, retired gem 
importer, died July 13th in Montclair, N. J., 
after a year’s illness. After working for 28 
years in New York for Patterson & Starke, 
importers of precious stones, Mr. Hilpert 
helped found the jewelry importing firm of 
Hilpert & Trabinger there toward the close 
of the first World War. He retired 14 years 
ago. Surviving are his widow and a sister. 


Aucust F. HorrmMann, 71, for 50 years a 
jeweler and optometrist in St. Louis, Mo., 
died June 23rd in that city. He is survived 
by his widow, two sons, and a sister. 


Wa ter M. Jaccarp, 78, for 60 years a 
leading Kansas City, Mo., jeweler, died 
June 22 in that city. Mr. Jaccard, a civic 


WALTER M. 
JACCARD 


and social leader in Kansas City, was the 
son of the late D. C. Jaccard, who had 
joined the family’s St. Louis business in 
1847. It was started in 1829 by Louis Jac- 








| 
| 
| 
| 





card, who went to St. Louis fro 

land. Mr. Walter Jaccard ond 2 toe 
established ‘the Kansas City jewelry ei 
in 1888. A brother, the late Eugene A. he 
card, was the last member of the family 
with the St. Louis firm. In 1916 the Jac. 
cards sold all their interests in the firm in 
St. Louis, now the Mermod-Jaccard-King 


Rosert E. Keni, formerly vice-president 
of F. H. Noble & Co., Chicago, Ill., died at 
the home of his son in Manhasset, New York 
on June 15th. Mr. Kehl was well known 
from coast to coast and had many friends in 
the jewelry trade, having traveled for Noble 
for over 40 years. He became associated 
with Franklin H. Noble in 1887, when the 
company was in its infancy, and remained 
with it until his retirement in 1940, 


Morris LEVINSOHN, 68, who had been in 
the jewelry and watchmaking business at 
Poughkeepsie, N. Y., for 40 years, died June 
24th in that city. He is survived by his 
widow, a daughter, and a son. 


Curt LANDSBERG, associated with the 
Philip Kohn Co., Dayton, Ohio, died June 
3rd. ° 


Roy R. RepFie.p, 61, vice-president and 
general manager of the Kansas City School 
of Watchmaking, died of a heart attack July 
6th at his home in Independence, Mo. 


JosepH W. SPAULDING, 72, a jeweler and 
watchmaker at Lincoln, Nebr., for many 
years, died at his home in that city July 9th. 
He is survived by his widow. 


Louis P. Wuite, 82, retired wholesale 
jeweler and president of the Kelly Street 
Chorus of Philadelphia, died July 2nd after 
a short illness. Born in Philadelphia, Mr. 
White entered the jewelry business after 
graduation from the University of Pennsyl- 
vania. He was a former president of the 
Philadelphia Jewelers Club and a former 
treasurer of the National Wholesale Jew- 
elers Association. He is survived by his 
widow. 


Henry Birks and Sons Open 
New Store in Victoria, B.C. 


Henry Birks & Sons, Ltd., have at last in- 
vaded British Columbia’s Capital City. Re- 
cently a new Birks’ store was officially 
opened by Henry G. Birks, president of the 
firm. Mr. Birks, who came from headquar- 
ters in Montreal to perform the ceremony, 
was accompanied by A. Boland, Montreal; 
C. Q. Ellis, Toronto; Jim Millar, Saska- 
toon; Dave Black, Calgary; Walter M. 
Carson and A. E. Collett, of Vancouver. 


The handsome new store, only a few doors 
from the city’s main business thoroughfare, 
Douglas Street, was lavishly decorated with 
flowers for the occasion. Residents of the 
Island city came in large numbers to inspect 
the store; by the time closing came at 5:30 


SWEDISH CRYSTAL 
Kosta Alsterfors 

DANISH CERAMICS (Bing and Grondahl) 

D. Stanley Corcoran, Inc. 


7 West 30th Street New York 1, N.Y. 
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between 8,000 and 9,000 visitors had passed 


through the store. 
Cyril Williams, a member of the Vancou- 
yer staff, is manager of the Victoria store, 
and he and his assistants were ready for 
business on the day following the opening. 


Hoosier Watchmakers 
Hold Annual Convention 


T. S. Banta, of Waveland, Ind., was 
elected president of the Watchmakers Asso- 
ciation of Indiana at the 15th annual con- 

vention of the organization held in the Ant- 
lers Hotel, Indianapolis, Sunday, June 27th. 
Mr. Banta succeeds Curtis V. Haskins of 
Indianapolis as president of the association. 





Other officers named were: Paul R. Shed- 
drick of Middletown, Ind., vice-president; 
Harold K. Calvert of Indianapolis, who was 
re-elected secretary-treasurer; L. R. Doug- 
las of Indianapolis, editor of the HIA Jour- 
nal, director; and Mr. Haskins, director. 


Howard L. Beehler of Chebeague Island, 
Me., dean of the Bulova Watchmaking 
School, who delivered the keynote address 
of the convention, declared that American 
watchmakers’ skills and horologists of this 
country had done much to help win World 
War II in designing and creating vital pre- 
cision instruments as munitions of war. 


Mr. Beehler, who is a past president of 
the Horolegical Institute of America, re- 
viewed the part the Institute played in sur- 
veying and organizing American Watch- 
makers for national defense work more than 
a year prior to December 7, 1941. Thousands 
of these workmen were assigned to helping 
produce munitions of war and servicing 
watches used throughout the war, Mr. 
Beehler stated. 


REVIEWS PROGRAM OF HIA 


Alfred S. Rowe of Indianapolis, newly 
elected president of the HIA, who was the 
first speaker at the Sunday morning ses- 
sion, pointed out that Indiana had led the 
way in licensing watchmakers. He re- 
viewed new classifications for watchmakers 
and explained the method of th: HIA in 
issuing certificates. Other speakers were 
Joseph G. Wood of Indianapolis, attorney 
for the association; L. D. Stallcup of Nash- 
ville, Tenn.; George T. Gruen, dean of 
Gruen Watchmaking Institute, who showed 
a film, “Miracle of Time”; and Oscar Lu- 
ginbuhl of Hoopeston, Ill. Two other mo- 
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tion pictures, “Elgin Dura-Power Main- 
springs’ and “G.I.s in Switzerland,” were 
also shown. 

More than 300 Hoosier watchmakers, their 











wives and guests attended the noon lunch- 
eon held in the newly-decorated Gold Room 
of the Antlers Hotel, filling the larger room. 
The luncheon afforded a splendid “social 
hour” for the Indiana watchmakers. 





GEO. BORGFELDT | 


CORPORATION 
44-60 E. 23rd St.. New York 10, N. Y. 
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Another leading figure in the watchmak- 
ing field also present at the convention was | 
George J. Wild of Peoria, Ill., dean of the 
horology division, Bradley University. 





Officers elected at the 15th annual con- 
vention of the Watchmakers Association 
of Indiana were left to right: Paul R. Shed- 
drick, Middletown, vice-president; T. S. 
Banta, Waveland, president, and Harold 
K. Calvert, re-elected secretary-treasurer. 


Rhode Island Watchmakers Ass‘n. 
Vote to Affiliate with UHAA 
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Theodore Haviland 
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THEODORE HAVILAND & CO. — 
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26 West 23rd Street } 
New York 10, N. Y. 
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Chicago 54, III. Los Angeles, Calif. | 
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At a recent meeting of the Rhode Island 
Watchmakers’ Association, members voted 
to become affiliated with the United Horo- 
logical Association of America. 


Joseph H. Coutu and John P. Clinton, 
president and secretary of the group, re- 
ported on a tri-state conference of watch- 
makers’ organizations held recently in Wor- 
cester at which representatives from Massa- 
chusetts, Connecticut, and Rhode Island 
were present. 





Air Express up 7.7% 

A gain of 7.7 per cent in air express 
shipments handled in domestic airline serv- 
ice was reported by the Air Express Divi- 
sion of Railway Express Agency. 

An estimated total 343,530 shipments 
were dispatched over the nation’s sched- 
uled, certificated airlines during the month, 
compared with 318,826 shipments in May, 
1947, it was reported. 

Off-airline traffic, consisting of air ex- 
press shipments originating at or destined 
to non-airport cities, amounted to 18.6 
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EST. 1868 
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per cent of the total number of shipments 
handled in May, the express agency said. 





Baker & Co. Introduces 
New Ladies’ Setting 

A new illusion setting for ladies’ rings, 
earclips, and other jewelry, has been in- 
troduced by Baker & Co., Inc., Newark, 
N. J. It is being offered in jewelry pal- 
ladium and iridio-platinum, both metals 
being noteworthy for holding stones se- 
curely. 

Known as Series 596, the new line brings 
“feminine gracefulness” to the series 594 
and 595 recently offered to the trade for 
men’s rings. Four individual tops are pro- 
vided to hold diamonds from 3 points 





through 35 points. 
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ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelsea 2-3702 and CHelsea 2-2568 








30D 








by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


O determine the correct amount of space needed for 
the collet, it is placed over the center of the hair- 
spring as shown in Fig. 16. The exact spot where the 
innermost coil protrudes from beneath the collet is the 
point at which the hairspring is parted. This spot is in- 
dicated by the arrow in 16A. Generally the space be- 





Fig. 16. Point where hairspring protrudes 
from beneath collet is place at which it is 
cut to allow space for collet. 


tween the outside of the collet and the first coil should 
be equal to a little more than the distance or space 
between a coil of the hairspring and its neighboring 
coil. If the hairspring is broken as directed, the tongue 
to be formed will shorten the spring sufficiently to pro- 
vide the additional space required. After providing for 
the collet space, the tip of the new inside coil is formed 
into a tongue. This tongue is shaped to enter the lateral 
hole in preparation for the pinning. This tongue is bent 
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Vibrating A Hairspring 


as shown in Fig. 17. For experienced hairspring opera- 



































Fourth in a series of articles explaining, in detail, 
the operation in which a hairspring is fitted to a balance so 


that it oscillates a required number of times an hour. 


(Drawings by the Author) 


tors with a trained eye, the spring may be colleted, trued 
in the flat and round with some degree of accuracy while 
the collet is held on a broach. To aid those who are not 
called upon to perform this job frequently, some aids 
and more elaborate devices are used. One of these is 
a colleting tool described in Fig. 18. 

This tool is made from a length of brass bushing 


wire (A). A slight shoulder (B) is turned off to enable 


Fig. 17. After hairspring is Pt 
cut, end is shaped into tongue ’ 
to fit into pinning hole. \ 








the seating of a seconds bit from an old 18s or 16s por: 
celain dial (C). This seconds dial is held to the main 
dial by bismuth, shellac or soft solder and it will re- 
quire only mild heating to remove it from the larger dial. 

To keep the dial in place upon the brass rod, shellac 
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WATCHMAKERS 


Does the WatchMaster bring in watch- 
repair business? Do repair work cus- 
tomers increase merchandise sales? 
Here is one instance typical of many. 
Mr. Gordon featured the WatchMaster 
in a promotional campaign for watch 
repairs. As a result, he says, “‘I had to 
put on two more watchmakers, The 


WatchMaster gives my customers coni- 
fidence.”’ 


If you have a WatchMaster Watch- 
rate Recorder, advertise this service 
now. If you do not own one, write 
for a copy of our 2-way Profit Plan. 








American Time Products. Ine. 
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2 YORK ‘N ’ 


Distributors of Western-Llectric Woatch-rate Recorders 
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is melted around its base (D). Through the tubular hole 
a broach (E) is inserted. A set screw (F) holds the 


broach in place. 
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Fig. 18. Colleting tool is simply made to aid in 
colleting hairspring and truing it in the flat 
and round. 


The collet is placed over the broach until it is tight. 
The broach is then lowered until the collet is close to 
the white dial’s surface where: it is fastened by the set 
screw. In this manner, the hairspring has a clear white 
background. Pinning and truing is then made easier. 








Fig. 19. Direction in which hairspring develops 
must be considered depending on balance bridge. 


Before placing the collet upon its holder, it must 
be remembered that most collets have their lateral holes 
drilled above or below their middle and the remarks 
previously made in regard to flat and overcoil hair- 
springs must be observed. Furthermore, the direction in 
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which the hairspring develops must be considered. This 
depends upon the design of the balance bridge, Fig. }9 
shows two balance bridges. One requires a Right hair. 
spring and the other develops to the Left. Right hair. 
springs develop out of their collets in a Clockwise 
direction and “left” springs develop out of their collets 
in a counter-clockwise direction. 





Fig. 20. Preferred method 
of pinning hairspring to 
collet is shown above at 
left. Pinned as shown at 
right, spring may touch 
collet, especially if the 
latter is spread as shown 
in the lower illustration. 





Should the collet’s lateral hole be drilled midway 
between the top and bottom of the collet and it is paral. 
lel to the slit, then some consideration should be given 
to the side of the collet from which the spring is to 
develop. Fig. 20 shows two springs pinned to the same 
collet. Left shows the preferred method. This will per- 
mit the spring to develop almost 34 turn before it is 
opposite the split. In this way, the coil will spiral out- 
ward and be a considerable distance from the split in 
the collet. Furthermore, when the pin is pressed tight 
the pressure will not spread the collet apart. 





Fig. 21. Taper pin is filed flat on one side to 
provide a greater contact with hairspring than if 
it is left round as shown at the left. 


When the spring is pinned so that it develops from 
the split end, as shown at right, there is a danger of its 
touching the collet especially if the collet is spread when 
being staked to the staff. This is shown in the third illus- 
tration. 


HAIRSPRING PINS 

Hairspring (collet and stud) pins may be purchased 
for this purpose and are very cheap in price. If the 
colleting job is to be done so that the spring is level and 
tight in the collet, a few preliminary operations are 
recommended. One of these is to make a trial fit with 
(Please turn to page 362) 
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N () W I General Electric announces its 
COMPLETE LINE of Electric Hall Clocks! 


HESE MAGNIFICENT electric hall clocks are the 
2 reselling in elegance . . . the treasured heirlooms 


of tomorrow. 


No one could hope for a more beautiful—or more 
lasting—gift! And for vou, there is an extraordinary 


Elegant General Electric Hall Clocks 


She Vecgintan—A clock of extraor- 
dinary beauty witha richly carved Colonial 
case of dark mahogany. Roman style col- 
umns, peaked with rounded spires, flank 
glass doors. Note polished ornamental 
weights and swinging pendulum. West- 
minster chimes strike the quarter hours on 
five tubular bells. $385.00, plus tax. 





prestige which derives only from carrying the finest! 


General Electric Hall Clocks attract the most 


desirable type of customer. You will do well to stock 


possible display. 


these notable clocks, and to give them the best 





. .. part of the complete line of General Electric clocks featured by the R. H. Macy Co. 


She ldams—A magnificent grand- 
father clock of 18th century design. Faith- 
fully executed, even to ornamental weights 
and swinging pendulum. The superb ma- 
hogany case is authentically styled. There 
is a special “moon dial,” and the West- 
minster chimes sound each quarter hour 
on five tubular bells. $535.00, plus tax. 


‘'The clocks most people want most’ 


GENERAL @ ELECTRIC 


Lhe Winthrofrp—This Colonial grand- 
mother clock has the fine styling of the 
classic original. The case is of two-tone 
mahogany; dial has a brushed-gold finish, 
scrolled corners. Westminster chimes 
sound the quarter hours. $195.00, plus tax. 
Appliance and Merchandise Department, 
General Electric Co., Bridgeport 2, Conn. 
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ANKING ADJUSTMENT—How can I adjust bank- 
ings in a watch that has no banking pins? The 
fork comes against corners formed by places turned out 
of the lower plate, where the circular recesses cut into 


each other. (Question No. 6064) W.C.R. 


Answer—The solid bankings described are of course 

not adjustable. In repairing and adjusting watches with 
these, you must assume that they were correctly located 
originally, and if they show no signs of having been 
filed or cut to alter the banking points, that means that 
they are still correct. If you find any faults in pallet 
or fork actions governed by the bankings, the alterations 
to obtain correct actions must be made to other parts 
than to the bankings. If, however, you find evidence of 
alterations in the banking-points, it may be necessary to 
restore them, which can be done by drilling holes in 
the plate, large enough to cover the possible position 
of the original points. Drive slightly tapered nickel wire 
into both holes, trim surplus off ends of the wires, and 
then mount the plate in a universal face-plate, centering 
it by the balance-staff center, and turn off the portions 
of wire inside the circle of the original recess in the 
plate. Do this then in the other recess. A neat job so 
done will supply metal stock to restore the banking 
points as they were before the botch-work was done. 


ARNISH PREVENTATIVE—What are some of the 
preparations that are used for putting in showcases 
with silverware, to prevent tarnishing, or at least to 
slow down the length of time between cleaning of silver 


goods in stock? (Question No. 6065) L.M. 


Answer—Lump camphor is used for the purpose re- 
ferred to; also some of the products that are also used 
for repelling moths in storing woolen clothing, like 
napthaline, “moth flakes,” and “moth-balls.” There are 
some preparations offered for sale by jewelers supply 
houses, among which are: Zang’s Anti-tarnish Cake; 
Lloyd’s Anti-tarnish Balls; Tarnex Paste; Stop-tarnish 
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Preparation, etc. An excellent product for the same pur. 
pose is a cloth that is impregnated with an anti-tarnish 
chemical, sold under the trademark “Pacific Silver 
Cloth,” manufactured by Pacific Mills, New York. This 
cloth is used for linings in drawers, cabinets and chests 
that hold silver goods, and it does retard tarnishing very 


effectively. 


LOCK VALUE—One of our customers wants to sell 

an old clock, and asked our opinion about its value. 
It is in a case of some kind of black stone, engraved 
among the corners, etc., and gilded in the engraving, 
The dial has no name on, but on the back plate is 
stamped Vincenti & Cie, and Medaille d’ Argent. The 
owner says it is a rare clock and thinks it is worth about 


$500. What do you think? (Question No. 6066) M.D.N. 


Answer—Vincenti & Cie, clockmakers, were in busi- 
ness at Montbeliard, Doubs, France, between the years 
1832 and 1860. The other stamp on the plate, “Medaille 
d’ Argent,” indicates that at some exposition of trade- 
products the maker was awarded a silver medal for his 
clocks exhibited there. Evidently this clock is of “com- 
mercial” quality, rather than a rare clock made by some 
eminent maker, so it would not be classifiable as a rare 
clock, for which collectors would pay a high price as 
a specimen for a collection of fine antique pieces. Its 
value would rather be what someone would be willing 
to pay for it for a clock for use, rather than for a col- 
lection of rare clocks. This would have to be determined 
by offering it for sale, and “feeling out” possible buyers 
to get the best possible bid for it. Certainly, however, 
the owner’s idea of $500 is far above the price that it 


would be reasonable to expect, for the clock. 





EPAIRING CASES—How can we make repairs to 


cases of French clocks. made of marble, onyx. 
slate. etc.. in which slabs of the stone material have 
come apart? (Question No. 6067) S.F. 


Answer—The cement used by makers of stone cases 
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WESTCLOX 
PROUDLY PRESENTS 


a triumph of small watch engineering 


ANCE WRIST WATCH 





A special Lance display piece 
—colorful, 7 14 inches high and 
1014 inches wide—is available. 
The piece sets up quickly, at- 
tractively displays the watch 
under a transparent shield. 
Comes free, postpaid. Write 
to Westclox, LaSalle, Illinois. 














The finest watch in Westclox history... 
The greatest value in your experience 


LANCE Wrist Watch, shown actual size above, is the most hand- 
some wrist watch ever produced by Westclox; and a timepiece 
of great dependability and beauty. Trim, thin Lance is instantly 
recognized as quality with its 10 karat rolled gold plate front 
and stainless steel back, curved to fit the wrist. Easy-to-read 
metal dial, non-breakable crystal, smart pig grained strap. 
Sturdy movement, rustproof hairspring. You'll be proud to 
feature Lance, America’s greatest watch value at the retail 
price of $11.95. Distributed by leading wholesalers. 


a a 


WESTCLOX Mace by the makers of Big Ben - Products of General Time Instrument Corp. 
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of French clocks for fastening parts together, is plaster- 
of-paris, mixed with water enough to form a thick paste 
or “mush.” But usually the heavier parts, on which 
there may be considerable strain in holding them to- 
gether, are first connected to each other by heavy wires 
of brass or steel, with bent ends fitted into holes in the 
stone parts; or by metal bars screwed or bolted to the 
stone. The plaster-of-paris cement is applied in a thin 
layer between the surfaces of the stone that fit together, 
and is also piled in thickly, out of sight behind the 
fitted joints, to fill in and brace the interior corners. The 
cement will dry out and harden in about 24 hours. After 
stone slabs have been laid together with cement between 
their joints, these should be bound together with heavy 
firm twine, until the cement has been hardened. 


NNEALING TEMPERATURE—To what degree of 
heat should we anneal a 14k. gold band ring, be- 
fore stretching it to make it one size larger? (Question 


No. 6068) A.G. 


Answer—For stretching a ring as little as one size 
larger, it would be unnecessary to pre-heat it at all, if 
made of average composition 14K gold; this, whether 
the stretching be done either by hammering on a man- 
drel, or by using one of the machines that roll the gold 
to..stretch a band-ring. Sufficiently high heat to anneal 
the gold would also melt the solder if the ring is of the 
kind» manufactured with a soldered joint, or if it had 
ever been resized by cutting and soldering. 


LOCK WEIGHTS—What is the rule about knowing 
the correct weight to hang on each side of a strik- 


ing grandfather clock? (Question No. 6069) H.B.E. 


Answer—Practically all of these clocks, in which 
the weights are not equally heavy, are designed to use 
the heavier weight on the striking side. 


AGNETISM—My watchmaker contends that a 
watch can be so excessively magnetized that he 
cannot regulate it, although he has put it in good order. 


Is this true? (Question No. 6070) P.B. 


Answer—What the watchmaker says is true and is 
a very well known fact in the experience of all watch- 
makers. To neutralize the magnetism, the watch may be 
passed through the field of an alternating current, flow- 
ing through a hollow coil of insulated wire. This device 
is part of the equipment of practically every watch- 
repair shop; it is called a “demagnetizer.” 


ATCH TOLERANCE—Our employer who is not 

a watchmaker has, we think, an exaggerated idea 
of the timekeeping that our customers should be given, 
in repairing small bracelet watches. We in the shop of 
course know that the better the service given customers. 
the better for the reputation of the firm. But after all, 
little bracelet watches shouldn’t be expected to give re- 
sults that would be fair to expect of fine pocket-watches. 
and we wish to know where we could write to get a 
statement of fair tolerances for tiny watches of middle 
grade, that might convince the boss that we are over- 


doing work on these. (Question No. 6071) W.C. 
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Answer—We suggest that you write for a Statement 
of fair timekeeping standards for various sizes 
grades of watches to The American Jewelled Watch 
Manufacturers Association, Sec’y, I. E. Boucher, Wa), 
tham Watch Co., Waltham, Mass. and to The American 
Watch Assemblers Association, Sec’y, Wm. H. Fox, 9 
Broadway, New York 4, N. Y. Better state, in Writing 
to these organizations, examples of makes and grade 
of the watches in question, and about what tolerances 
the shop is expected to produce in performance of the 
watches. 








VIBRATING A HAIRSPRING 
(From page 358) 
a short sample section of the hairspring to be fitted 


This may come from the inner section previously broken 
out to provide room for the collet. In this way the taper 
pin can be prepared so that it will break off clean) 
and exactly at the point desired when the final colleting 
operation is done. 

To prepare the taper pin, it is first filed slightly flat 
on one side as shown in 21B. The advantages of pro. 
viding a flat surface when this pin is inserted into the 
hole with the spring are considerable. One is that more 
of the pin enters the hole and greater surface contact 
is made both with the surface of the spring and with 
the hole in the collet. Compare 21A where the cross 
section of the collet and spring is shown with a regular 
round taper. In 21B. the same pin is filed slightly flat, 
Here a greater diameter of the pin is clearly shown, 
making its advantageous contact with the hairspring. 

Furthermore by twisting this pin prior to being fully 
tightened and broken. the spring may easily be levelled. 





Fig. 22. V-grooves are filed in pin when it is 
fitted to facilitate breaking it off after the pin is 
finally inserted. 


Place the trial section of spring in the collet and 
then place the pin into the hole so that the flat section 
is against the spring. Push the pin in as far as it will 
go without too much pressure. With a screw-head file 
cut a small “V” groove into the flat part of the taper 
pin a little above the spot where the pin enters the collet 
hole. The other groove is filed at the thin end of the pin 
indicated by the arrow in Fig. 22, after it is removed 
from the collet. The purpose of these “V” grooves is to 
facilitate the breaking off operation after the pin is 
finally inserted. 

(To be continued) 
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ROTECTS PROF! 


Enforcing correct original entries covering every penny 
taken in, a modern National Cash Register System 
makes certain that you get every penny that’s coming 
to you. Its accurate, mechanical computations prevent 
costly mistakes in addition. And its clear, unchangeable, 
printed figures save you hours of laborious figure-work. 





Mechanizing your business figures with a National 
pays in so many ways. It pleases your customers. Builds 
confidence. Speeds service. Protects your clerks—and 
you! But that’s just the barest outline of its many ad- 
vantages—ask your local National representative for the 
full picture! Sales and Service Offices in over 400 cities. 





EXPRESSLY DESIGNED FOR JEWELRY STORES 


1. Issues an itemized and totalled printed 
receipt, or prints a record on the original 
and duplicate sales-slip. 


2. Separate cash drawers for recording the 
sales made by each of 4 clerks. 





3. Purchases of more than one item are 
mechanically — and accurately — added. 


4. All item accounts are automatically dis- 
tributed into 5 department classification 
totals, locked within the register. 





5. Printed audit strip affords you :nstant 
record, in detailed and total form, as to ac- 
tivities by departments, clerks, and transac- 
tions. 
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sae CASH REGISTERS » ADDING MACHINES 
ee Reeds ACCOUNTING MACHINES 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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Advertising Campaign Slated for 
Oneida’s “Heirloom” Sterling 

A new advertising campaign for Heir- 
loom Sterling, product of Oneida Ltd. will 
begin to appear in women’s general and 
class magazines in October. 

The campaign, first to be prepared for 
Oneida by J. Walter Thompson Co. will 
use four color ads in full bleed pages of 
such magazines as Ladies Home’ Journal, 
House Beautiful, Vogue, House & Garden, 
Mademoiselle, Mademoiselle’s Living, Har- 
pers Bazaar, Brides Magazine and Guide 
for the Bride. 

A large illustration shows the silver in 
stunning plate settings and dominates the 
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advertisements. Copy offers women ingeni- 
ious, easy-to-use ideas for table decoration 
and beauty. Place settings shown eliminate 
all extraneous matter, forcing attention on 
the silver itself. In one advertisement, for 
instance, a glass plate is used, so that no 
busy chinaware design stops the reader’s 
eye. The silverware is shown almost actual 
size. 

The advertisements feature Heirloom 
Sterling, pointing out its lasting qualities 
and the fact that a place setting can be 
had for “the cost of one turkey, with 
trimmings” or “no more than one eve- 
ning’s entertainment” might cost. 

Dealers are receiving newspaper mats, 
material for radio commercials and num- 
erous display and direct mail aids. 





‘Mystery Man’ to Be Feature 
Of ANRJA Convention 


Columbia Diamond Rings, Division of 
Axel Bros., Inc., have planned a major 
show promotion, along the successful lines 
of the “Miss Hush” and “The Walking 
Man” contests that have proven so na- 
tionally popular. 

One thousand dollars reward in prizes 
were awarded to visitors at the National 
Jewelry Fair of the National Association 
of Credit Jewelers at the Hotel Stevens 
in Chicago, last month, and similar prizes 
will be given at the American National Re- 
tail Jewelers’ convention to be held at the 
Hotel Waldorf-Astoria in New York, Aug. 
9-12, for capture of the Columbia “Mystery 
Man.” 

Visitors will ask each other, “Have you 
seen the Columbia Diamond Rings dis- 
play?” When the “Mystery Man” is cor- 
rectly identified, the lucky prize winners 
will receive such gifts as a radio-phono- 
graph combination, matching luggage or a 
$200 gift certificate. 

There will be a new “Mystery Man” 
for each day of the New York show. Clue 
sheets will be available at the Columbia 
Diamond Rings display booth. 
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Gruen Directors Re-Elected; 
Profit-Sharing Fund Divided 


Members of the board of directors and 
officers of the Gruen Watch Co. were re- 
elected Wednesday, June 16, at the annual 
shareholders meetings of the company. 
Those re-elected are: John R. Bullock, 
Sterling B. Cramer, E. W. Edwards, George 
J. Gruen, George T. Gruen, Benjamin S. 
Katz and Clifford R. Wright, all of Cin- 
cinnati. Officers re-elected are: George J. 
Gruen, chairman; Benjamin S. Katz, presi- 
dent and treasurer; Simon C. Gershey, New 
York, vice president; Henri Thiebaud, Bi- 
enne Switzerland, vice president; Aaron 
Thorne, Los Angeles, vice president; 
George T. Gruen, secretary; Alfred T. Reis, 
comptroller, and Thomas F. Jeary, auditor. 


A profit sharing fund of $151,998.80 was 
divided on June 15 among the employees 
of the Gruen company. This fund was suf- 
ficient to give employees with more than 
five years’ service 14.73 per cent of their 
earnings during 1947 and qualified em- 
ployees with less than five years’ service 
9.82 per cent of their earnings last year. 
Under-five-year employees share in the fund 
on the basis of actual earnings, while over- 
five-year employees share on a basis of one 
and one-half times actual earnings. 


The company each year contributes to 
the profit sharing fund five per cent of its 





hr, 


consolidated profits before taxes, President 
Katz explained. 

Money is deposited annually in trust in 
the Fifth Third Union Trust Co. and ag. 
cumulates to the employee’s credit for ten 
years. As each employee completes ten 
years, he withdraws each year one tenth 
of his balance. As employees withdraw, the 
company makes deposits in proportion to 
its profits. 


Speidel’s “Stop the Music”’ 
Has a High Hooper Rating 

“Stop the Music,” Speidel Corporation’s 
new radio quiz show, is now among the 
five top programs in radio according to 
a recent survey by C. E. Hooper, Inc,, 
radio research organization. 

Speidel’s first “Stop the Music” program 
was among the “first fifteen” according to 
an earlier survey by the Hooper agency. 

Of top interest to jewelers is the fact 
that Speidel watchbands advertised on 
‘Stop the Music” are being brought to the 
attention of an extremely large radio au. 
dience—larger, in some cases, than that 
reached by many of radio’s top, long. 
established programs. 

Local jewelers are tied in firmly with 
the program for on every phone call made 
Bert Parks, M.C., always identifies him. 
self as calling “for Speidel and your local 
jeweler.” 











After many months of planning and con- 
struction, William B. Ogush, Inc., New 
York, has announced final completion of 
its expansion operation. This includes en- 
largement of the factory, addition of extra 
office space and installation of new equip- 
ment throughout the production depart- 
ments. 

“This expansion program has been dic- 
tated not only by the need for extra pro- 
duction facilities,” said William B. Ogush, 
“but also by the fact that we have re- 
vamped many of our manufacturing pro- 
cedures.” 

The Ogush offices and plant now oc- 
cupy two complete floors, the factory now 
encompassing an area almost half again 
as large as the previous one. Most of the 
interrelated departments are now located 
on the same floor, permitting streamlined 
production. Also, most departments are 
now outfitted with completely new ma- 
chinery, and this new equipment, along 
with new methods and processes, presages 
many advancements in the technique of 
jewelry manufacturing. 


New Ogush Plant in Operation 
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As is generally known in the trade, 
every step in the production of fine jew- 
elry and watch cases is performed under 
one roof in the WBO factory. From the 
purchasing of diamonds, and the making 
of tools and dies right down to final pol- 
ishing and engraving, technicians supervise 
and check each element of production. 
Much of the machinery installed is of a 
type altogether new in jewelry production. 

The offices, now located on the tenth 
floor, are the last word in spaciousness. 
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INE times out of ten, the store 
N with the most attractive and 
inviting appearance—inside and out 
—the store that presents the most 
appealing “face” to the public, is the 
store that gets and holds the most 
customers, that wins the biggest 
volume, the quickest turnover, the 
largest profits. 

It’s true: “Your ‘face’ can be your 
fortune,’ when applied to your jew- 
elry store. Jewelers, from one end of 
the country to the other, have 
proved it to their profit. And they’ve 
proved, too, that Pittsburgh Prod- 
ucts are the most dependable among 
materials for store modernization. 
More than any others, Pittsburgh 
Glass and Pittco Store Front Metal 
have been successful in giving all 
kinds of businesses the magic of 
“eye-appeal.” 

Why not plan to remodel your 
jewelry store for a more successful 
business? Consult an architect, first. 
You will thus be sure of a well- 
planned, economical design. Then, if 
you wish, you can arrange for con- 
venient terms through the Pitts- 
burgh Time Payment Plan. But 
right now, fill in and return the cou- 
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THIS JEWELRY STORE in Louisville, Kentucky, with its open-vision front offering a clear | 
view into the interior, is a striking example of how “Pittsburgh” modernization can be 
employed to give your business more attraction-power. Remodeling like this pays big | 
dividends in increased sales and profits. Give your business the advantage of this proven 
“shot-in-the-arm.” Architects: Joseph and Joseph, Louisville, Kentucky. 






























pon below for your free copy of our 
valuable new book on store mod- 
ernization, “Modern Ways for Mod- 
ern Days.” It contains scores of 


Name. 


Address 


City 
CHEMICALS -: 
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‘PITTSBURGH'S 


STORE FRONTS 
AND INTERIORS 


BRUSHES : 


GLASS § 


“Pittsburgh” modernization jobs; 
shows how Pittsburgh Products cre- 
ate sales-winning store fronts and 
interiors. 


Pittsburgh Plate Glass Company 
2270-8 Grant Building, Pittsburgh 19. Pa. 


I’m interested in your new book on store modernization. ““Modern 
Ways for Modern Days.” Please send me a FREE copy. 


_ State 


PLASTICS 





COMPANY 











Oscar Trilsch Co. Moves 
To Newer, Larger Offices 





Pictured above are the new sales offices 
for the Oscar Trilsch Co., manufacturers 
of fine jewelry boxes and special-order 
boxes, at 366 Fifth Ave., New York. Prior 
to moving to the new quarters, the firm’s 
sales offices were located at 130 West 42nd 
Street. 





Marvella Pearls Announces 
New Promotional Booklet 

A booklet entitled “It’s Easy to Sell Mar- 
vella Simulated Pearls” has recently been 
issued by Marvella Pearls, Inc., 383 Fifth 
Ave., New York. Designed to help the re- 
tailer and guide his staff in selling the 
Marvella product, the book contains much 
helpful information and answers many 
questions which customers are likely to 
ask. An outstanding feature of the booklet 
is a list of “selling sentences,” statements 
which may be used by salespeople when 
showing Marvella simulated pearls. 





International Silver Announces 
New Executive Appointments 

The International Silver Co., Meriden, 
Conn., has announced that as of July 1, 
1948, the following executive appointments 
are in effect: 

John B. Stevens has been named sales 
manager for International sterling flatware, 
with S. C. Hemingway, Jr., as assistant sales 
manager and Fred H. Hines as merchan- 
dise manager. 

H. F. Corcoran has been appointed sales 
manager for International’s general mer- 
chandise division. 





“Miracle Twin” Developed 
By Shiman Brothers 


A new style diamond Miracle Engage- 
ment and Wedding Ring set manufactured 
by Shiman Bros. & Co., Inc., features an 
ensemble clasp (patent pending), which 
will lock the bridal rings together. This 
clasp prevents the twisting and shifting of 
the rings which is responsible for ring 
wear. Whether coupled or not, there is ab- 
solutely no visible trace of the lock device. 
Thus, the wedding and engagement rings 
can be bought separately or together .. . 
and worn separately or together. 

According to the wishes of his customer, 
the dealer can easily lock or separate the 
Miracle bridal set in a few seconds. This 
new style ring set is said by the company 
to eliminate any possible sales opposition 
from customers who desire to buy or wear 
their rings separately. 
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Forstner Chain Corporation 
Announces Fall Ad Schedule 


The Forstner Chain Corp., Irvington, 
N. J., has just released plans for an ex- 
tensive advertising campaign aimed at the 
fall gift-buying market. As one of the 
leading manufacturers of ladies’ and gen- 
tlemen’s jewelry, Forstner is paving the 
way for increased sales by use of a con- 
centrated national advertising schedule 
and backed up by numerous merchandising 
aids. It is a program designed to acquaint 
every jewelry buyer with the Forstner line. 


The. national advertising schedule is 
geared to reach every segment of the 
American market with the complete Forst- 
ner jewelry line displayed in impressive 
full page, half page and quarter page units. 
Many of these advertisements will appear 
in beautiful, eye-catching colors in such 
powerful and important publications as 
Life, Saturday Evening Post, Holiday, Es- 
quire, National Geographic, New York 
Times Magazine, This Week, New Yorker, 
Vogue and Hurper’s Bazaar. 


In addition, Forstner will make available 
to the individual jeweler mat services tail- 
ored to fit the needs of every retailer, hand- 
some, traflic-stopping counter displays, and 
informative booklets on which the jeweler 
can imprint his own name. 





Alphabet Catalog Issued 
By New Hermes Firm 


The most complete collection of alpha- 
bets ever assembled for use on New Her- 





mes engraving machines has just . been 
compiled in catalog form, according to 
N. Schimmel, president of the firm. 


Just off the press, the new book in- 
corporates many new alphabets for use on 
jewelry, watches, rings, compacts, cigarette 
lighters, fountain pens and silver flatware 
—on both curved and flat surfaces. 


One of the new faces shown is Script 
No. 41 which makes it possible for jewelers 
to machine-engrave a continuous “inter- 
locking” series of letters that resemble 
hand engraving. Another script, No. 45, en- 
ables jewelers to engrave “interlocking” 
initial monograms. The booklet also fea- 
tures a variety of new styles for the en- 
graving of men’s jewelry. 

The catalog is now being mailed to all 
New Hermes engraving machine users with- 
out request. Copies may also be obtained 
from New Hermes, Inc., 13-19 University 
Place, New York 3. 





Bass-Luckoff Maps Campaign 

Bass-Luckoff of Hollywood has been ap- 
pointed as advertising agency by California 
Ring Products (Metro Creative Jewelers), 
Los Angeles manufacturers of men’s and 
women’s ring mountings. Plans call for 
the use of consumer magazines, trade pub- 
lications, point-of-sale display advertising 
and dealer-help materials. Lionel Fink is 
account executive. 
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Exhibit at ANRJA Show 


Jack Goldenberg, sales manager of h 
Crawford Watch Corp., and Morrey Feld 
man, exhibited the new Crawford a 
line at the NACJ Convention in Chicss 
last month, and will also exhibit at the 
ANRJA show at the Waldorf Astoria * 
New York, August 9-12. Both Mr. Golden. 
berg and Mr. Feldman are enthusiastic 
about this year’s developments in Cae, 
ford watches. In addition to an attractiy 
line of staples, the firm is introducing a 
brilliant assortment of novelty fobs and 
wrist watches. 





Flex-Let Sales Conference Held 
‘ The summer Sales Conference of Flex. 


~Let Expansion Products was held early jn 


July at the company’s factory in Fag 
Providence, R. I. In attendance were aj] 
Flex-Let salesmen, company executives and 
representatives of Flex-Let’s advertising . 
agency. 

Plans were mapped for an extensive Fal] 
and Christmas sales drive. Also presented 
were new: sales promotion ideas and ad. 
vertising campaigns to be introduced short. 
ly to the trade. 





“Keepsake” Advertising 
Wins National Awards 


Awards of excellence have been bestowed 
upon A. H. Pond Co., Inc., Syracuse, N. Y., 
makers of “Keepsake” diamond rings, for 
their current advertising campaign. The 
awards were made at the annual conference 
of the National Advertising Agency Net- 
work, held this year in San Francisco. 


“Keepsake” received awards in art, il- 
lustration and typography, and won honors 
for perfection of display material. The 
premier award, highest honor in the con- 
vention, was given for “Keepsake’s” na- 
tional card campaign. 





Mautner Co. Introduces 
““"New Look”’ Mannequin 
A new bridal mannequin recently intro- 


duced by the Mautner Co., 20 W. 47th St., 
New York 19, for jewelers’ displays of en- 
gagement and wedding rings, is authentic- 





ally fashioned to conform to the currently 
important “New Look.” 


Standing 19” tall, and durably con- 
structed of unbreakable plastic rubber in 
natural flesh tones, the mannequin wears 
a white satin gown detailed to reflect to- 
day’s bridal styles. A lace-trimmed cape and 
simulated pearls at the neckline complete 
the ensemble. 
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ELECTROPLATING 


. . . carefully explains the process of electroplating and 
shows you how in your own store, and with very little 
equipment, you can handle small electroplating jobs your- 


self instead of sending them out. 


“SAL-HYDE PLATING MANUAL”, published by W. Green 
Electric Co., world’s foremost designers of plating equip- 
ment, gives you a short but comprehensive course on 
electroplating. Covers such subjects as Electro-Cleaning 
.. . Electro-Stripping . . . Nickel Plating . . . Silver Plating 
. Gold Plating (in different colors) 
. . « Multi-Color Plating . 


shows how you set up a “shop” easily and inexpensively. 


.. . Copper-Plating . . 
. . Rhodium Plating, etc. Also 


Costs only = O ¢ ~ Werth a Fortune Lo LE 





Send for your copy of the “SAL-HYDE PLATING MANUAL”, 
See how you can become an electro-plater with no previous 
experience. Get the business that is now going elsewhere. 
Get that additional ‘gravy’ yourself. Send 50c . 
check or money-order . . . to W. GREEN ELECTRIC CO., 
130 Cedar St.. New York 6, N. Y. 


| ot MAIL THIS COUPON NOW! tt. 


W. GREEN ELECTRIC CO., Inc. 
130 Cedar Street, New York 6, N. Y. 
Gentlemen: 


! enclose 50 cents. Please send me a copy of the 
“SAL-HYDE PLATING MANUAL”: 
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Brighten 
The Fame 
Of Your Name 


Reputation attracts the many 
but is created by the few. Just 
as the lasting fame of an artist 
depends on the judgment of 
connoisseurs so the renown 
of a store rests on the good 
opinion of those who know 
and appreciate the truly fine. 
Only the unusual impresses 
these leaders of taste. That's 
why so many establishments 
feature Revere Clocks — mas- 
terpieces of craftsmanship 
with traditional Westminster 
Chimes and the accuracy of 
the Telecron Motor. Send for 
catalog showing the designs 


that appeal to the knowing and 
enlarge a store's reputation 


for excellence. 


THE REVERE CLOCK COMPANY 
Cincinnati 6, Ohio 


Despite much costlier manufactur- 
ing there is only 20% difference 
between now and pre-war 


Revere prices. FLOOR CLOCK is the 


CABOT Honduras 
Mahogany. 80'' high 
Moon Dia! West 
minster Chimes 
Retails for $540 


pilus Tax 


MANTEL 


styled 2aneler T 


NEW YORK OFFICE AND SHOWROOM 
37 West 47th Street 


CHICAGO SHOWROOM 
1422 Merchan tise Mart 


SAN FRANCISCO SHOWROOM 
5446 Western Merchandise Mart 
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HEIRLOOM STERLING’S NEW SPECIALTY SALES FORCE 





ae 








Shea 


Executives of Oneida, Ltd., and Heirloom Sterling’s new specialty sales force were 
recently photographed at their first sales meeting. Front row, left to right: John Keller, 
Credit Manager; P. C. Hart; R. S. Sullivan; E. E. Hatfield; J. P. Zeck; W. L. Morgan, 
Merchandising Manager; E. L. Sweeney, Office Manager; F. K. Zuegg; H. F. Johnston. 
Second row, left to right: M. E. Robertson, General Manager; J. W. Raynsford, Jr.; L. J. 
Bell; F. L. Hartwig, Sales Manager; A. O. Frey; R. A. Bloom, Director of Sales; Harley H. 
Noyes, Director of Advertising; W. N. McKamy, J. Walter Thompson advertising agency; 
R. H. VanNostrand; R. H. Parker, and R. H. Henty. 








General Time Experimenting 
With 1-Minute Video Movies 


General Time Instruments*Corp., which 
hasn’t used radio as an adveftising medium 
in more than 10 years, is experimenting 
with television. One-minute movies, featur- 
ing Big Ben-Westclox or Seth Thomas 
clocks, will be shown over station WBKB, 
Chicago, every Wednesday at 7:28 p.m., 
for 13 weeks, beginning June 30. 

The Westclox film, “Wake Up Smiling,” 
featuring the Big Ben Electric, shows a 
girl startled into wakefulness by an old- 
fashioned alarm and then shows her smil- 
ing as she is aroused by the more soothing 
tones of Big Ben. The Seth Thomas pic- 
ture, “It’s A Gift,” shows a bride receiving 
a Legacy as a wedding present from her 
father, while the sound of the clock’s 
chimes is heard under the narrator’s voice. 


The films will be televised alternately, 
with the Big Ben-Westclox picture being 
shown seven times. The experiment on the 
Chicago station will guide General Time 
in determining whether to make more ex- 
tensive use of television. 





Swank, Inc., Honors 
Veteran Employees 

S. M. Stone, (left) president of Swank, 
Inc., is congratulated on receiving an award 
for 50 years of service with the company 
by J. Carlton Bagnall, executive vice- 
president, at a “Service Pin Dinner” held 
at the Sheraton-Biltmore, Providence, on 





June 17. Stone has been president of 
Swank, Inc., manufacturers of men’s jew- 
elry, leather and other accessories, since 
its founding in 1897. He was among 165 
Swank employees who received pins for 
service ranging from three to 50 years at 
the dinner. 
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New L&R Polishing Motor 
Now Available to Industry 

Availability of a new L & R five-speed 
polishing motor, complete with two spin- 
dles, for polishing, buffing, grinding and 
other precise tool work in the jewelry 
field, has just been announced by L & R 
Manufacturing Co., 557 Elm St., Arling- 
ton, N. J. 

This multiple-speed machine with five 
set speeds assures controlled power for 
achieving uniform results on each specific 
job. It is a bench-type model with 1/10 
horsepower, built to operate on 115 volts, 
60 cycle A.C. It is equipped with double- 
shielded ball bearings which require no 
further lubrication. 





New Display Boxes 

The Alsten Co., 161 Avenue of The 
Americas, New York 13, designers and 
manufacturers of watch, ring, jewelry 
boxes and displays, has introduced a new 
treatment of contrasting decorative color 
detailing on lustrous plastic. The resulting 
“color harmony” is further enhanced by a 
choice of contrasting pad colors. The box, 
No. 1005, is a combination design of smart 
Classic lines and Rococco grace. It has an 
automatic spring hinge and is made in a 
wide range of colors. 





Suggests Pepper Mills 
As Christmas Gifts 


What kind of a Christmas remembrance 
should be distributed this year that will 
really build the goodwill you are seeking? 
George S. Thompson, South Pasadena, 
Calif., has come up with an answer. 


A business gift, he says, should be an 
article that the recipient does not have six 
of already. And it should be of a nature 
that will please both men and women. 


So, the “Old Thompson Pepper Mill” 
was developed. A little table grinder that 
enhances the beauty of any table setting 
and provides the user with a new taste 
thrill, the pepper mills are available in a 
host of stylings in gay plastics, rare hand- 
rubbed woods, beautifully polished metals, 
and lovely old-fashioned patterns of pressed 
glass. Priced under $2.00, some models 
are suitable for imprinting with the donor’s 
seal or insignia, and if requested, Thomp- 
son can imprint suitable advertising copy 
permanently into the more simple wood 
numbers. 












Electroplating Made Easy 
W. Green Electric Co., Inc., desi 

' , , ners 
and builders of rectifiers for electroplat 
ing, have published a book dealing with 
electroplating processes. It is written prj 
marily for those people interested in small 
plating such as retail and manufacturip 
jewelers, hobbyists, and the home wel 
shop and schools. 

The manual, written in simple Practica] 
style, explains electroplating with Copper 
nickel, silver, rhodium and gold. Working 
instructions are included for the prepara. 
tion of the parts to be plated as well ag 
electro-cleaning, electro-stripping, oxidiz. 
ing, etc. It also shows how to set up q 
small plating shop easily and inexpensive. 
ly. All instructions are in units applicable 
to the small shop and occasional plate 
and are based on the use of prepared 
plating solutions, thus eliminating the 
“chemistry” and stocking of chemicals of 
which only a trace might be used in , 
small bath. The electrical requirements of 
plating are thoroughly covered. 

Called “Sal-Hyde Plating Manual,” the 
booklet is available for 50c direct from 
W. Green Electric Co., Inc., 130 Cedar St, 
New York City. 





Parker 51‘s Presented 
To Bombay-London Fliers 


Sixty-four passengers on the maiden 
flights of India’s first home-owned over. 
seas airline were presented with Parker 
“51” sets to commemorate the inaugura- 
tion of the Bombay-to-London flight by 
Air India International. 


The pen sets were presented to _passen- 
gers abroad the introductory flight of the 
“Rajput Princess,’ a new Constellation 
recently christened at Delhi by Pandit 
Jawaharlal Nehru, Prime Minister of India. 

The “Rajput Princess” left Bombay on 
June 8, reaching London on June 10, via 
Cairo and Geneva. The maiden homeward 
flight left London on June 11. 





New Remembrance Display 
Suitable for Window Use 


The new Remembrance birthstone ring 
display has been designed and finished to 
blend with the color of decorations in any 
jewelry store window. 


a "eS ALWAYS $ 


nnnicnnn nee 





Shown at the NACJ Convention in Chi- 
cago last month, the display will also be 
on view at the ANRJA Convention in New 
York, August 9-12. 

The display is made for Remembrance 


Ring Co., 1 West 47th St., New York. 
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en KNOW YOUR VIBRATOR © MAIL DIRECT Your 
~ SAME DAY SERVICE 
' CUSTOMERS LIKE 
pri 
nal] Flat $1.75 Swiss & 
ring Breguet $2.50 American 
mk: =— Send 
Fitted to balance bridge, 
cal bridge, no lev- balance, stud 
ber, eling necessary. and collet. 
ing 
ra. Contract esti- 
as Use only heavy mates given to 
liz. mailing envel- Watch and 
a opes. Sent up- Clock manu- the 
ve. on request. facturers. 
be These and many other letters from customers prove our service. 
od | wish to compliment you on hairspring you vibrated for me. 
he ee eee maihinn” You deel taub ah of cay SaDanIND 6 9 
machine. 

of rote By & recommend you to others. Thanks. B. A. TIME -AND - A-HALF VALUE 
4 SCHEEL, 353 E. Commerce St., San Antonio, Texas. 
of Just getting around to think you for your QUICK SERVICE 

on my hairsprings. You have been recommended to my fellow 





watchmakers as DEPENDABLE.—V. D. POPHAM, Morrow 


he Watch Shop, Morrow, Ohio. 
m Thank you for your very fast service. | have not had one 
customer return for regulation with hairsprings fitted by you. e e . 
Yours truly—H. GURNEY, Box 551, Calimesa, Calif. in Gilbert S guaranteed 


Your fast efficent service is very much appreciated. In the 
future we shall send all our hairspring jobs to you. | men- 


fiwy have elresdy sent fo you. Thenk you again. Sincerely 40-HOUR ALARM CLOCKS 


yours—JEROME E. SCHMITZ, 222 Hollister St., Grand Rapids. 


Mich. 
n 
: HAIRSPRING VIBRATING CO. 
T CHARLES THOMAS 
; P.O. Box 330 336 48th St. Union City, N. J. 


If they forget to wind the alarm clock, no 
matter—if it’s a Gilbert—for Gilbert’s 


40-hour movement will still be running 


Formerly in charge of Hairspring Dept. for Bulova Watch Co. 

















| ...and telling accurate time...the next 


: Leaan Watch Repairing morning. 





Customers like Gilbert’s rugged depend- 





_~—. AT THE om 
| ' ability, too. They like Gilbert’s clean, smart 
_— World Ss La rgestf styling; day-and-night utility. 
W 3 + c hy ma k in g And cuntemnen like the store that offers 
them this all-around value so evident in 
S Cc h 00 : Gilbert alarm Clocks. 


Write today for 24 page photo book 


Prepare for a highly respected profitable profession; 
individual instruction; enroll any time. Excellent for on 
certain disabled persons. Six modern buildings and 
the most competent instructors. Free placement service 
assists you to locate in city of your choice. 





Accredited by the 
JEWELERS: Let us prove to you that our United Horological 





graduates are competent. If one of them whe is — of 
placed with you on our recommendation does not | 4:7 eae of oe ee NC 


meet your requirements in the first two weeks, Technical Schools 


we will protect your loss up to $100 with our Washington, D. C. 
Approved for 


Cash Bond. Write us for full details. veterans Clock makers Lo the nation since 7 § O 7 


WESTERN PENNSYLVANIA THE WM. L. GILBERT CLOCK CORP. 
HOROLOGICAL INSTITUTE, INC. WINSTED, CONNECTICUT 


Laconia, New Hampshire 
Dept. 18 808 RIDGE AVENUE PITTSBURGH, PA. 


Established 1936 551 Fifth Avenue 141 W. Jackson Bivd. 
New York 17, N. Y. Chicago 4, Ill. 


























FOR AUGUST, 1948 : 869 





Announce ’48-'49 Edition of 
Jewelers Buyers Directory 

The 1948-49 edition of the Jewelers Buy- 
ers Directory, published by THE JEWELERS’ 
CIRCULAR-KEYSTONE, has just come off the 
press. The price is $2.00. This, the 43rd 
edition, is the first Directory of the Jewelry 
Industry and the most accurate and com- 
plete. It contains 640 pages and lists the 
names and addresses of approximately 5,000 
manufacturers, wholesalers and importers 
and firms offering varied forms of services 
to the jewelry and allied trades. 


as. 
cunt 
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This Directory is the result of months of 
painstaking efforts to make it accurate, com- 
prehensive and highly useful. The informa- 
tion contained in this vest pocket size book 
with the familiar yellow canary cover, has 
been compiled from responses to thousands 
of questionnaires received by the publishers 
from concerns in the jewelry and allied 
industries. 





Manning-Bowman Announces 
New Display Room on West Coast 


John C. Sykora, vice president in charge 
of sales, Manning Bowman & Co.,_appli- 
ance manufacturers, has announced the 
opening of the firm’s new West Coast dis- 
play room in the Western Merchandise 
Mart, San Francisco. Manning Bowman 
showrooms were formerly located at 150 


Post St. 


The San Francisco office is under the 
direction of George H. Watson, who has 
represented the organization for 24 years. 
Literally a jewel box plush setting, the 
new offices will display the firm’s toasters, 
waffle bakers, table grills, percolators, broil- 
ers, heating pads, and giftwares. 


Manning Bowman also has display rooms 
at the Merchandise Mart in Chicago; at 
192 Lexington Ave., New York City, and 
at the factory office in Meriden, Conn. 





Rhapsody Diamond Rings 
Opens All-Around Campaign 


Rhapsody Diamond Rings recently opened 
an all-around campaign in the Philadelphia 
market area according to Morton Sickles, 
vice president of M. Sickles & Sons. 


Currently, the firm is co-sponsoring two 
radio shows: “Saturday afternoon at the 
Click” on WCAU and a nightly offering, 
“Dawn Patrol,” on WIP. In addition, Sun- 
day newspaper space is being used regu- 
larly, along with point-of-sale displays. 
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New Cory Rubberless Brewer 
Is Feature in Display Deal 

Territory managers of Cory Corp., Chi- 
cago, manufacturers of Cory glass coffee 
brewers, have just been given complete de- 
tails of a new merchandising plan designed 





to assist dealers in the proper introduction 
and point of sale promotion of the new 
Cory ruberless coffee brewers. 


The new merchandising plan, which will 
be identified as Cory Merchandising Plan 
No. 1193, includes completely new Cory gift 
packages, a permanent coffee table coun- 
ter display which holds and identifies the 








new Cory Rubberless “Rule of Three” 
and tie-in advertising and promotion m 

terial to enable dealers to identify peal 
their store as headquarters for Cory aa 
coffee brewers and replacement parts, The 
plan also gives dealers sufficient advertising 
material to enable intensive local promo. 
tion of the new Cory rubberless coffee 
brewers. 

The Merchandising Plan is packed ag q 
“deal.” The deal includes a balanced jp. 
ventory of rubberless coffee brewers jp 
each of the three sizes plus a balanced 
stock of replacement parts to enable deal. 
ers to fill demands for this new increasingly 
popular glass coffee brewer. 





Returns from European Tour 


Samuel Braun, of Braun-Crystal Mfg 
Co., Inc., New York, has returned from 
a two month business trip through several 
of the Western European countries, Mr. 
Braun made a survey for his firm of pro. 
motion, display and packaging materials, 
methods and ideas in current use in 
France, Italy and Switzerland. 





To Display at Waldorf 


M. W. Schiffman & Co., Purity Dia- 
monds, cordially invite members of the 
trade to visit their suite at the Hotel 
Waldorf Astoria during the ANRJA con. 
vention in New York, August 9 through 
12. The new fall line of Purity Diamonds 
will be on display at M. W. Schiffman’s 
offices, 22 W. 48th St., New York, N. Y, 
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KRAMER JEWELRY CO. MAKES FALL PLANS 





Assembled for a pre-Fall meeting at New York’s Pennsylvania Hotel, Kramer Jewelry Co.’s 

entire sales staff heard president Louis Kramer outline the heaviest advertising campaign 

in the firm’s history. Flanking Mr. Kramer at head of the table are Morris Kramer at his 
right and Sidney Weiss, ad manager of A. W. Lewin Co. on his left. 





PERSONNEL.... 


Leonard B. Friedman has been appointed 
Flex-Let sales representative for New York 
and surrounding areas according to an an- 
nouncement by Jack Storti, vice-president 
of Flex-Let Expansion Products, East 
Providence, R. I 


Arthur W. Shea has joined the Camfield 
Mfg. Co., Grand Haven, Mich., as sales 
promotion manager. He will be in charge 
of public relations and sales promotion 
as well as acting as advertising assistant 
on all Camfield products. 


Sam E. Dickens, Dallas, Tex., has been 
appointed sales representative for the state 
of Texas by Enger-Kress Co., West Bend, 
Wisc., makers of billfolds, pocket secre- 
taries, key cases and other personal leather 
goods. 





The George S. Thompson Corp., South 
Pasadena, Calif., makers of “Olde Thomp- 
son Pepper Mills,” recently announced the 
appointment of Alfred E. Knobler, 225 
Fifth Ave., New York, as sales agent for 
New York, New Jersey, Delaware, Mary- 
land, and the District of Columbia. 


Louis Aisenstein & Bros., Inc., recently 
announced the appointment of C. H. Mum- 
per as their representative for the Terri- 
tory of Hawaii. 


Harvel Watch Co., Rockefeller Center, 
N. Y., has added Harry Schofield to its 
sales staff. Mr. Schofield was formerly with 
Raymond Hall Co., Portland, Ore. He will 
represent Harvel in Washington, Oregon 


and Idaho. 
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Ye 
resenting with PRIDE 
FULTON 


FIT-TITE MOULDED GLASS 


Wateh (hystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS * ROUND FLAT TOPS 


»e precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON = those capable of being modernized with moulded 
Moulded Glass Watch Crystal §~—=— Giass crystals. Completely finished and ready for 
Catalog No. I , ite 

dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 


74 glass with the finest quality moulded glass crystals 
71) you —or your customers —can buy. 
7 | Cabinet Assortments or refills. 
I LT () \ Your material jobber will supply you. 
STREET, NEW YORK 7. N. Y * ESTABLISHED 19 


WATCH CRYSTAL CORP. ose ead 































Fast Service 
Brings You 


Attract more customers—and 
keep them happy-—by specifying 
Sandsteel for your mainspring 
jobs! You get prompt delivery 
i on all popular numbers, be- 
HAMILTON solaaaiaen JEWELERS DRILL . _ cause Sandsteel Mainsprings are 

~ "Made in U.S.A.” No waiting for 









CROSSCURVED 
MAINSPRINGS 





LIMITED NUMBER 
AVAILABLE 
Act Promptly 
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Model AM — Capacity .004 to |/," 
Po delayed shipments from manu- 
i. 00 Complete with Motor — facturers abroad! We can even 
Vow 1 1 0 110 V. A.C. — fill special orders faster! 
— For added convenience, stock 
Regular Price $168.00 _ our popular Sandsteel cabinet 


assortments. It’s a good invest- 
ment in customer goodwill! 


INDUSTRIAL ELECTRIC MOTOR & TOOL CO., Inc. ¥ Willen us for name cnt ebienal 


One of New York's Leading Machine Tool Houses . - your nearest Sandsteel wholesaler. 


Available in D.C. at additional cost 








110 LAFAYETTE ST. CAnal 6-1568 NEW YORK 13, N. Y. 








WATCH. MOTOR MAINSPRING CO. * 145 Hudson St.N.¥. 13,N.Y. 
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~ i For Sawing - Slotting - Milling 
er Cutting Up Stock - Winding -Etc. 
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SPINDLE: Operates In Sealed Ball Bearings 
LATHE SPEEDS APPROX.: 900 1400 2200 
3 g 1800 RPM Motor. 
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WATCHMAKERS and JEWELERS 


Now Available! 
“BULOVA MANUAL on WATCHMAKING” 


A “MUST” for every Watchmaker! 


Over 275 pages chock full of practical information, instruc- 
tion, and illustrations. This 842” x 11” volume was $5 00 
formerly restricted—now you can get it for only.. . 


















































Genuine Gruen! 


BALANCE STAFF and STEM COMBINATION 
IN CABINET 


48 bottles containing 24 stems and 24 staffs. Compara- 
tive chart included shows coverage on over $i 75 


100 models 
@ HAIRSPRING VIBRATING + DIAL REFINISHING 
@ CRYSTAL FITTING @ UNBREAKABLE ELECTROSEALS 


(One Year Guarantee) 

























e GENUINE AMERICAN 
MATERIALS 


WATCHMAKERS 
TOOLS 


GENUINE SWISS 
MATERIALS 






Write for Free 
Catalog © Self-Addressed 
Envelopes © Movement hy 
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Ligne Gauge %, 


DEP’T. D 


15 MAIDEN LANE @© NEW YORK 7, N. Y. 
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Southern 
COLLEGE 
OF 


WATCHMAKING 


Inc. 








ONE OF AMERICA’S 
FINEST AND MOST 
MODERN 
WATCHMAKING 
AND JEWELRY MFG. 
AND 
REPAIRING SCHOOLS 








“NATIONALLY ACCREDITED” 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 
83 NORTH SECOND ST. 





MEMPHIS, TENN. 











Will Sige DIAMOND RINGS, STONERINGS, WEDDINGRINGS a 
The ONLY SIZER that can do all this for youl -s 


THE MASTER PRECISION 
— gore 


ie 


Patents 
Pending 
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1.REDUCE and EN- ; sab. = 


LARGE all styles of 
ladies’ and gents’ wed- 
ding rings. 
2.ENLARGE DIA- 
MOND-SET EN- 
GAGEMENT RINGS 


—all kinds, 


3.ENLARGE STONE 
RINGS—all kinds. 

4. ENLARGE 5, 7 & 10- 
STONE WEDDING 
rings. 

WITH COMPLETE 

SAFETY TO THE 

STONES. 


In Your 
Establishment! 


J.J. KAGAN & CO. 


220 West Sth Street 
LOS ANGELES 13, CALIFORNIA 
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for restoring Brilliance 
to SILVERWARE 


Kantor’s is made of soft, smooth sub- 
stances and requires a minimum of 


a | \ \ | SS 4 ) aS 
rubbing for lustrous, like-new finish. ge NSHINE . 
Packaged in 4, 8, 16 & 32 oz. bottles. b Oo ER 
The popular 8 oz. bottle priced at SH 
Gross—$37.50 1/, Gross—$19.00 

Dozen—$3.25 
Order through your favorite whole- 

saler or direct. 


Manufactured by 


. KANTOR 























All British tn Leff Movements 


Speed up your FACETTING production on rings and COmpe titive Pp rices 


bracelet parts with our new LAPPING MACHINE. with a. unequalled reputation 


@ Using emery paper disk, in 
the center for fast cutting. 





® One rod only to guide 
your QUADRANT very easy 


to adjust. , ‘ ; 
| Enfield Movements for Strikers, Chimers and 30-hour time- 
@ Gives your rings or brace- . 
let parts a mirror finish, pieces are made by the world’s largest manufacturer of 
We % UneEEE, Sy ae Clocks, Watches and Precision Instruments, and have for 
ing our lapping alloy, which 
. is fused on the outside rim long been associated with the highest standards of re- 


of the large wheel. Spelt . , a 
liability and quality in British manufacture. Illustrated 
Specialists for the jewelry in- 





: —d dustry. Call Flushing 3-6125 8-Day Enfield Bracket Bim-Bam '% hour strike Movement. 
ALKA PRECISION TOOLS & EXP. — Available with 6” full silvered dial, or 6” silvered zone dia. 
22-44 122 STREET COLLECE POINT, L. 1., 











DIAMOND! DS For EXPC EXPORT 
ae” 150i SUaGaEOT see NEES eee 
B yan R B E R AND S a U S eins ENGLISH CLOCKS LTD LONDON, N.W.2, ENGLAND 


ST. ANDREW'S HOUSE Scientific 
32/34 HOLBORN VIADUCT 


ZO) | DO) ya aenn 


CABLES: SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ano AMSTERDAM 
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Special Notices 


“Situation Wanted” — Regular type 
only $1.25 first 25 words; additional 
words, 5 cents per word. 

“Hel, Wanted”—‘Lines Wanted” and 
“Side Lines”—regular type $2.50 first 25 
words. Additional words 10 cents per 
word. Heavy type $5.00 first 25 words; 
additional words 20 cents per word. 

Under all other headings — regular 
type $5.00 first 25 words; additional 
words 20 cents per word. Heavy type 
$7.50 first 25 words; additional words 25 
cents per word. 

Name, address, initials and abbrevia- 
tions count as words and are charged 
for as part of the advertisement. If 
answers are to be forwarded, 15 cents 
extra to cover postage must be enclosed. 
Remittance with order. 


Not subject to agency commissions. 


All answers will be directed care 
Jewelers’ Circular-Keystone, unless oth- 
erwise instructed. 


In answering ads, do not enclose origi- 
nal letters of rec endations. 


Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 17 





Situations Wanted 








YOUNG LADY, experienced handling fine 
diamond jewelry, also loose diamonds, 
wishes to connect with reputable con- 
cern. Address “W., 1266,” care J C-K. 





WATCHMAKER, 25 years’ experience, 
married, wants permanent position; 
best references. Address “H., 1317,” 
care J C-K. 





TOOL and die maker; competent and 
skilled on both watch cases and orna- 
ments; also hub cutter. Address ‘N., 
1026,” care J C-K. 





MODELMAKER; new creative ideas on 
men’s rings; all kinds of gent’s dia- 
mond mountings and stone rings. Ad. 
dress “A., 1394,” care J C-K. 





TRAINED retail jewelry salesman, 
young, educated, experienced, desires 
position with New York City jewelry 
firm. Address “D., 1403,” care J C-K. 





DESIGNER; young lady, experienced 
with leading concerns; knows all 
phases of manufacturing; full or part 
time. Address “D., 1223,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 
jeweler; excellent references. Address 
“D., 83,” care J C-K. 





YOUNG lady, experienced, desires posi- 
tion with watch importer, in strapping, 
cording, tagging and boxing of 
watches; also, some clerical work. Ad- 
dress “H., 1373,” care J C-K. 





WATCHMAKER, 25 years’ experience, 
Wisconsin license; references: must be 
permanent; at present employed, but 
aes change. Address “D., 1309,” care 





CONSCIENTIOUS young vet desires op- 
portunity to learn diamond setting 
trade; qualified for ‘on job training”; 
has own tools. Norman London, 981 
Ave. St. John, Bronx 55, N. Y. 





SALESMAN and assistant manager seeks 
position with credit organization; good 
salesman and window man; metropoli- 
«5 area. Address “C., 1413,” care J 





WATCHMAKER, 15 years’ store experi- 
ence; tools; reliable; able to manage 
repair department or rent concession 
in store; Manhattan or Brooklyn; ref- 
erences. Address ‘“‘A., 1365,” care J C-K. 





YOUNG man, single, experienced in all 
phases of retail cash and credit jewelry 
store operation, seeking new situation, 
location secondary. Address “A., 1304,” 
care J C.K. 





IF in need of H.1LA. certified watchmak- 
er, contact, wire or write, Employ- 
ment Service, Southern Watchmaking 
School, 1008 Ramsay McCormack Bidg., 
Ensley, Ala. Phone 8-8934. 





CERTIFIED watchmaker, age 48, wishes 
to make change; have been front man 
on present job since 1929; married and 
good habits; capable of taking complete 
charge. John E. Abercrombie, Box 83B, 
Rt. 2, Mobile, Ala. 





COMPETENT diamond buyer, possessing 
initiative, capable of assuming com- 
plete charge of stock; outstanding 
reputation of integrity and ability; 
available September 1. Address ‘“B., 
1344,” care J C-K. 





GENERAL manager, buyer and mer- 
chandise man; excellent knowledge 
of advertising, sales promotion, 
credits and collections; 15 years 
with 10 store installment chain. 
Address “E., 1351,”’ care J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate serv- 
ices top flight, enviably experienced 
store manager; results absolutely 
guaranteed; finest reference. Address 
“B., 919,” care J C-K. 





WATCHMAKER, estimator, capable, de- 
pendable, sober; references; free on 
two weeks notice; prefer southern 
Mississippi or Louisiana; 23 years’ ex- 
perience; salary basis. Address “N., 
1323,” care J C-K. 





WATCHMAKER, 25 years’ experience, 
desires position in California; former 
instructor; author of popular book on 
horology; best of references. Watch- 
maker, 263 May Ave., Monrovia, Calif. 





JEWELER, experienced, on light repair- 
ing, some special order, also stamped 
platinum jewelry, wishes position any- 
where. “G.G.” Watchmaker’s Store, 59 
W. 30th St., New York. 





WATCHMAKER, salesman, clock and 
jewelry repairman; Bowman graduate; 
18 years’ experience; chronograph ex- 
pert; best of references; reliable firms 
—— Address “N., 1384,” care 





WATCHMAKER, light jewelry rep 
ing, desires connection with relish : 
retail store, one desiring goog Wo le 
manship; reference; 13 years with nes 
store; complete details in first lett 
Frank DeWester, 1509 N. Jeffers., 
Ave., Peoria, Ill. — 





———————____ 


WOMAN; lifetime experience antique a 
modern jewelry, also master bu . 
miscellaneous items; 100% New You 
references; will consider worthwhi] 
proposition. Address “V., 1389” care 
J C-K. a 





nia 


WATCHMAKER; European trained, fac. 
tory and better stores, experienced, de- 
sires change; fast and accurate me. 
chanic on all makes and sizes, includ- 
ing complicated watches; state hours 
oo salary. P. O. Box 1780, Sarasota 

a. 





tr 


PACIFIC Northwest; retail jewelry Sales. 
man desires managership or sales. 
man’s position in fine store; excellent 
salesman; thoroughly experienced ip 
every phase of business; well qualified. 
Address “R., 1327,” care J C-K. 





OVER 30 years’ experience in both fac. 
tory and high class retail stores; can 
repair all makes of watches and com- 
Plicated work; full set of tools and 
timing machine; family man, sober; 
very fine references. Address “Y,, 
1391,” care J C-K. 





—_—_— 


BOOKKEEPER, full charge, general 
ledger, trial balance, thoroughly ex- 
perienced diamonds and _ precious 
stones; extremely capable, efficient, 
can assume responsibility; trust- 
worthy, attractive; Manhattan. Ad- 
dress “‘P., 1350,” care J C-K. 





SALESMAN; cleancut, highly persua- 
sive executive type; seeks position in 
diamond department of reputable cred- 
it jewelry store doing large volume 
business; very finest reference; bond- 
able. Address “C., 1397,” care J C-K. 





TO the jewelers of New York; can you 
help fulfill a young man’s lifetime am- 
bition by training him to become a 
jeweler in the true sense of the word; 
a young man with education, bearing 
and intelligence, trained in retail jew- 
elry and desirous of learning more 
about the jewelry business. Address 
“E., 1402,” care J C-K. 





CAPABLD watchmaker, desires change; 
16 years’ experience with leading jew- 
elers; excellent craftsman, desires full 
charge watch repair department where 
ability to meet public and conduct ef- 
ficient department is appreciated; ex- 
cellent references regarding character 
and ability; prefer South. Address “J., 
1424,” care J C-K. 


——) 





MR. JEWELER: are you looking for a 
manager to help relieve you of your re- 
sponsibilities; I have 15 years diversi- 
fied experience in the jewelry line, in 
the cash and credit field, buying and 
selling, store management, window 
trimming and advertising; I am 35 
years of age and married; East pre- 
ferred; best of references can be fur- 
nished; a personal interview can be ar- 
ranged at your convenience. Address 
“C., 1308,” care J C-K. 
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welry salesman, utility man, 

ER eairied: 30 years’ cash, credit ex- 
perience; thorough knowledge jewel- 
- industrious; desires position | with 
opportunities. Address “D., 1335,” care 


J C-K. 





——— 


CHAIN store supervisor, now employed, 
whose experience covers management, 
puying, merchandising, advertising, 
promotions, displays, credit controls, 
desires key_ position with progressive 
concern; salary or participation basis; 
pest of references. Address “C., 1144,” 


care J C-K. 





a 





MINNEAPOLIS, Minn., jewelers atten- 
tion; manager-salesman, 33 years of 
age, with 15 years’ experience in better 
class retail credit and cash jewelry 
stores, desires permanent position 
with Minneapolis jewelry firm; experi- 
ence covers administration, selling, 
buying, credit and collections, adver- 
tising, window trimming and displays, 
and manufacturing; can furnish the 
very best of references; available on 
30 days notice. Address “R., 1330,” 


care J C-K. 





ARE you interested in increased sales; 
this bright, young graduate in Busi- 
ness Administration is the answer to 
your sales problem; specialized in sell- 
ing, marketing and advertising; am 
desirous of connecting with reputable 
manufacturing concern; aggressive, 
energetic, resourceful, an asset to any 
organization; no objection to travel- 
ing: have references of the highest 
character; supplementary information 
gladly furnished by personal inter- 
view or letter. A. V. Malkin, care of 
Larrick & Malkin, 10 W. 45th St., New 
York City. 





NOW general manager and vice-presi- 
dent of a million dollar retail jewelry 
store; I can give you more sales and 
more net profit by modern aggressive 
merchandising, management and sales 
promotion; 24 years’ executive jew- 
elry experience in one of the country’s 
finest jewelry stores; college gradu- 
ate, registered jeweler, American Gem 
Society; certified zgemologist, Gemolog- 
ical Institute of America; $10,000 sal- 
ary. Address ‘M., 1301,” care J C-K. 








Lines Wanted 








PACIFIC Coast salesman, desires stone 
ring line of the better grade; com- 
mission basis; 20 years following; 
best references. Address “G., 666,” 
care J C-K. 





PACIFIC Coast representative with 
strong following, jobbing trade, de- 
sires good line on commission basis: 
A-1 references. Address “T., 1329,” 
care J C.K. 





PACIFIC Coast representative, Cali- 
fornia resident, open for well known 
manufacturers nationally advertised 
outstanding strong line, to the bet- 
ter retail trade; have high grade 
watch line; desire additional top 
line. Address “J., 1318,"’ care J C-K. 


————— 





EXPERIENCED in both jewelry and 
Silverware, salesman covering large 
cities east and middle west, open for 
line on salary or commission. Address 
‘M., 1166” care J C-K. 





MANUFACTURER'’s attention; jobber, 
excellent salesman, liquidating his 
business, will represent manufacturer 
in New York area; best connections. 
Address “C., 1417,” care J C-K. 





PITTSBURGH resident, with over 10 
years experience as wholesale jew- 
eler, desires to represent nationally 
advertised concern; very well ac- 
quainted with all retail jewelers in 
western Pennsylvania, Ohio and 
West Virginia. Address “C., 1367,"’ 
care J C-K. 





PACIFIC Northwest salesman desires to 
represent silver, watch, diamond, or 
fine jewelry concern, anywhere West; 
excellent references; state full partic- 
ulars. Address “S., 1328,” care J C-K. 





SALESMAN, with Chicago office and ex- 
cellent following among Middle West 
jobbers and other large outlets, wants 
strong manufacturer’s line. Address 
“Circular 114,” Room, 1415 Heyworth 
Bldg., Chicago 2. 





SWISS manufacturer of jewel push- 
ing and staking tools, new com- 
bined model, desires contacting 
American wholesale importers for 
regional agency. Write for offers to, 
ASCO SA., La Chaux-de-Fonds. 





PACIFIC Coast representative, calling 
on better grade stores over 20 years; 
have line, desire another; diamonds, 
platinum or 14K goods; best of ref- 
erences. Address “J., 665,” care J C-K. 





SALESMAN, covering the fine jewelry 
stores in the Middle West and South, 
desires to represent reputable manu- 
facturer making a high grade line of 
stamped platinum mountings; prefer 
firm with established trade in terri- 
tory. Address “Circular 112,” Room 
1415, Heyworth Bldg., Chicago 2. 





Side Lines 








SALESMAN, to sell carved wedding 
rings; narrow, wide, combination col- 
ors, sets; for delivery, on a profit shar- 
ing basis with manufacturer; refer- 
ences. Address “A., 1415,” care J C-K. 





SALESMAN to carry side line of gold 
14K reproduction jewelry; commission 
basis. Address “G., 1405,” care J C-K. 





SALESMEN wanted by manufacturer of 
handmade _ sterling silver serving 
pieces and table accessories, sold to 
jewelry, silverware, gift, department, 
chain stores; commission basis. Ad- 
dress “C., 1334,” care J C-K. 





SALESMEN, all territories, to carry 
single tray of unusual 14K hand 
carved, wide and narrow wedding 
rings. Address “A., 1244,” care 
J O-K. 





SALESMAN, retail trade, for line of 
quality leather watch straps, includ- 
ing new Ziploc strap; all territories. 
Jack Kreuter Co., 516 Fifth Ave., New 
York 18, N. Y. 





SALESMAN for the Middle West, with 
following among jobbers and material 
houses, to carry an established line of 
leather watch straps; state lines now 
carrying and territory covered. Ad- 
dress “‘C., 1346,” care J C-K. 





MANUFACTURER wants experienced 
traveling salesmen with large follow- 
ing among retailers, credit stores and 
chains, to sell diamond rings, bridal 
sets, diamond wedding rings and 
mountings, 14K gold; all exclusive 
numbers at popular prices. Samuel 
Koshers, 64 Fulton St., New York 7. 





ENGLISH silver house needs two experi- 
enced traveling salesmen on commis- 
sion basis, may carry allied but non- 
conflicting lines, one to take Midwest 
Great Lakes to Gulf; other, eastern 
section of the South; references. Ad- 
dress “B., 1416,” care J C-K. 





SALESMEN; to carry as side line, a 
small, but fast selling, pocket line, 
of diamond set wedding rings to re- 
tail, installment and department 
stores; commission. Address “W., 
1217,” care J C-K. 





SALESMAN wanted to sell our line of 
men’s fine leather watch straps to the 
wholesale and jobbing jewelry trade, 
in Chicago and surrounding area, for 
a well-known manufacturer. Address 
“J., 1146,” care J C-K. 





MANUFACTURER'S representative 
wanted; must have large following 
among chains, department stores, buy- 
ing offices and syndicates, to sell our 
well known chromeware. Address “Y., 
1364,” care J C-K. 





SALESMEN, with following, in Midwest, 
Southeast, Southwest, Pacific Coast; 
finest retail trade for 14K charms and 
charm bracelets, 14K earrings, tie 
clasps and cuff links; commission ba- 
sis; give full particulars. Address, 
| Craft Corp., 198 Broadway, New 

ork 7. 





SALESMEN; nationally known con- 
cern offers profitable complete side 
lines of popular priced diamond 
rings and engraved wedding rings 
to men with established retail fol- 
lowing; some territories still open; 
your inquiries treated with utmost 
confidence; give full particulars in 
first letter; our salesmen know of 
this ad. Address “G., 1372,’’ care 
J O-K. 





SALESMAN wanted who has following 
with wholesale and jobbing jewelry 
trade, to sell as a side line a well 
known leather watch strap line for an 
old established manufacturer; terri- 
tory to be in Ohio, Indiana and Mich- 
igan. Address “H., 1145,” care J C-K. 





(Continued on page 376) 
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SALESMEN wanted; manufacturers and 


importers of hair ornaments are seek- 
ing experienced traveling salesmen 
with following, to carry beautiful hair 
ornaments as side line for the notion 
and jewelry departments; 15% com- 
mission; New England states and West 
Coast territory; all replies will be held 
strictly confidential. Address “G., 
1341,” care J C-K. 





MANUFACTURERS’ representatives 


and salesmen wanted for outstanding 
sterling silver flatware for children; 
other sterling silver items, salad, carv- 
ing, game sets, poultry shears, pie 
servers, etc., to follow; excellent side 
line for salesmen covering silverware, 
jewelry and gift trade; advise area 
covered and lines represented. Ad- 
dress “K., 1321,” care J C-K. 





WELL known manufacturer of ladies’ 


and men’s 10K and 14K gold stone 
set rings, wants salesmen with fol- 
lowing, calling on retail jewelry 
stores, on commission basis; good 
opportunity for the right men. Ad- 
dress “W., 1241,”’ care J C-K. 





MANUFACTURER has several openings 


for jewelry salesmen calling on de- 
partment, jewelry and specialty stores, 
to carry extensive line ladies’ rhodium 
finished, hand set rhinestone costume 
jewelry; reply giving territories cov- 
ered and references. Address ‘“M., 
1164,” care J C-K. 





SALESMEN wanted by manufacturer of 


unusual line of sterling silver table 
and smokers’ accessories, nationally 
advertised and accepted by leading 
jewelers and department _— stores 
throughout the country; must have 
established following; good territories 
available; commission basis. Address 
“N., 1253,” care J C-K. 





EXPERIENCED salesman wanted for 


metropolitan New York, Boston, 
Washington, Philadelphia, Providence 
and Baitimore, to carry as a side 
line, to jobbers, wholesalers and oth- 
er large users, a well known manu- 
facturer’s line of stamped and cast 
gold and platinum mountings and 
wedding rings. Address “P., 1212,” 
care J C-K. 





MANUFACTURER, desires representa- 


tive and experienced salesmen, with a 
following in the Southern states, of 
retailers and other outlets, to carry 
and sell as side line, gent’s and ladies’ 
stone rings, mountings. diamond rings 
and diamond set wedding rings; on 
commission; please write full details 
first letter. Address “V., 1216,” care 








Help Wanted 








JEWELERS, two, on special order work, 


etc.; $1.75 per hour to start. Address 
*“V., 1377,” care J C-K. 








WANTED, two A-1 watchmakers; per- 


centage basis. only. Address “T., 
1460,” care J C-K. 











WANTED, A-1 jeweler, who can repair 
and set stones. Address “V., 1461,” 
care J C-K. 





YOUNG man, material clerk, New York 
resident; state experience, refer- 
ence, salary. Address “P., 1326,”’ 
care J C-K. 





WANTED, first class watchmaker in 
North Dakota’s largest city: excellent 
working conditions; top salary to right 
man. Gross Jewelers, Fargo, N. D 





DIAMOND setter and repair man; perma- 
nent position; good salary; good work- 
ing conditions: one man shop. J. Ralph 
Tobin & Son, Springfield, T11. 





EXPERIENCED salesman: Middle West 
and New England territories open: 
modern. 14K gold costume jewelry: 
give all particulars first letter. Ad- 
dress “F., 1370.” care J C-K. 





GOLDSMITH, diamond setter, combi- 
nation man; sober, experienced, for 
permanent position; modern, air 
conditioned shop of old established 
jewelry firm. H. Post & Sons, De- 
catur, Tl. 





WANTED, watch material man; up and 
coming San Francisco watch material 
house: pleasant working conditions. 
Address ‘M., 1353,” care J C-K. 





FINE platinum diamond jewelry sales- 
man, with definite following, experi- 
enced: travel, with non-conflicting side 
line nermitted: state full details in 
yo en Address “D., 1347,” care 





YOUNG man, with from three to five 
years trade shop experience at jew- 
elry repairing; prefer one who can also 
do plain engraving. E. M. Davis, 207% 
W. Svcamore St., Greensboro, N. C. 





FIRST class watchmaker and plain 
engraver to take complete charge of 
repair department; pleasant work- 
ing conditions; permanent. Con- 
tact, C. F. Cross, Jewelers, Gadsden, 
Ala. 





WANTED: experienced jewelry sales- 
man with following to call on jewelry 
stores in the Southeastern States, rep- 
resenting jobber, carrying nationally 
known lines of jewelry; must have car. 
Bert Marks Co., 40 Fountain St., Provi- 
dence, R. I. 





POSITION for a licensed ophthalmic 
dispenser and jewelry store worker; 
Westchester County. Address “F., 
452.” care J C-K. 





$100 WEEK; jeweler, stone setter, en- 
eraver; must be first class; perma- 
nent: wire references, ete. Tappan’s, 
Jewelers, Sherman, Texas. 





WANTED, experienced jewelry gales. 
man with following, to call on jewelry 
stores in Missouri, Iowa and Kansas 
representing jobber, carrying nation. 
ally known lines in jewelry; must have 
car. Bert Marks Co., 40 Fountain g¢ 
Providence, R. I. 








OPTOMETRIST, for Grand Rapids, 
Michigan; must be licensed, reliable 
man; excellent opportunity for right 
party; top salary. Address “Cirey. 
lar 113,” Room 1415, Heyworth 
Bldg., Chicago 2. 





Er, 


MANAGER required for new gold and 
platinum metals buying department, 
preferably with own connections; ex. 
cellent salary and bonus; replies wil] 
be held in confidence. Write, Frank, 
Gross & Schneiderman, 41 E. 42nd St. 
New York 17, N. Y. ’ 





SALESMEN wanted, by manufacturer, 
with following among jobbers and 
chains, to handle advertised, fast mov- 
ing smart line of watch attachments; 
New England, South and South West 
territories. Address ‘L., 1425,” care 
J 





EXCELLENT territory open with this 
well regarded, long established, ag- 
gressive ring and mounting factory; 
splendid future for capable, reliable 
salesman. Goodman & Co., 42 W. 
Washington St., Indianapolis 4, Ind. 





SALESMAN, calling on jewelry, gift and 
department stores of New England and 
Middle Atlantic States, to carry as side 
line, commission basis, high grade 
handmade and cast sterling silver 
jewelry. Art Metal Studios, 17 N. State 
St., Chicago 2 





SALESMEN wanted to represent long es- 
tablished manufacturer of silver plated 
hollowware, gold plated toiletware 
and novelties; will consider men carry- 
ing one other quality non-conflicting 
line: territories open nationally. Ad- 
dress “F., 1340,” care J C-K. 





JEWELRY die cutter, chaser and en- 
graver to take charge of this depart- 
ment: a wonderful opportunity for a 
capable and an upright man; good 
wages and a fine place to work; give 
information in detail in first letter. Ad- 
dress “‘K., 1378,”’ care J C-K. 





SALESMAN to represent an old estab- 
lished firm, to sell an outstanding 
line of ladies 14K zircon rings; ex- 
cellent opportunity; territories open, 
Middle West, New England States, 
Address “K., 1409,” care J C-K. 





WATCH line; salesman wanted; several 
very favorable territories open; man 
with established following preferred, 
to sell low priced nationally known 
watch line to retail stores; non-con- 
flicting lines permitted; write giving 
full details. Address “R., 1387,” care 
J 








376 








THE JEWELERS’ CIRCULAR-KEYSTONE 


























, fine mechanic, age 30 or over, 
JEW Exe charge of a shop of about 12 
eople; it is a fast growing business 
am holds a promising future for a 
wide awake man who possesses ability 
and vision; reply must be in detail in 
first letter. Address “Z., 1379,” care 


J C-K. 








SALESMAN, with active accounts 
among retail jewelers in Mid-West, 
South or West, to carry nationally 
advertised lines of jewelry, rings, 
mountings and diamonds, of a well 
known Chicago wholesaler; must 
have car. Address “E., 1339,’ care 


J C-K. 








G man, with minimum five years 
ee selling and buying fine china, 
earthenware, crystal and art goods in 
South or Southwest, to manage china, 
erystal and art goods department in 
one of the largest and finest jewelry 
stores in America. Address “F., 1312,” 


care J C-K. 





——_—$_—_—_—_— 


YOUNG lady, thoroughly experienced, 
to take complete charge in office of 
merchandise production department, 
for large diamond ring house; 
good future; write stating full par- 
ticulars; information will be strict- 
ly confidential. Address “F., 1404,” 
care J C-K. 





SALESMEN, experienced; territory open; 
New York and vicinity; West Coast; 
Midwest; manufacturer’s gold and 
patinum mounting line, platinum at- 
tachments; set and unset; well estab- 
lished with better retail jewelry stores 
and wholesalers; excellent opportunity 
for capable man; state age, experience 
and present connections. Address “E., 
1369,” care J C-K. 





YOUNG man, with minimum of five 
years sterling and plated flat and 
hollow retail selling, to sell and act 
as assistant silver department head, 
in large jewelry store. Address “D., 
1285,” care J C-K. 





OUTSTANDING manufacturer of fine 
quality gent’s, ladies’ rings, seeks ex- 
perienced New York, New Jersey, Met- 
ropolitan area salesman, calling on 
better retailers; numerous active ac- 
counts to right man; state references, 
other line, ete. Address “W., 1363,” 
care J C-K. 





THOROUGHLY experienced, all 
around credit store man; must be 
well versed in all phases of credit 
store operation; we operate one of 
the South’s leading cash jewelry 
and loan stores and are converting 
to credit method; give all references 
and information in first letter; all 
information kept strictly confiden- 
tial. Address, Harold Ellman, Citi- 
zens Jewelry & Loan Co., 195 Mit- 
chell St., S. W., Atlanta, Ga. 


a 





WANTED: men to travel for wholesale 
house, working on commission basis; 
must have car; income good if you 
have ability. Apply to, Oliver A. Jen- 
kins, President, Jenkins & Sons, Inc., 
Lynch Bldg., Jacksonville, Fla. 





WANTED; high type representatives to 
carry established novelty as side line 
to jewelry, gift and department stores; 
would consider capable women who 
accompany their traveling husbands; 
largest firm of its kind in the world; 
write giving present and past connec- 
tions and territory now covered. Ad- 
dress “G., 1421,” care J C-K. 





SALESMAN, with better retail store fol- 
lowing, in Middle West, manufac- 
turer’s complete line of diamond, 
platinum and gold jewelry; old estab- 
lished concern; excellent opportunity; 
write details; confidential. Address 
“E., 1250,” care J C-K. 





SALESMAN with jewelry store follow- 
ing, to carry side line, consisting of 
top line of solid gold and gold filled 
earrings, together with other fast 
selling items in popular priced 
jewelry; all territories open. Ad- 
dress “‘J., 1160,"’ care J C-K. 





LEADING wholesale diamond cutters and 
importers, want top-notch, experi- 
enced salesman; prefer man with fol- 
lowing to cover New York City and 
surrounding territory; please give ref- 
erences, qualifications and salary ex- 
pected; replies absolutely confidential. 
Eichberg & Co., 511 Fifth Ave., New 
York City. 





MANAGER for credit jewelry store in 
central Pennsylvania city 80,000; our 
business is credit jewelry; if you are 
tops in operation, promotion and direc- 
tion, your opportunity is with us; good 
health, appearance, personality and 
references important; age 28 to 40; re- 
ply stating qualifications and last in- 
ee Address “T., 1332,” care 





SALESMAN, jewelry; young man with 
car to call on retail jewelers; some 
jewelry experience necessary, whole- 
sale or retail; rpresent New York 
manufacturers of outstanding line of 
ladies’ and gent’s 10K, 14K, platinum 
rings; excellent opportunity; drawing 
against commissions; confidential, 
a 44 W. 29th St., New York 1, 





JEWELER, diamond work and jewelry 
repairing; position permanent; good 
working conditions; state qualifica- 
tions and particulars in first letter; 
confidential. Adam H. Bolender, Box 
214, Rockford, Il. 





SALESMAN for the Middle West, with 
following amongst retail jewelers, 
wanted by manufacturer of a suc- 
cessful and complete better line of 
diamond jewelry, some of which is 
shown on another page this issue of 
the Jewelers’ Circular; lucrative 
earnings assured to the right man; 
all replies treated confidential. Seid- 
man & Co., 31 W. 47th St., New 
York, N. Y. 





JEWELER, experienced, combination 
repairman and setter; excellent, per- 
manent proposition offered by old 
established Baltimore, Maryland, re- 
tail store; write giving complete de. 
tails. Address “D., 1155,” care J C-K. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry mak- 
ing, diamond setting, engraving; 
write for catalog. Kansas City 
School of Watchmaking, 617 Wyan- 
dotte, Dept. C., Kansas City 6, Mo. 





WATCHMAKER, competent and reli- 
able, who wants permanent position; 
good working conditions; state quali- 
fications in first letter; confidential. 
Adam H. Bolender, Box 214, Rock- 
ford, Ill. 








JEWELER, combination repair man 
and diamond setter; permanent job 
in trade shop; will pay top salary 
to the right man; give reference 
and state salary expected. Walters 
hme Co., P. O. Box 1374, Atlanta, 

a. 





SALESMEN wanted, by old established 
house, to carry high class line of gold 
and platinum wedding rings; liberal 
commission; exclusive territories in 
South, Coast and Middle West, selling 
principally to better class retail jew- 
elry stores; no objection to non-con- 
flicting side line; give full particulars. 
Address “E., 1311,” care J C-K 





SALESMAN for sterling silver hollow- 
ware line; this is an exceptionally well 
price line and lends itself for volume 
selling; there are several openings for 
qualified men calling on jewelry stores, 
department stores and gift shops; state 
territory covered, experience, back- 
ground, present lines, etc.; commission 
basis. Address “N., 1354,” care J C-K. 





WATCH and jewelry salesman, travel- 
ing by car, to represent nationally 
known firm with complete line of 
popular priced watches and jew- 
elry; must have retail jewelers and 
department store following in well 
established Southern territory. Ad- 
dress “‘B., 595,”’ care J C-K. 





SALESMAN wanted by large jewelry 
manufacturer established more than 
25 years; must have following; valu- 
able territories now open; real oppor- 
tunity for top-notch man; write stat- 
ing full details in first letter. Ad- 
dress “R., 834,” care J C-K. 





WATCHMAKER and engraver wanted, 
by largest jewelry store, city in cen- 
tral New York State; must be fast, 
accurate worker, able to produce; 
store has two watchmakers and one 
jeweler; can make arrangements to 
pay either on percentage basis or 
Straight salary; only those inter- 
ested in permanent employment 
need appiy. Address “D., 1398," 
care J C-K. 





SALESMEN, calling on’ jewelers, gift 
shops, etc.; manufacturer of silver 
plated hollowware requires a few more 
men desiring a richly plated quality 
line, at popular prices; high commis- 
sion basis; easy to handle; big demand; 
no house accounts; write in confidence; 
state territory and references. Box 
365, Church St., New York 8. 





(Continued on page 378) 
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HELP WANTED—Continued 

















(Continued from page 377) 

















WANTED diamond salesman for one of 
the South’s largest retail jewelers, do- 
ing one of the largest volumes in the 
South; this is a very exceptional oppor- 
tunity for the right person with the 
very best of working conditions; write 
stating full qualifications and experi- 
ence; all correspondence kept in full 
confidence. Address “R., 1356,” care 
J C-K. 























WATCH salesmen, with following 
among retailers, wanted for popu- 
lar priced Swiss watch line; com- 
mission basis; no objection to non- 
conflicting line; open territories, 
Pacific Coast, Southeastern States, 
Middle West, West of Ohio; state 
complete details and references, in 
confidence, in first letetr. Address 
“K., 1161,” care J C-K. 





WHOLESALE jewelry salesman; the ter- 
ritory open has been traveled by our 
salesmen at 60-90 day intervals for 
the past 45 years; this is an oppor- 
tunity to make a permanent, profitable 
connection selling nationally known 
lines of watches, jewelry, silverware, 
etc., to the retail jewelry trade, in In- 
diana and Southern States; must have 
car; write full particulars. Address 
‘S., 1359,” care of J C-K. 









































WANTED; experienced men to manage 
jewelry stores; we have both large 
and small units; applicants will be 
considered for stores commensurate 
with their ability. Apply to Mr. Oliver 
A. Jenkins, President, Duvan Jewelry 
Co., Jacksonville, Fla. 
























































WATCHMAKERS; we have _§ several 
openings for good mechanics in lead- 
ing department stores in several 
States where we have watch repair 
concessions; permanent jobs and good 
working conditions. People’s Watch 
Repair Co., 120 Summit St., Toledo, 
Ohio. 





































































SALESMEN;; large, well known manu- 
facturer of ladies’ and men’s stone 
rings requires the service of two ex- 
perienced men; one for Mid-West 
and one for South, to call on old 
established retail trade; excellent, 
well-made and highly styled line, 
priced for the large user; every co- 
operation and liberal proposition, 
may carry one other line. Address 

“L., 1352,”’ care J C-K. 


















































REPRESENTATIVE, to cover long, well 
established territory in Middle West- 
ern States, for old established con- 
cern, with complete line of jewelry, 
including costume; extra commission 
basis; give full particulars. Address 
“Circular 1510,” Room 1415, Heyworth 
Bldg., Chicago. 





OLD established diamond ring manu- 
facturer has following territories 
open; one, Arizona, New Mexico, 
Colorado, Utah, Wyoming, Kansas, 
Nebraska; two, Louisiana, Ala- 
bama, Georgia, Mississippi and en- 
tire Southeast; will consider sea- 
soned salesmen with established fol- 
lowing capable of earning minimum 
of $10,000 per year; diamond 
knowledge desirable but not essen- 
tial; state qualifications in detail; 
our representatives have been noti- 
fied of this advertisement. Address 
“B., 1393,” care J C-K. 





SALESMAN, wanted for New England 
or West Coast, to carry advertised 
line of platinum diamond cases, at- 
tachments, mountings and wedding 
rings, gold mountings, wedding rings 
and colored stone rings; no objection 
to handling of non-conflicting lines. 
Address “K., 744,” care J C-K. 





SALESMEN with following; long es- 
tablished ring house, makers of one 
of the finest 10K ring lines, doing 
business from Pennsylvania west 
through Nebraska and southwest 
through Oklahoma and New Mexico, 
has other territories open; straight 
commission; no objection to non- 
conflicting line; state territory cov- 
ered. Address “L., 1171,’ care 
J C-K. 





UNUSUAL opportunity, one of the top 
nationally advertised watch companies 
has a few openings for crack salesmen 
in rich territories; only reply if you 
have covered a territory for at least 
10 years; the right men will earn big 
money in permanent connections with 
us; tell us all we should know to war- 
rant our considering your application. 
Address “B., 1395,” care J C-K. 





SALESMEN, experienced watch sales- 
men to represent well established 
watch concern with a complete up- 
to-date medium priced Swiss watch 
lines; South and Midwest terri- 
tories open; important: only men 
with a good retail store following 
may apply; good opportunity for 
right men; no objections to non- 
conflicting side lines. Address ‘‘W., 
472,” care J C-K. 





FEINSTEIN Bros., 5 S. Wabash Ave 
Chicago, Ill., Los Angeles Office, 299 
W. Fifth St.; salesmen wanteqg with 
established following among retail 
jewelers and department stores, ty 
represent outstanding watch materia] 
and supply house in business for 23 
years; complete lines of watches, dia- 
monds, solid gold rings, clocks, tools 
better jewelry. J-B bracelets; distrib. 
utors of watch cases and other na. 
tionally advertised merchandise; ex. 
cellent opportunity for the right man: 
open territories Midwest, West, South 
and Central States. 








—$—aa 


For Sale 


Stores, Stocks and Businesses 














GOLD and silver plating plant, in New 
York City, established 50 years; jjj. 
ness. Address “H., 1406,” care J C-K, 








JEWELRY storé in heart of Beverly 
Hills, California; modern, exclusive 
fixtures; new, clean stock; long lease; 
sacrifice; stock optional. Address “V,, 
1362,” care J C-K. 





WELL established, very fine, small jew- 
elry store in Indiana; good opportunity 
for young watchmaker; owner retiring 
because of ill health. Address “P,, 
1357,” care J C-K. 





FOR SALE, modern jewelry store in fast- 
est growing town in Ohio; low rent; 
high class merchandise; more repair 
work than two men can handle; invoice 
about $12,000. Address “L., 1322,” care 
J C-K. 





OLD established jewelry and pawnbrok- 
ing shop in a Texas city of 300,000 pop- 
ulation; fine location, good lease, low 
rent; about $25,000 will handle; reason, 
retiring from business. Address “F., 
1420,” care J C-K. 





ENGRAVERS attention; small, estab- 
lished jewelry store and engraving 
business, Springfield, Mass.; engraving 
for two men year around, plus sales, 
repairs and large watch repair busi- 

ness. Address “S., 1331,” care J C-K. 





FOR SALE, modern attractive jewelry 
store, desirably located, Broadway, 
New York City, handling most of the 
better standard brands merchan- 
dise; excellent repair business; 
wonderful opportunity right party; 
retiring, owing to illness; $25,000 
will handle. Address ‘G., 1316,” 
care J C-K. 
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JEWELRY store for sale; owner retiring 
from business, small amount of cash 
necessary; very suitable for man and 
wife operation; town of 30,000, North- 
ern Ohio; good references necessary. 
Address “A., 1343,” care J C-K. 





a————————~_ lt 


JEWELRY store; largest repair business 
in city; clean stock; located in indus- 
trial neighborhood; large residential 
trade; possibilities unlimited for right 
party; retiring account health. F. L. 
Johnston, Jeweler, 5006 E. Grande 
Ave., Dallas, Texas. 








BEAUTIFUL modern jewelry store, 
100% location, major prosperous Ohio 
city over 300,000; prewar lease; air- 
conditioning; first time offered; in- 
ventory, credit accounts, latest equip- 
ment; complete, $65,000; ill health 
reason for selling. Address “B., 1245,” 
care J C-K. 





———- —— 


RETAIL jewelry store; excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures one 
and one half years old; franchises 
for Bulova, Benrus, Longines, Ham- 
ilton, Elgin, etc.; store enjoys excel- 
lent reputation; low rental with 
eight-year lease; $30,000 will han- 
dle it. Address “D., 1368,” care 
J C-K. 





PROGRESSIVE, high class jewelry store 
in city of 120,000 population, State of 
Indiana, 100 miles from Chicago; estab- 
lished for 56 years, continuously, show- 
ing consistant profits; $40,000, net in- 
ventory; clean stock; low overhead; 
suitable lease; A-1 location; good vol- 
ume of business with unusually attrac- 
tive opportunities; not a credit store. 
Address ‘M., 1319,” care J C-K. 





FOR SALE, well established jewelry 
store with good repair business; fine 
payroll, town in Oakland, California 
area; growing community; little 
competition; standard lines; re- 
ceipts above 1947; family leaving 
California; house also available. 
Address “L., 1380,”’ care J C-K. 





a 


A COMPLETE jewelry factory; a splen- 
did stock of precious stones and 
mounted jewelry; small stock of imi- 
tation and synthetic stones; splendid 
watch repairing department; an excel- 
lent clientele and good going busi- 
ness; reason for selling, personal; cash 
$20,000, balance on time; will be will- 
ing to stay with firm until acquainted 
with the trade; wonderful opportunity 
for one acquainted with the manufac- 
turing business; for complete informa- 
tion write “‘S., 1400,” care J C-K. 








ESTABLISHED, modern air-conditioned 
jewelry store; clean up-to-date stock, 
all new fixtures, low rent, long lease; 
located in central Indiana, population 
around 18,000, county seat, agriculture, 
and industrial community; small com- 
petition; only those who can invest 
$35,000 or $40,000 need apply; reason 
for selling, other interests. Address 
“A., 1392,” care J C-K. 





JEWELRY store, established 1921, new 
front and new fixtures two years old, 
top location, city of 120,000 in southern 
California; stock and fixtures $65,000; 
will sacrifice; doing excellent volume; 
can be bought for Xmas business; all 
nationally advertised watch and sil- 
verware lines; owner has other inter- 
ests. Address “M., 1383,” care J C-K, 





JEWELRY and appliance store, doing 
substantial business in progressive 
midwestern city, for sale; city has sev- 
eral good industries, population 18,000, 
plus large drawing power surrounding 
area; store well located main street; 
new front and fixtures; we feature na- 
tionally advertised brands of merchan- 
dise; inventory will run about $20,000; 
accounts receivable $4,000; fixtures, 
leasehold, improvements and lease 
$8,500; will sell with or without stock; 
good reason for selling. Address ‘“M., 
1324,” care J C-K. 








For Sale 


Tools, Equipment 








USED tools, benches, lathes, cleaning 
machines, staking tools, etc. R. P. 
Gallien, 220 W. Fifth St., Los Angeles 
13, Calif. 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





THREE, 10 ft. plate glass floor cases 
and two, 8 ft. plate glass floor cases, 
sell all or part very reasonable. An- 
derson, Jeweler, Beloit, Wis. 





SAVE $50: lathe, motor, in service three 
months, perfect condition; lathe Swart- 
child, motor triumph; price complete 
$110. Wm. Fairley, 3830 Broadway, 
Gary, Ind. 





LIGHTING, fluorescent and incandes- 
cent patented diamond cluster re- 
flectors, great brilliancy and true 
daylight color, economical. Pitts- 
burgh Lighting Equipment Co., P. 
O. Box 801, Battle Creek, Michigan. 





JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 
31 East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 








Business Opportunities 








EVERY EFFORT is made by The Jew- 
elers’ Circular-Keystone to Keep its 
advertising columns clean. Advertis- 
ers under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





JEWELRY store wanted by individ- 
ual; must be old established with 
good reputation; will pay cash; 
New York, New Jersey or Long 
Island; any reply confidential. Ad- 
dress “P., 1385,’ care J C-K, 





WANTED; a small plant with facili- 
ties for refining crude platinum, and 
for producing platinum products; 
also, a manager fully qualified to 
operate plant. Address “N., 1325,” 
care J C-K. 





WANTED to buy, small, established jew- 
elry store in Midwest. Address “J., 
1376,” care J C-K. 





WANTED to buy; interest in small watch 
and clock import business, by man long 
in the trade. Address “J., 1408,” care 
J C-K. 





GORDON BROTHERS cash buyers of 
complete jewelry stores and surplus 
stock; for details see our advertise- 
ment page 33. 





AUCTIONS successfully and ethically 
conducted anywhere in the coun- 
try; 12 successful sales in 1947. 
Write or wire, Maynard Levy, 5200 
Blackstone Ave., Chicago 15. 





JEWELRY store wanted by individ- 
ual; will invest from $20,000 to 
$40,000 and pay cash; must be old 
established, in city not under 15,- 
000; prefer East or Middle West; 
any reply strictly confidential. Ad- 
dress “W., 1390,” care J C-K, 





(Continued on page 380) 
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BUSINESS OPPORTUNITIES—Cont’d 








(Continued from page 379) 





WIDE awake, young man, unmarried, 


with experience in all phases of cash 
and credit jewelry store operation, 
wishes to tie up with man interested 
in sales; can make a small investment. 
Address “B., 1305,” care J C-K. 





COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





WANT to sell out; we will conduct 
flat sale or auction, or buy your en- 
tire stock and fixtures for cash; have 
more than 500 letters on file from 
jewelers endorsing our methods of 
operation; highest bank and trade 
references; for immediate action, 
write, wire, telephone. Earl Wilson 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
PLaza 8-2110-2111. 





WANTED to buy, established jewelry 
store in town of 8,000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 
S. Anderson St., Elwood, Ind. 





AUCTION with profits; auction sales 


conducted anywhere in the country; 
the finest bank and jewelers’ refer- 
ences furnished; stocks bought. Her- 
man Schwadron, 11 Midwood St., 
Brooklyn, N. Y. 





AUCTIONEERS with 30 years of leader- 


ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Bunde & Upmeyer, Milwau- 
kee; Pfeifer Bros., Little Rock; Hal- 
tom’s, Ft. Worth; two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





AUCTIONEER V. C. Kelly; know your 
auctioneer by his past performance; 
nine successful sales in the past 
year; just closed, highly successful 
sale for Seidensticker, Jeweler, 
Hamilton, Ohio; sold over $100,000 
for Brackins Jewelry, Pensacola, 
Florida; 20 years experience; best 
references. Wire or write, V. C. 
Kelly, 1631 Coventry Rd., Dayton, 
Ohio. Formerly Chicago, Il. 


AUCTIONEER, 12 successful sales 


conducted in 1947; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the 
highest character. Write, 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-5928. 





SELLING your stock; we are cash 


buyers of complete, partial, or 
surplus stocks of retail jewelry 
stores; our representatives will 
come to you; call or wire collect. 
David Freedman, 110 Brainerd 
Road, Allston, Mass. LOngwood 
6-8479. 





OLD established firm in Los Angeles, 


Cal., manufacturing school and fra- 
ternity emblems, medals and club 
jewelry, equipped for defense work 
if necessary, with established na- 
tional market throughout the U. S. 
and territories, is open for experi- 
enced person with sales and executive 
ability who can invest from $50,000 
to $100,000, to replace one of princi- 
pals who must retire for reasons of 
health; knowledge of business is pref- 
erable to full amount of cash. Ad- 
dress “P., 1076,” care J C-K. 











ARE YOU GOING out of business? I 


can guarantee you the cost of. your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago, 
Ill. Dearborn 1684. 








MR. JEWELER, if you want to retire 


from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can 
be done, with one of my dignified 
auctions; I guarantee that there 
will be no loss and that your pres- 
tige will even be enhanced in your 
community; or if you want to sell 
your stock outright, I will buy it at 
the highest price; write or wire for 
details; all correspondence strictly 
confidential; bank and trade refer- 
ences on request. M. C. Maxwell, 
1429 Boardwalk, Atlantic City, N. J. 








WOULD you like to retire from pygj. 


ness; if you were given a respon. 
sible guarantee that your stock, ap. 
counts and fixtures would be sold 
for more than the wholesale cog. 
our service will secure a cash buyer 
for your store as it stands today ag 
a going concern; your good-wilj 
and lease will sell for cash the same 
as your stock; we are not stock 
buyers, but one of the oldest excly. 
sive jewelry brokers in business; 
unquestioned bank references, also 
references from clients who haye 
used our services recently; no store 
too large or small to use this 
service; write for competent ap- 
praisals and complete details with. 
out obligation. McRae & Shaw, 168 
N. Michigan Ave., Federal Life In. 
surance Bldg., Chicago, Il. 
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Wanted to Purchase 








———————— 


CASH for used watchmakers’ and jewel- 


ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





Se 


MANUFACTURER ’s attention; exporter 


wants ladies’ and gentlemen's gold 
filled watch expansion bands and stain- 
less steel bands; send samples and 
gross lot prices; for further informa- 
tion address ‘T., 1361," care J C-K. 





HIGHEST prices for old watch move- 


ments, 0 to 18 size preferred; check 
mailed immediately; estimate subject 
to your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee 
Ave., Chicago 47, Ill. 





SILVERWARE, sterling or plated; we 


are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active sterl- 
ing, engraved or not; have a waiting 
list for hundreds of patterns and am 
willing to pay for as merchandise and 
not as scrap. Vroman’s Silver Shop, 
520 W. 7th St., Los Angeles 14, Calif. 








Watch Work, etc., for 
the Trade 








WATCH repairing for the trade, price 


list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





QUICK, reliable watch repairing for the 


trade; cleaning $1.50, staff $1.50; write 
for low cost price list, or send trial 
package. Slees, Johnson Bldg., Bridge- 
port, Conn. 








WATCH repairing for the _ trade; 


quick service guaranteed; years of 
experience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ill. 
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ALANCE staffs to watch, $2; order and 
palance staff and/or mainspring, $4; 
guaranteed; mail orders and estimates 
solicited. Howard Simon, Box 116-C, 


Central Islip, S. 3. Ms Be 


B 
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CAREFUL, honest watch repairing for 
the trade, moderate prices; out of 
town orders attended to promptly. 
I. Kunnel, 2 W. 47th St., New York 
City. Phone Bryant 9-5065. 
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WATCH repairing for the jeweler whose 
customers are particular; careful, hon- 
est work; moderate prices; Watchmas- 
ter timing machine; prices on request. 
Ernest W. Spitzer, 150 Nassau St., New 
York 7, New York. 





WATCH repairing for the trade; price 
list upon request; quality work. 
Triangle Watch Repair, 424 Samp- 
liner Bldg., 5713 Euclid Ave., Cleve- 
land 3, Ohio. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s 
service. Felder’s, 1173 52nd St., Brook- 
lyn 19, N. Y. Gedney 6-5300. 





HAROLD FREEDMAN, specializing in 
chronographs and wrist watches; 
quick, reliable service; references 
and price list upon request. 1941- 
60th St., Brooklyn 4, N. Y. 





YOU won't be satisfied until you try 
Tammen; 30 years’ experience: 
watches returned like new; reason- 
able; references; prices on request. 
A. B. Tammen, Room 814, 93-99 Nas- 
sau St., New York 7. 





PICK-UP and delivery watch repair serv- 
ice in Long Island, New York City, and 
out, within radius of 30 miles: our 
guarantee; precision - workmanship, 
reasonable prices, promptness, special 
attention mail order; try us. Rego 
Watch Service, 62-98 Saunders St., 
Queens, New York. Illinois 9-1090. 





EXCEPTIONALLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; qual- 
ity, efficiency, dependability. Harr 
Watch Repair Co., 2 E. 45th St., 
New York. 





TO graduates of watchmaking schools 
or junior watchmakers; I will fix bad 
escapements, bent hairsprings, spoiled 
balances, or do other repair operations 
for you; Mondays and Fridays, 3-5 PM. 
Frederick Lowey, 48 W. 48th St., New 
York Citv. 





BOSTON, Mass.; reliable watch repair- 
ing for the trade; timed on Western 
Electric Watchmaster; five-day serv- 
ice; prices and references upon re- 
quest. Lucerne Watch Repair Co., 333 
Washington St., Room 321. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W., 
Canton, Ohio. 





WATCH repairing for the trade; work 
done in our own shop; personal at- 
tention given to every job; a trial 
shipment will be convincing; will 
gladly furnish references. Albert May- 
hoefer, 3027 N. Racine Ave., Chicago 
13, Ill. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the lat- 
est Western Electric Watchmaster; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





TWENTY-five years of experience in 
fine watch repairing; our staff of 
thoroughly experienced mechanics 
assures you of the finest quality 
craftsmanship; services include re- 
pair on chronographs, vibrate hair- 
springs, and all types of compli- 
cated watch repairing; our Watch- 
master machine assures you ac- 
curate timing; work guaranteed; 
prompt delivery of five to ten days; 
price list upon request. H. Spiel- 
man Co., 9 Maiden Lane, New York 
7, N. Y. WOrth 4-3377. 





TWENTY-FIVE per cent discount in- 
troductory offer; take advantage of 
this introductory offer and let us give 
you 25% discount on the first five 
watches you send us; let our 17 years 
experience prove to you that you will 
get watch repairs of the highest qual- 
ity; we are chronograph and repeater 
specialists; each watch is timed and 
tested on our Watchmaster before 
leaving the shop; member of the Jew- 
elers Board of Trade; price list upon 
request; our work is good, we want 
you to know it; send us your trial 
order now. Perfect Watch Repair 
Service, 323 W. 5th St., Room 306, 
Los Angeles 13, Calif. 








Special Order Work and 
Repairs for the Trade 








HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Virtanen, 
45 Park Place, Morristown, N. J. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin’s 
Pearl House, Box 1384, Beaumont, Tex. 





FINE jewelry repairing, diamond set- 
ting, special orders; one day service 
on sizing. M. Kaplan, 179 Jay St., 
Schenectady, N. Y. 





BEADS wrestrung, all kinds; expert 
work; materials and clasps furnished; 
48-hour service on mail orders; 40¢ 
postpaid; free estimates. Betty King, 
524 Addison, Chicago 13. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 





BEADS restrung; all style beads re- 
strung, plain or knotted; prompt serv- 
ice; can furnish references. Mrs. 
Helen E. Stump, 202 State St., Shill- 
ington, Pa., near Reading. 





PEARLS restrung either plain or 
knotted; crystal beads on chain; can 
furnish clasps; quick service; careful 
workmanship; reasonable prices. 
ts - secameaminn 55 Eddy St., Providence, 





MOUNTINGS for cameos, _ brooches, 
pendants, earrings, etc., made to your 
specifications; free estimate; prompt 
service; satisfaction guaranteed. C. 
Merle Dubs, Manufacturing Jeweler, 
231 North St., Harrisburg, Pa. 





SILVERPLATING, gold, chromium, 
brass and nickel; jewelers every- 
where, send us written description 
of what you want plated and we 
will submit close estimate, so that 
you may quote your customers. 
Master Silverplaters, 2031 Caniff, 
Detroit 12, Mich. 





PEARLS and beads restrung, clasps 
furnished, seed pearl work; excep- 
tionally fine work, quick and depend- 
able service; 20 years’ experience; 
Holmes protected safe. Gertrud B. 
| hace 52 W. 47th St., New York 











Wanted to Rent 








HIGHLY rated jeweler, seeks space to 
share and showcase privilege; mid- 
town New York City. Address “S., 
1388,” care J C-K. 








! 





-- 


To Let 








EXCELLENT opportunity for experi- 
enced optometrist to sub-lease space 
in jewelry store; ours is the most mod. 
ern store in the fastest growing town 
of approximately 40,000, in the inland 
West. Address “D., 1418,” care J C-K. 








Miscellaneous 








JEWELRY, silverware and plastic en- 
graving taught. A. P. Hemersbach, 
a eed 303 Fifth Ave., New York. MU 
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“WHY AN A.N.R.J.A.?” 


THIS QUESTION POSES ANOTHER—* Why a trade asso- 
ciation at all?” 


It has been said that the justification for existence of 
any trade association is “To make our industries better 
places in which to do business for the common good of 
the producer, the distributor, and the consumer.” 


The accomplishment of this objective to the fullest 
extent lies in the fact that by such association, members 
of a trade learn to work together more constructively 
and more cooperatively in rendering effective service to 
the consumer. Of no less equal importance, it is the pur- 
pose of a trade association to do everything within its 
power to protect the interests and to promote the welfare 
of the industry it represents. 


The value of a trade association such as the Ameri- 
can National Retail Jewelers Association has been dem- 
onstrated time and time again, in emergencies such as 
those caused by the two World Wars, during the opera- 
tion of the National Recovery Act, and throughout the 
trying days of W. P. B., O. P. A. and other agencies of 
World War II. 


A study of the events of such trying times, will serve 
to demonstrate to the doubters as well as the enthusiastic 
trade association member, that individually we are very 
ineffective in our activities. Concentrating our efforts 
with other members of our Trade Association, it is pos- 
sible to secure consideration of our problems, and oft- 
times a solution. 


ANRJA is now one of the oldest national associations, 
as evidenced by information in an article written by Jay 
Judkins, Chief of the Trade Association, Department of 
Commerce. Organized and incorporated in 1906, it has 
grown steadily in membership and effectiveness, and now 
ranks among the top half dozen trade associations in the 
United States. 


Its efficient operation has attracted to its support 
leading retail jewelers throughout the United States, who 
serve on its Committees, or hold office in the National 
Association or one of its affiliated state organizations. 


At all times, ANRJA has cooperated with the other 
organizations within the trade and industry to our mu- 
tual advantage. At the national level it maintains co- 
operative contact with the other great retail associations 
such as Dry Goods, Hardware, Furniture, Clothiers and 
Furnishers, Shoes, etc., and meets with regularity in the 
gatherings of these important retail associations com- 
prised within the membership of the American Retail 
Federation, the Central Council of National Retail Asso- 
ciations, and holds membership in the Retail Advisory 


384 


Clad Jr ZBoeclueions.. 


Board of the Department of Commerce, and the United 
States Chamber of Commerce. 


In its program of activities, called “Your Association 
in Action,” ANRJA lists a number of articles covering 
trade improvements which it desires to see accomplished. 
Following the conclusion of the list, is the following 
statement: “Let it be noted that if a trade group is al. 
ready organized to handle any of these activities, and 
is carrying on an active campaign to that end, then, 
ANRJA will cooperate to the fullest extent possible with 
that organization.” 


ANRJA was one of the first trade associations to 
recognize the value of research work, conducted by dis. 
interested organizations, and its nine years of Harvard 
Studies from 1919 to 1928, stood for many years as 
the outstanding study of the kind. Through the years, 
other surveys have been conducted and at this time, 
ANRJA is conducting two separate and distinct studies— 
one involving the cost of engraving, the other cost of 
retail jewelry store operations. 


One of the first trade associations to adopt a Code of 
Ethics, was ANRJA, at its 1922 Convention. Today this 
Code of Ethics is proudly displayed in retail jewelry 
stores throughout the country. 


Since settling down to meeting annually in New 
York, ANRJA has developed an important trade show, 
which has attracted more than 12,000 to its recent ex- 
hibits. It serves a definite purpose in bringing together 
manufacturers, importers, wholesalers and retailers, and 
coincident with the gathering, it provides an opportunity 
for the meeting of many organizations and groups within 
the trade and industry. 


The leadership of ANRJA through the years has beer 


of a high caliber—with men of vision in official positions. 


The Association is just completing its 42nd year 
of service to the trade and industry, and faces the 
future with confidence that it will measure up to the 
responsibilities which that future will present as the 
representative of the retail jewelry trade of the United 
States. I appreciate the opportunity given me by THE 
JEWELERS CIRCULAR-KEYSTONE to write an _ editorial 
for presentation in the spot where we all looked for so 
many years for the words of wisdom and counsel of our 
good friend the late Fred V. Cole, whose untimely pass- 
ing we all deeply deplore. 


President 
AMERICAN NATIONAL RETAIL JEWELERS ASSN. 
Guest Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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These New 2-piece sets double up 


Hadley’s most popular items for a sure-fire 


terrae 


double sales pull! They’re excellent selections from 
Hadley’s new line of 1/20 12K Gold Filled Men’s 


Jewelry, designed for men who want something better in quality 
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than ordinary lines afford. Full selection and price range. 





Sold as always, through authorized Hadley 
Wholesalers to jewelers only. 





COMPANY ¢° PROVIDENCE * RHODE ISLAND 





| 
| 
: 
| 





<a . ra _ 
Beelate ic 


os 


x6 80-2) 
. ents 
= arg J6te 


classic new pattern of 


museum pie and authority 


¢ Mansion House’*, the distin- 
d newcomer the Heirloom Sterling line, greets the mod 


ern hostess with a long-wanted motif ...one with a dash of chic 
for informal entertaining... yet with the dignity and elegance 
and pattern detail so desirable for dress occasions. Mansion House 


is at home with all modes of decor, from the formal to the gay! 


Puls 


cso Sterling 


One of the full-color engravings in the new ultra-smart Heirloom Sterling place setting advertising 


Mansion House—in bright, breezy, full-color place setting 


ads, is breaking in nine big circulation magazines, headed by 


LADIES’ HOME JOURNAL, this fall. 


This different pattern is now being shown to dealers, along 


with exciting, impressive new display and follow- ‘up material 
prepared for dealer use. Write for details. 


Heirloom Sterlin 


FROM GENERATION TO 


GENERATION* 
ONEIDA LTD. 


ONEIDA, N. Y. 





*Trade Mark 


